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What do the dealers say that are using 
this Collection Chest? 





They say: 


“It is something so doggoned elementary that you wonder like the devil why it has 
not been put out before. It’s terrific, it has helped us indeed in our selling.” 


» “This is the best idea I’ve seen for selling silver. All of our girls like it 
and use it; in fact, I will probably order another soon.” 


F “‘We like the Chest so much that an order has just been sent in for chests 
for our three other stores.” 






p “T ordered the chest primarily because of our space limitations. And in three weeks 
I’ve sold six sets—for me that’s a real increase.” 






b “Last fall we bought one from your salesman and it has proved to be 
one of the best silent salesmen we have in the store.” 






STILL 
42 6300). I= 
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HOLMES & EDWARDS DIVISION 
INTERNATIONAL SILVER COMPANY 
MERIDEN, CONN. 


Please ship: __DW Chest M___(Mahogany)...B___(Blonde). 
Knife and fork samples all Regular__or Viande and Regu- 
lar__.. 52-piece Service for 8 in Romance . . . Regular___or 


Viande___. Soups: Round Bowl___Cream___Desssert___. 
Please ship: ___PT Chest (Supplementary Pieces) .. . M___(Ma- 
hogany) . . . B___(Blonde). 


Name 
Address 
City 
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EARRING GUARDS 


A NEW OVER-THE-COUNTER ITEM 








w 1 TH A READY-MADE DEMAND... 


7 MV ECESSITY FOR 


ae 
oy 
7 
7 


VERY WOMAN WITH EARS 


y ‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
steel that snap onto the screw ends of earring fasteners. They pro- 
vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 
earrings. 
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Each pair mounted on a tent folder : 
(shown actual size) that will stand in ° 
your showcase. Dozen pair to a card ne ai 
(right) designed for self service. Price ‘tae, TS 
to the Jeweler, $3.00 per card. Retail bomen ~ Be 


| 50c pair, exempt from Federal tax. 
Licensed Manufacturer 


HECVER, TWEEDY & COMPANY, INC. A. SAUER & COMPANY 


» A i\eboro, Massachusetts KON-ITE BLDG... CINCINNATI 2, OHIO 
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SUBURBAN STORES The Cover 

The Suburban Store ........... . Appearing on this month's cover is o 

An Analysis of the Types of Shopping Centers. 124 picture of the new shopping center 

A One City Study of Three Different Types of Suburban Shopping in Framingham, Mass., which is one 
EE I: 126 of many planned shopping centers 

Suburban Branch Store Increases a City Jeweler's Trading Area. 128 built in the suburbs of major cities 

Branch Store Gives 'Downtown' Class to Suburban Area .... _ 129 throughout the country during recent 

Jaccard's Suburban Store Thrives on Active Gift-Conscious Market . 130 years. For a comprehensive report 

A City Jeweler Moves to the Suburbs . 434 on jewelry stores in suburban areas. 

Suburban Jeweler Becomes a Part of the Community. | _ 132 turn to page 122. (Cover courtesy 

Concentrated Buying Power Inspires Move to Suburban Center... 133 ~ — Forum, J. Alex Lang- 

ey photo 
MERCHANDISING AND PROMOTION 

ANRJA 48th Annual Convention .. wg [NA MP! 

Watch Inspection Time, September [0th to !9th Ps NB cp 

4 an Department Pays Its Way | ... 136 » os CRM eentten 

'Glamorized' Repair Service Builds Up a Reputation es 138 . » Seen 

The Diamond Industry 1952 ...... | _ -.. 142 oe ae 

Sapphire—Birthstone for September _ 1444 LANSFORD F. KING, Editor 

Sapphire Exhibit Builds Interest in Gemstones. | 145 : 

Costume Jewelry Completes ‘Costume Look’ for Fall! oo... 146 es eee: SAND Ne 

Traffic Building Idea of the Month ........... .. 150 STANLEY DALY, Associate Editor 

New Location, Modern Store Add Up to New Sales Volume 152 ‘ 

A Small Store Spreads Its Wings .......... ©) wee ee. 156 ee ae ee eee rT 
Back-to-School Window Displays Require Imaginative Merchandise MADELINE LOVE, Gifts Editor 
I at aaa ee aed ee ko 8 162 : 

Directory of Trade Associations .... | 254 oS. Se, Ae See 

GEORGE BAKER, Washington Bureau 

TABLE TOP FASHIONS KARL RANNELLS, Washington Bureau 

Storewide Sterling Display Builds ‘Club’ Sales 209 National Tram Gide, Wallan, © 

The Bride Selects China and Sterling __. 210 

They're New in Table Top Fashions .._. 228 he ee Member of 

Separate Gift Shop Location Stars Luggage and Home Accessories 230 

An Appliance Department's Profits and Pitfalls 232 JOHN J. BOWMAN, Technical Consultant 
TECHNICAL DR. FREDERICK H. POUGH, Gem Consultant 

Brilliance and Fire as Gemstone Properties 140 WINIFRED PARKER, Fashion Consultant 

Magnetism—and the Watchmaker 290 , 

Workshop Questions and Answers 294 VIRGINIA DIXON, Display Consultant 
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HEN Maurice Pinto, prominent 

Los Angeles diamond cutter, 
arrived at M-G-M studios to serve as 
technical advisor for the movie “The 
Great Diamond Robbery,” he antici- 
pated no problem. All the authentic 
equipment was at hand, many of the 
special tools supplied by himself. He 
was, moreover, secure in the knowl- 
edge of his own background. 

Then he met Red Skelton. 

Surrounded by all the authentic 
props, clad in typical lab coat, Skel- 
ton certainly looked the part of a 
diamond cutter. Pinto soon discov- 
ered, however, that whereas Shake- 
peare was content to regard all the 
world as a stage, Skelton went further. 
Everything movable became a stage 
prop and anyone in sight his audi- 
ence. 

Skelton picked up the wooden dop 
(a round container, supported by a 
tapering base, in which wax holds the 
diamond). Breathing an_ ecstatic 
“Ah! Pistachio!” Skelton went 
through the motions of eating an ice 
cream cone. 

Pinto shuddered—until he realized 
this was not in the scene. 

Preparing the wax, Skelton warmed 
it over a Bunsen burner, then firmly 
pressed a groove in it with one finger. 
There was a slight delay here while 
Skelton, pretending his finger was 
stuck in the wax, struggled violently 
to free it. 
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For “The Great Diamond Rob- 
bery” M-G-M has provided a “dia- 
mond” supposedly worth millions, 
and the two perfect halves into which 
Skelton is supposed to cut it. 

While Pinto was discussing this 
scene with the director, Skelton was 
not idle. When Pinto next looked at 
him, the comedian had pressed the 
two halves, one into each eye socket, 
and was hailing his discovery of 
“contact lenses for Eddie Cantor.” 

As far as the general public is con- 
cerned, every aspect of the highly 
specialized business of diamond cut- 
ting, its tenseness and demands, 
everything, Pinto reports, is correct. 


© © 


— BURNS, the Scot poet, 
said something about the best 
laid plans of mice and men going 
astray. At least here’s a story that 
demonstrates the truth of the saying 
from the rodent side. 

A Niagara Falls, N. Y., woman 
living in a rooming house missed her 
$250 diamond ring. She had hidden 
it at the foot of her bed. The woman 
suspected another roomer of lifting 
it and told the landlady of her sus- 
picions. The landlady suggested a 
thorough investigation before accusa- 
tions were made. Windows and doors 
showed no signs of having been 
forced. 
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Then the landlady had an inspira- 
tion. Mice, she remembered, are at- 
tracted by bright objects. She re- 
moved the baseboard in the lady’s 
room—and sure enough—the ring 
was in a mouse’s lair between the 
walls. 

Perhaps Mickey the mouse had 
been influenced by DeBeers ads and 
just had to have a diamond for his 
Minnie. 


© © 
— Wail Street Journal reports 


that jewelry and ties are the latest 
items to be sold by vending machines. 
As if the retail jeweler hasn’t enough 
problems—what with discount houses 
and PX’s—he now has to face vend- 
ing machines. 

A New York firm has developed a 
machine that will vend brooches and 
bracelets. These units, the Wall Street 
Journal reports, will be installed in 
supermarkets. 


© © 


VERY now and then one hears, 
“This is a man’s world!” People 
who voice this opinion fail to recog- 
nize that enterprising females have 
become leaders in about every field 
of endeavor. 
A case in point is that of Mrs. Elsi 
Gschwind, a 26-year-old housewife 
and mother, of Zurich, Switzerland. 


115 








“WHO PROUDLY DISPLAY ~~. 
THIS EMBLEM” 3, 


« 
a 

- 
be 
is , 
% 
te a 
=. 





A PARTNERSHIP OF LONG STANDING 


For 87 years, Longines- Wittnauer has continuously and consistently worked 
with and for the retail jeweler. Longines-Wittnauer has made available 
to its jeweler agencies fine watches in the largest variety of styles, types 
and prices of any watch manufacturer in the whole world—has backed its 


products with large scale, prestige-building advertising that never omits 





to say—*‘sold and serviced from coast to coast by more than 4000 leading 


jewelers who proudly display this emblem.” Our most cherished asset is 
our select list of authorized jeweler agencies with whom our relationship 


is that of a hard-working partner of long standing. 


upines Wi C2. Soc 


Since 1866, maker of watches of the highest character 
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She recently completed ten years of 
apprenticeship and five days of 
gruelling tests required by Swiss 
watchmaking standards and emerged 
as the first woman in more than three 
centuries of Swiss watchmaking to 
receive a master diploma in watch 
repair. What’s more, she placed sec- 
ond in field of eight, including seven 


men. 


© © 


G6 — of business should al- 

ways have his eyes open, but 
must often seem to have them shut.” 
The author of these words would no 
doubt praise the action of some busi- 
ness men in a midwestern city. Faced 
by a resurgence of discount houses 
and door-to-door salesmen, these re- 
tailers gave the appearance of having 
their eyes shut—but they were in 
action all the while. 

Two columnists in local newspapers 
were supplied with verbal ammuni- 
tion by the retailers. One columnist, 
the business editor of the newspaper, 
used this ammunition to debunk the 
seeming advantage of consumers buy- 
ing from discount houses. He wrote 
that promoters of discount houses 
often cast a slur upon established 
methods of retailing, and make un- 
supported claims that retailers charge 


tuo much because of excessively high 
margins of profit. 

“What these promoters often for- 
get to mention,” the columnist wrote, 
“is the fact that although they may 
offer you a small saving on the initial 
cost, they are not able to back up 
their product with adequate guaran- 
tees or proper service.” 

The other newspaper featured a 
column devoted to door-to-door sales- 
men who specialize in “party selling.” 
These clever operators hold a party 
in the home of a housewife; she in- 
vites her friends, the salesman brings 
the food and his wares. 

The newspaper columnist advised 
his housewife readers, “If you get 
roped into a selling party, do it with 
your eyes wide open. But that doesn’t 
go for your purse.” 

Yes, a business man should keep 
his eyes open—and he shouldn’t hesi- 
tate about turning to his newspaper 
for assistance. After all, the news- 
papers are in the same boat as the 
retailer when it comes to retail trade 
diversion. 


© © 


RECENT issue of The New 

Yorker tells of a lady, wearing 

an Edwardian hat, entering a Madi- 

son Ave. jewelry store and laying on 
the counter a tarnished door lock. 
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“Pleasant change from mainsprings and balance wheels, isn't it?" 
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She requested that the jeweler re- 
move the face of the lock and make 
a medallion out of it, which would 
then be attached to a necklace. To 
dispel any fears of the jeweler, she 
explained that the lock was from 
the recently demolished Ritz Hotel 
of New York. 


o © 


OT to be outdone by California 

and its Gold Rush of 1849, Prov- 
idence, R. L., has come up with “pay 
dirt” of its own—the Providence 
Gold Rush of 1953. 

The “find” in Providence has been 
substantial for the small group of 
“prospectors.” The digging is con- 
fined to an indoor location—the 
floors of the old building at 118 Rich- 
mond St., the former home of Ostby 
& Barton Co. 

In the early stages of prospecting, 
gold and silver worth nearly $20,000 
was discovered. The silver and gold 
particles had accumulated over a 
period of half a century. Decade by 
decade, tiny specks fell from work 
benches and were lost. 

The precious metal was salvaged 
from dust underneath the floors of 
the six-story building. 


© © 


N the widely syndicated feature 

“Believe It or Not,” there ap- 
peared an item which read, “The 
most precious pearls in the world (for 
their size) are found in coconuts.” 

This revelation caused us to raise 
an arm and call Dr. Frederick Pough, 
our gem consultant. He informed us 
that the item was erroneous—just 
plain nonsense. 


So-called coconut “pearls” come 
from Tridacna clams and are gro- 
tesque objects of no beauty or value. 
Any pearl found in a coconut would 
be as edible as the rest of the meat. 


© © 


NOTHER “Believe It or Not” 

item informed the readers of 
that cartoon feature that Sir John 
Floyer (1649-1734), an English 
physician, invented the second hand 
on timepieces in order to count pa- 
tients’ pulse rate. This item is worthy 
of interest—because it is a fact. 
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Fashion Note 


“The latest decree of Fashion—a pretty and artistic tie clasp, to be 
worn on milady’s tie. The swellest thing offered to the trade this 


season.” 
(May 9, 1900) 


A Foreign Market 


“In Japan, now enjoying great prosperity, no woman feels happy 
unless she owns jewelry of some kind. The poor cannot afford real 
stones or gold, but at the same time do not want the poorly made 
imitation jewelry made in that country. The really well-made imita- 
tion jewelry of American manufacture will exactly answer this 
demand. Since the new treaty with the U. S. went into effect, the 


interior towns have been open to our commerce.” 
(May 16, 1900) 


Help Wanted Ad 


“Wanted, a watchmaker of ability; no other. Apply to B. J. Mayo, 


Broad St., Newark, N. J.” 
(February 21, 1900) 


A. R. Wallace & Sons Ad 


This company ran a full page ad which pushed three silverplate 
patterns: the “Virginia,” the “Joan,” and the “Astoria.” 


(February 21, 1900) 


Disappearing Coins 

“The Treasury Dept. after circularizing the jewelry and spectacle 
frame manufacturers, believes that these firms are responsible for 
the disappearance of some $400,000,000 in gold and silver coin from 
circulation. There is no law against total destruction of a coin and 


its use in manufacturing.” 
(May 16, 1900) 


A New Item of Jewelry 


‘“‘An entirely new item of jewelry is a cravat holder and collar button 
combined, the invention of Dr. Ziegler of Reutlingen, Germany. The 
device consists of a fastener serving as a scarf stud. The neck tie is 
pushed through the loop and the two ends are pulled tight upon the 
inside bearing plate. The fastener is then closed and the tie remains 


in place.” 
(May 23, 1900) 
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Virginia Note 


“Harrison Jewelery Co. Roanoke, 
Va., says in an advertisement: ‘An un- 
symmetrical hand can be made dainty 
and pretty when adorned by such su- 
perb jewels set in such exquisite com- 
binations in finger rings...” 


(May 9, 1900) 


Nebraska Note 


“Arch. L. Coleman, jeweler, South 
Omaha, Neb., has asked for an injunc- 
tion to prevent the locating of a saloon 
within one door of his premises.” 


(May 30, 1900) 


Savannah Notes 


“Thomas N. Theus was elected dele- 
gate by Camp 756, United Confederate 
Veterans, to the convention to be held 
at Louisville, Ky., May 30.” 

“A. L. Desbouillons and wife will 
leave Savannah about June 15 for a 
visit to the Paris Exposition.” 


(May 30, 1900) 


Boston Notes 


“The envoys from the Boer govern- 
ments in South Africa, while they were 
in Boston, visited the store of Kettell 
& Blake, where they were shown some 
of the finest products of the watch- 
makers’ art.” 

(June 6, 1900) 


New York Notes 


“The Jewelers’ Exchange on Maiden 
Lane will be replaced by a new building 
to be known as Jewelers’ Court. It will 
be a 12-story structure, absolutely fire- 
proof. It will be equipped with three 
high-speed elevators, and a mail chute, 
and each office will be provided with 
a wash basin.” 


(May 30, 1900) 
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A 
Aaron, Samuel, Inc........... Room 666 
Accro Watch Co., Inc........ Space S-] 
Adams, William, Inc.......... Space 57 


Adler, Albert, Co. 
Space “D” Astor Room Foyer 
Admark ..Space “D” Astor Room Foyer 
Aisenstein & Gordon..... Barclay Hotel 
Aisenstein, Louis & Bros., Inc. 
Spaces 41-42 


Allsopp-Stellar........ Suite 915-917-919 
Altheimer & Baer, Inc........... Space 5 
eS rere Space 23 


American Import Corporation 

Suite 994.995 
American Safety Razor Co..Spaces 45-46 
American Thermo-Ware Co....Space 125 
 Kineckenneenddewne war Space 1 
Apex Accessories Co., Inc. 

Suite 614-616 


Arbor Jewelery Co........... Space 230 
Art Paper Company.......... Space 117 
A.S.R. Ascot Lighters...... Spaces 45-46 
Axel Brothers, Inc......... Suite 668-670 
B 
B. KR. Trading Co... ...0...00. Room 591 
B & O Chain Co......... Spaces 315-316 
Babcock Box Co., Inc......... Space 107 
Baden & Foss Company........ Space 4 
Beker & Co., Ime..........00.:; Space 17 
Ballou, B. A., & Co., Inc.. Spaces S-7, 8-8 
Bates, Barbara................ Space 205 
ee Oe SO eee Space 205 
Benrus Watch Company........... Suite 
Bloom, Roy M., Inc..........Space 206 
Blumstein, A., Inc.............. Space 7 
Boardman, J. C., & Co........ Room 690 
Bojar Company.......... Spaces 218-219 
Boucher, Marcel, & Company.Space 132 
Braunstein, J., Inc............ Space 129 
Briddell, Chas. D., Inc...... Suite 868-870 
Briggs Novelty Company..... Room 692 
Bristol Seamless Ring Co.....Space 33 
Brown & Gravenson, Inc....... Space 122 


Bruner-Ritter, Inc. 
Space 19 and Suit 879-881 
Buffalo Jewelry Case Co., Inc..Space 406 
Bulova Watch Company 
Suite 4Y & Foyer, Spaces 502, 511 
512, 513 


Cc 


Caplen Jewelry Display 
Spaces J, K, L, M 


Century Silver Company...... Space S-6 
Certina E-A Watches....Ballroom Stage 
China Overseas..............- Space 16 


FOR AUGUST, 1953 


LIST OF EXHIBITORS 


Chureh & Ca, .....cccccccces Room 592 
Cini, Guglielmo, Inc............... 124 
Cohen, A., & Sons Corpn. 

Space 72, Jansen Salon & Blue Room 
Colonial Mfg. Co., Inc...Rooms 588-590 
Columbia Tru-Fit Diamond Rings 

Suite 668-670 


Columbia Walescraft, Ltd...... Space 319 
Compass Instrument & Optical Co., Inc. 
Space325 


Courtney, John J., & Co... .Suite 914-916 

Craft Watch & Jewelry Co.....Space 126 

Cramer-Tobias-Meyer, Inc...... Space 2 
Croton Watch Co., Inc. 

Suite 766-768-770 

Cuckoo Clock Mfg. Co., Inc.....Space 93 
Cyma Watch Company 

Spaces 55-56 and Room 684 


Davids, Lothar..............<. Space 400 
Davidson & Sons Jewelry Co., Inc. 
Spaces 49-50 and Room 677 


Delaware Watch Co........... Space 79 
Delgard Watch Co............. Space 79 
Dennison Mfg. Co........ Spaces 402-403 
Dershowitz L., & Co....... Suite 742-744 
Dorset-Rex Products, Inc..Spaces 329-330 
Doxa Watch Agency........... Space 79 
Dunkirk Silversmiths...... Suite 694-695 
E 


Eastern Metal Products Co...Space 307 
Elco Identification Bracelet Co. 

Space “H” Silver Corridor 
Elgin-American ........ Ballroom Stage 
Elgin National Watch Co. 

Spaces 27, 28, 29 and 34, 35, 36 
Empire State Glass Decorating Co. 


Space 222 
Engel N., Company.......... Room 689 
Enicar Watches................ Space 95 
Esco Products ............... Space 222 


Evans Case Company 


Spaces 509, 510, 514 


Eversharp, Inc. .............. Space 503 
F 

Fantasy of Jewels............. Space 15 

Feature Ring Co., Inc.............. Suite 

Feinstein, E. S., & Co......... Space 317 


Firman Leather Goods Co.....Space 123 
Fisher Silversmiths, Inc., The 
Suite 966-968 970 


Flex-Let Corporation..... Spaces 214-215 
ee er Room 593 
Forever Yours Ring Co...... Room 673 
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Forman Family, Inc........... Space S-9 
Forstner Chain Corporation 

Spaces 73, 74 
Foster Metal Products, Inc.....Space 507 
Frackman, Harry & Ben, Inc. 

Display Room 


Freed, Edwin, Inc....... Spaces 404-405 
G 

Gemex Company ......... Suite 880-882 

Glass, Leo & Co., Inc....... Suite 953-955 

Gorham Company, The. Suite 942-944-946 

SS, are Room 573 


Gruen Watch Company, The 
Spaces 4J, 4K, 4L, 4M-1, 4M-2, 4M-3 


Hamilton Watch Co. 
Spaces §-19, S-20, S-21, S-22 


Herris, L., Co., Ime......ccecs Space 308 
Hartman Cutler Corp........ Space 324 
Helbros Watch Company...Spaces 30-31 
Heller, L., & Son Inc........ Spaces 9-10 
Heuer Watch Company..... Spaces 41-42 
Holzer Watch Co., Inc...Spaces 211-212 
Honora Jewelry Co.......... Space 323 
Huye Space Saving Box System, Inc. 
Space 75-A 
I 


Illinois Watch Case Co...Ballroom Stage 
Imperial Lamp & Shade Co....Space 208 
Imperial Pearl Syndicate...Spaces 47-48 
Ingraham, E., Company...Space 221-227 
International Clock Co........ Space 93 
International Silver Co. 

Spaces S-10, S-11, S-12, S-13, S-14, 

S-15, S-16, S-17, S-18, and S-23 


J 


pe eee Suite 
Jackson Vitrified China Co. 
Spaces 113, 114, 115 and 116 
BD Bs. on ceneavanens Space 220 
Jewelers Buyer’s Guide 
Space “C” Astor Room Foyer 
Jewelers Circular-Keystone 
Space “A” Silver Corridor 
Jewelry Industry Council 
Space “B” Silver Corridor 
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HE subject of suburban stores may at first blush seem to have a 
limited appeal of interest within the jewelry trade. For, most jewelers do not 
have the inclination—-or the opportunity—to consider a branch store in a 


suburban shopping area. 

Yet, many should. 

Also—within the operation of suburban shopping centers there are many 
ideas which could be employed—or countered—by big city neighborhood or 
small town jewelers. This, so they can successfully compete with existing shop- 
ping centers which give to city and suburban home-and-car owners the con- 
veniences they find attractive. 

In the JC-K exhibit which follows, stores in all types of suburban shopping 
areas are presented. The feature opens with a study of planned shopping centers, 
for these are the newest and most spectacular innovations in the American 


marketing scene today. 


Biren 03 
ee she 
aie, 

fe KS MY 





‘ ; 
> 
sf 


“ST. LOUIS” 


—, 
ae 
. 
~ 


PITTSBURGH 











The increased ownership of automobiles among 
all classes throughout America has caused a 
spectacular growth in the American suburbs and 
suburban shopping. To present a study of such 
jewelry stores, JC-K sent correspondents to suc- 
cessful retailers in widely separated sections of 
the country. Their stories are presented on the 
following pages. 
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I. its bare essentials, a modern shopping center has come 
to mean a planned and integrated group of retail stores and services located 
near a city’s limits, with ample parking facilities available for customers. 
Within this definition there are, of course, variations which depend upon 
the center’s variety of stores and services and the size of the market it serves. 
Shopping centers are usually classified* as follows: 

Neighborhood Shopping Center: Serves 10,000 to 20,000 people. Has a 
core of food and drug stores; sells mostly convenience merchandise 

District or Suburban Center: Serves 20,000 to 100,000 people. Has a core 
of large supermarket or small department store. In addition to convenience 
goods, sells apparel and hardware, which adds depth to available merchandise. 


Regional Shopping Center: Serves a population of 100,000 and more. Has 
one or more major department stores as a core. Has great depth and variety 
in merchandise. 


*As classified by Victor Gruen, architect, and Lawrence P. Smith, real estate consultant, in the 
June, 1952 issue of Progressive Architecture. 


AN ANALYSIS OF THE TYPES OF 


SHOPPING CENTERS 





1. Sufficient parking space 


to accommodate customers of ali stores. A grocery store 
needs more parking space than a jewelry store. Yet if 
the grocery’s parking area is inadequate, its customers 
may use up all the space in front of the jeweler’s estab- 
lishment. In terms of ground space, it has been found 
most satisfactory to have no less than three times as much 
parking area as there is floor space in all the stores of 
the center. 


2. Easy accessibility 


The center should be within convenient driving distance 
of homes in the area; must have good arterials. 
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3. Adequate size for the area 


the shopping center serves. If the center is too ambitious, 
there will be failures. If it is too small to serve the area 
as planned, competition is invited in the form of other 
shopping centers because resistance will sometimes be en- 
countered from residents of the area to further enlarge- 
ment of the center. 


4. An adequate, well balanced group 


of retail stores and services. The neighborhood center 
should have a nucleus, the key units of which are the 
supermarket and drug store. The other type centers 
require a greater variety of stores. 
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5. Arrangement of stores within the center 


Stores should be so located that there will be good foot 
trafic flow past all units. In line with this, the jeweler 


should study the location of other stores in the project— 
and decide the effect their locations will have on foot 
trafic past his doors. 


6. Maximum separation of pedestrian traffic 


from parking areas. For leisurely, sales-productive foot 
traffic, there must be ample space for walking. 


7. Single ownership 


The entire land area should be under the control of 


EXAMPLES OF 33 DIFFERENT TYPES = 
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single corporation in order that there be integration in 
operation and economic policies. 


8. Walking distances 


from parking area to the stores should be minimized. 


9. Service facilities 


such as refuse disposal, truck delivery, etc., should be 
such that the public is virtually unaware of their existence. 


10. The architecture 


of the buildings should give an appearance of a “unified 
building group, not an assemblage of miscellaneous 


39 
stores. 




















A regional shopping center, Northgate 
(above) serves an estimated 300,000 
population in Seattle suburbs. The jew- 


eler in this center is Burnett Bros. 


by EDWARD R. LUCAS 
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NU NE of the outstanding post-war merchan- 
dising trends has been the development of the integrated 
shopping center. Perhaps the country’s earliest shopping 
center developments are those located in the suburban 
districts of the Seattle, Washington, area. 

Bellevue Shopping Square, for example, was _ estab- 
lished in 1946 and is located in a rapidly expanding 
suburban area east of Seattle within 15 miles driving 
time of the city’s limits. Bellevue is classified as a 
“suburban” center. 

Several times as large as Bellevue is Northgate, estab- 
lished three years ago, which is located about six miles 
north of Seattle’s city center. Northgate is one of the 
outstanding “regional” shopping centers in the country, 
and it has served as prototype for a number of other 
centers in the nation. 

A good example of a “neighborhood” shopping center 
is Mountainlake Terrace, built over two years ago several 
miles north of Northgate, and serving a newly developed 
suburban residential district of about 5000 population. 
(Please turn to page 174) 
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A neighborhood shopping center, Mountain- 
lake Terrace district (below) serves an 
area of 2,000 homes north of Seattle. Lo- 
cated in this center is DeMarce Jewelers. 
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Located in a shopping development near St. Paul, the S. Jacobs 
Co. branch store is designed to attract a well-to-do clientele. 





















Suburban Branch St 
Increases A City Jeweler’s Trading Area 





AST fall, S. Jacobs Company, Minneapolis, 
opened a branch store in Highland Center, a suburban 
shopping development serving the newest and finest resi- 

by ETHEL C. PITKIN dential district in the nearby city of St. Paul. 

Something rather special in design and decoration 
was expected by those who knew the 75-year-old firm’s 
traditional reputation as operators of one of the country’s 
finest jewelry stores, and the actuality exceeded expecta- 
tion. “Exquisite” seems to have been the most popular 
adjective among visitors at the time of the Jacobs High- 
land branch opening. 

Maurice Adelsheim, Jr., executive vice-president of 

S. Jacobs Co., gave the usual reasons for the firm’s 
FE wry ih red Eee ° ° 
ever Vviibirerr ¥ vd nn | oe A decision to open a branch store—downtown congestion 
geri cs we a Ae) |e and traffic problems, and the fact that suburban shopping 
te 2772 ts (Please turn to page 185) 








The china and glass department, above, is 
situated at the rear of the store. Modern 
counter cases, carpeting, ceiling fixtures, 
etc., provide a luxurious air to the store. 















J. JESSOP AND Sons, the 83-year-old San 
Diego, Calif., jewelers, is a firm which has had gratifying 
success in setting up neighborhood suburban branches 
which bring a measure of downtown “class” atmosphere 
into outlying areas. The Jessop technique calls for careful 
study of a new location, before designing a store which 
carefully balances the appeal of size and beauty and wide 
selections with “threshold resistance.” Both of the Jessop 
neighborhood units have apparently hit this balance with 
striking accuracy. 

The first Jessop branch was established at La Jolla 
back in 1949. Well established now, the La Jolla store 
has delightful French Provincial decor and unusually 
effective lighting. 

Last year, Jessop opened another branch in North 
Park, considerably more modern in its styling. It’s a 
big store for its location, 2275 square feet, and represents 
an investment of over $100,000 in shop and fixtures alone. 
Frank L. Hope, A.I.A., the architect, worked closely with 
the Jessop organization, because once it had been estab- 
lished that there was a definite need at North Park for 
(Please turn to page 181) 
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Located in the suburbs of San Diego, the new Jessop branch store is tailored to the neighborhood's needs. 



















Branch Store (rives 
Downtown’ Class 


To Suburban Area 






SAN DIEGO 






The interior of the store is well 
sectionalized so that each depart- 
ment is immediately identifiable to 
the shopper. The open layout en- 
courages casual shoppers to browse. 
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Recessed ceiling lights are spotted to illuminate special gift 













HE suburban jewelry store—like any off- 
spring—is a good deal like the parent; but it is likely to 
have many features and requirements of its own. This is 
particularly true of Jaccard Jewelry Co. of St. Louis and 
its branch store in Clayton, a St. Louis suburb. 

According to Julius Kraleman, manager of the Clayton 
store since its opening in 1950, the main problem of 


ST. LOUIS 





Jaccard's Clayton store occupies half the 
ground floor of this red brick building. £07 





Jaccard’s Suburban Store 
Thrives on Active Gitt-Conscious Market 


managing a suburban store is analyzing the market. “We 
have found,” he said, “that Clayton definitely is a gift 
town. Our customers are heavy buyers of gifts—and 
many of them purchase expensive items.” 
Kraleman observed that Clayton area residents are in 
the middle and high income brackets. They are, there: 
(Please turn te page 183) 


ae ae 












op Postal SAA SA: 





SAN ANTONIO 


Pe - y 


~ &,'¥ 





ND 





Operating a suburban store, this jeweler has found, requires closer contact with customers. 


A City Jeweler Moves to the Suburbs . . . 


a downtown jeweler who plans to make 
the plunge into the suburbs had best reconcile himself 
to one hard fact: he'll need a new rulebook.” This is 
the opinion of L. W. “Larry” Lawrence of San Antonio, 
Texas. Lawrence started from scratch in a suburban loca- 
tion—sunset Ridge—about a year ago, after eleven years 
as a downtown jeweler. Apparently he learned the new 
tules fast: it took him just six months to liquidate his 
entire investment. 

An illness forced Lawrence to close out his downtown 
store, and by the time he was able to think about reopen- 
ing, his old building had been razed and he had to look 
for a new spot. 

The idea of a suburban location appealed to him for 
personal reasons. He was tired of the city’s congestion. 
San Antonio, one of the nation’s fastest-growing major 
cities, has grown more than 60 per cent in population 
(to almost half a million) in the last decade, and facilities 
downtown had not kept pace with the population spurt. 

Lawrence picked a spot in the middle of a new com- 
munity center serving a new 500-unit apartment house 
development, Sunset Ridge, at the north end of San 
Antonio. The two-block long center has a supermarket 
at one end, a drug store at the other, a furniture store, 
cafeteria and numerous other shops. 

“A jeweler needs a place with a lot of traffic,” 
Lawrence said. “I thought of other places. There were 
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open locations out in the neighborhoods. But while 
places like that sometimes are all right for repair work, 
they just won't work for retail selling. 

“Here I’m right in the middle and I get the trafhic 
going both ways. I don’t think any amount of advertis- 
ing could bring me the business I get just by being here 
in this spot.” 

The suburban location meant a drastic change in cus- 
tomers and customer relations for Lawrence. “Out here 
nobody comes in unless they want to buy. They don’t 
come in to look around or to compare prices as they do 
downtown, so you don’t waste a lot of time on people 
who have no intention of spending. But you have to 
consider another thing. Downtown where there is a lot 
of transient business, if you happen to alienate one cus- 
tomer, there is always another to take his place. Out here 
if you alienate one you've lost out—there are only so 
many people in the neighborhood and every person 
counts. You’re one of them; you work on a friendlier 
basis; you can’t haggle. 

“The customer must invariably be right and it is 
necessary to satisfy and to be one of the crowd. You 
just have to pitch in and mix with them.” 

Lawrence tries hard to memorize every face and name. 
Many customers are startled, but pleased, when he greets 


them by name on their second call. 
(Please turn to page 184) 
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Suburban Jeweler 





Becomes a Part 
(i the C ommunity 


Bronner finds that suburban store owner must be active in community life. 


- 
i suburban jewelry business, like the 
suburban home, tends to require a little more time and 
effort than its metropolitan counterpart. But once achieved 
it’s worth the extra effort. This is the view of Norbert A. 
Bronner, whose two jewelry shops in the Pittsburgh dis- 
trict give him an excellent basis for making comparisons. 
His original shop, which he has operated for nearly 
20 years, is at 710 Homewood Ave., the heart of Pitts- 
burgh’s old, established East End shopping district. His 
second shop, which he has now run for more than five 
years, is at 2825 Brownsville Rd., in the new, fast-grow- 
ing, largely postwar suburb of Brentwood, to the south 
of Pittsburgh. 

Perhaps the most vigorous conviction that Bronner 
holds after five years of running a suburban outlet is 
this: “Do not suppose, because you are fortuitously 
located in a new, fast-growing suburb, that business will 
grow automatically in direct proportion to population 
growth. This may be true of a grocery store or a gasoline 
station. It is not true of a jewelry store. 

“The business is there, but specific answers must be 
found to pressing problems before prosperity begins 
rolling through the door.” Here are the problems which 
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beset Bronner as he sought to establish himself in the 
attractive, fast-growing Brentwood suburb: 

(A) Its people are in higher income groups than those 
in his other trade area. Virtually all own their own 
homes, and the homes are more pretentious. People 
tend to dress more smartly. They are at home in the 
exclusive, big name shops of downtown Pittsburgh; 
they are “label conscious.” 

(B) Ironically, although Brentwood residents have 
higher incomes and live in a more sophisticated manner, 
they have less “surplus” income to spend. The same 
desire for fine surroundings and fine possessions that 
brought them to Brentwood has tied up their ready cash; 
most of them are still paying on time for their homes, 
cars and television sets. 

Realization that the cake was not so rich as the icing 
seemed to indicate dismayed Bronner at first, but he has 
discovered some solutions which, gradually, are bringing 
him a rewarding volume of the business which formerly 
went to the exclusive downtown shops. 

“First,” Bronner claims, “you must recognize that no 
matter how much people may emphasize a label in their 

(Please turn to page 180) 
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Inspires Move to Suburban Genter 





Some 25 departments of the Glickstein store are located on one main selling floor. 


Gulckstein’: Jewelers, Inc., founded 28 
years ago by David L. Glickstein, president, is a success- 
ful instalment jewelry operation with stores in Buffalo, 
N. Y., and in nearby Lackawanna, Tonawanda and Ni- 
agara Falls. It was only natural, therefore, that Glick- 
stein’s should have been interested when. on the outskirts 
of East Buffalo, construction started on the Thruway 
Super Plaza, one of the country’s major shopping centers. 
With a construction budget of $7,000,000 and plans for 
40 store units plus parking space for more than 3,000 
cars, it was obvious that the new center was going to 
become a factor in the Buffalo area market picture. 

Glickstein’s studied the possibilities of the new center 
carefully. The management noted the tremendous buy- 
ing power concentrated in the Cheektowaga area where 
the center was to be located. This area lay well within 
range of the firm’s already heavy newspaper, radio and 
television advertising coverage, so even without added 
advertising expense a unit in the Thruway. Center could 
make a strong bid for attention. 

When the Thruway Center opened for business it con- 
tained the new fifth store in the Glickstein chain—a 
6,500 square foot unit with 25 departments all on one 
main selling floor level. It is one of the first jewelry 
stores of its type to try out a location in a really big shop- 

(Please turn to page 158) 
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This picture was taken during Glickstein's Jewelers grand 
opening, an event which attracted numerous suburbanites. 
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The famous painting of "The Watchmaker" by Nor- 
man Rockwell will be featured in full-page, four- 
color ads in national publications. Headlined ‘What 
makes it tick?", the ad stresses the importance of 
having fine watches serviced by retail jewelers. 


This point-of-purchase display comes in full 
color and will be distributed to jewelers 
throughout the United States. Center piece 
shows jeweled-lever escapement surmounted on 
the backoround of a quality watch movement. 





—_— is the ideal month for all jey. 
elers to promote their watch repair departments. Most 
people have just returned from their Summer vacations, 
during which time watches were subjected to rugged out. 
door wear. Also, with the passing of the Summer season, 
people begin to dress more formally and they become 
more conscious of their personal appearance. 

The jeweler would do well to keep in mind that this 
time of year represents the beginning of the gift-buying 
season. It is important, therefore, for jewelers to re- 
establish customer contacts. The watch repair depart- 
ment, of course, is a natural medium for renewing cus- 
tomer relations. And September is the time to begin an 
intensive program publicizing the need for watch inspec- 
tion. 

Many jewelers recognize the importance of a repair 
department as a source of year-round profit, In fact, it 
was revealed in last year’s JC-K nationwide survey that 
repairs constitute approximately 10 per cent of the aver- 
age jeweler’s business. But more important, watch repairs 
build store traffic—and the customers who make up this 
traffic are subjected to displays of new merchandise. 

The importance of watch repair work can be seen in 
the support given to Watch Inspection Time (September 
10 to 19) by the Watchmakers of Switzerland. This or- 
ganization recently announced a four-point program in 
support of Watch Inspection Time. 

On the consumer level, the now famous painting of 
“The Watchmaker” by Norman Rockwell will again be 
featured in full-page, four-color ads scheduled for Life, 
Look, Saturday Evening Post and Farm Journal. Head- 
lined “What makes it tick,” the ad stresses the impor- 
tance of having fine watches serviced by the community 
jeweler. 
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To attract store trafhc, a point-of-purchase display in 


full color will be distributed to retail jewelers throughout Sore name 


make 


the United States. The center piece of this display, com- ~~ 
timers... 


plete with a light unit, shows the jeweled-lever escape- 
ment surmounted upon the background of a quality watch 
movement. The display, with copy lines pointing out the 
extreme wear to which the moving parts of a watch are 
subjected, is headlined, “It’s Watch Inspection Time.” 
This copy can be removed upon conclusion of the pro- 
motion to reveal the slogan, “Your Watch Deserves Ex- 
pert Service.” 

This year-round traffic builder, which can be used 
either in the window or in-store, is accompanied by a 
side-piece pointing up the fact that the displaying store 
uses only genuine factory-approved material. a - 












































In addition, the Watchmakers of Switzerland are also Pr 
making available upon request from retail jewelers a set : - aa 
iTs 








of six newspaper ad mats—three in one-column size, three aan 
in two-column width. ee 

To encourage jewelers to participate in this important 
promotion, the Watchmakers of Switzerland, in coopera- 
tion with the Watch Material Distributors of America. 
will also offer $1,000 worth of prizes in their 5th annual 
Watch Inspection Time merchandising contest. The con- 
test is open to owners and employees of jewelry store and 
repair shops. 

To enter, a contestant must submit “a workable mer- 
chandising idea that can make the service department 
more profitable.” Written on either a store letterhead or 
an official entry blank, available from regular material 
jobbers entries should be addressed to the Watchmakers of 
Switzerland Information Center, Contest Department, 


























Suite 1105, 730 Fifth Avenue, New York 19, N. Y. They 

tinge Illustrated above are some advance proofs 
must be post-marked not later than midnight, Saturday, of newspaper ad mats which have been pre- 
September 26, and received by October 3, 1953. pared by the Watchmakers of Switzerland. 





During a previous Watch Inspection Time promotion, Melby's 
jewelers, Santa Maria, California, used this clever window 
display to emphasize the need for periodic watch inspection. 
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A quadruple check system is used for watch repair work to protect customers and the store. 





The Repair Department Pays its Way 


The repair department at Losee’s Jewelers is not a stepchild. It is considered 


a vital factor in the success of the store—and it more than pays its way. 





Y 
Dus was an old, lonely woman—hard put, The “young Losees” have grown older with the staid, 
as the aged so often are, for schemes and stratagems to conservative Southern California city which they adopted, 
fill her dwindling days. She had time on her hands. And two decades ago, as their home. Their “new” store is 
time, for her, was personified by a cheap, erratic watch: now long established as one of the mercantile hearts of 
apparently purchased for a dollar from some chain the city: the opening of its present location, in 1945, 
drug store. drew twelve hundred friends, neighbors, and trade asso- 
Every few days, during her trivial rounds of shopping. ciates from many parts of the state. 
she would wander into the new jewelry store in Whittier, It’s Georgia B. Losee who runs the business, now that 
Calif., to have her watch “regulated.” And on each her husband has passed on, with the assistance of a 
occasion, with all the deference due a valued customer competent staff and the store’s watch and diamond expert, 
on very important business, the new jeweler would set, John R. MacDonald, a registered jeweler of the American 
wind, and respectfully return the timepiece. Gem Society. Vacation time, the young Losee son lends 
The story made its rounds about town. It was good for a hand in window trimming and other jobs. But the 
a laugh or two, over a Lions’ luncheon. But after the policies and business theories formulated by the late 
laugh died away, the moral lingered on: those young John D. Losee still dominate the store. 
Losees meant exactly what they said when they spoke of Through thoughtful merchandising of its repair depatt- 
“serving the community.” (Please turn to page 191) 


by JOY PARNES 





The watch repair department is strategically located at the rear of the Losee store. 
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NEW EASY-FILL KONSON “TRIUMPH” 


WORLD'S GREATEST LIGHTER 
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THIS EXCITING NEW RONSON has sales appeal 
with a capital “S”! Much easier to fuel— 
because the whole bottom swivels wide 
open! No cap to unscrew ... just flip the 
bottom, fill the lighter. You sce as you fill... 
virtually eliminates over- or under-filling. 


THE MODERN, TAPERED, STREAMLINED Ronson 
“Triumph” is a real treat to the eye. Natu- 
rally, it has precision construction... in- 




















No.82162 Chromium plate, engine 
turned, monogram shield. $8.50 


cluding the famous “press, it’s lit... release, 
it’s out” safety action. And the Ronson 
Triumph” is packed in its own jewel-box 
case which doubles as a traffic-stopping dis- 
play. All in all, a sure-fire profit maker! 


FREE DISPLAY, NEWSPAPER MATS, radio scripts 
available on request. Write for yours today 
to Ronson, Dept. 10, 1 Aronson Square, 
Newark 2, N. J. 


NATIONALLY ADVERTISED TO BUILD EXTRA SALES FOR YOU! 


Ronson Art Metal Works, Inc., Newark 2, N. J. 


P. S. Don’t miss the Ronson exhibit at the ANRJA Convention, Waldorf-Astoria, New York, August 9 to 13. 
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The Time Shop's watchmakers work in 
well-lighted area visible from the 
selling area through a glass partition. 
Reminder card (below) is a sample 
of the store's continuous direct mail 
promotions effort based on repairs. 








ONE Ae 
YEAR we had the pleasure of servicing your watch 

Since then the oil has dried...dust has gathered 

AGO. ° in the movement. To prolong the life and 
protect the accuracy of your watch. it should be 
cleaned, oiled and expertly adjusted now. 
Bring it in soon. Five licensed watchmakers to 
serve you in Milwaukee's most modern and 
scientific watch shop. Prompt 24 hour service. 


v 
ere fang THE TIME SHOP 


Telephone BRoadway 1-3340 
394 East Wisconsin Avenue 























‘Glamorized’ Repair Service 
Builds Up A Reputation 





by A. WARD DRILL 


, L. Ir can be said that the art and science olf 
watchmaking can be “glamorized,”’ then surely Henry 
Jung has achieved this in his Time Shop, in Milwaukee, 
Wis. Every Jung ad or mailing piece carries an air of 
distinction, reflecting that of the store itself which is 
located amid the swankier shops along Milwaukee's East 
Wisconsin Ave. just east of Broadway. 

The store is designed to enhance the sales appeal of 
fine watches, clocks and jewelry, and to make the cus- 
tomer’s visit enjoyable. An important part of ‘the sales 
appeal is built around the repair department, which is 
equipped and laid out so that its very appearance creates 
an atmosphere of expert craftsmanship. 

Jung believes that in the jewelry business, perhaps 
more than in most fields, advertising claims and effective 
store design must be backed up by efficient service, expert 
workmanship and quality merchandise. 

Of these three, quality merchandise can be obtained 
by anyone who buys wisely. Efficient service and con- 
sistent fine workmanship, on the other hand, cannot be 
ordered and delivered—they must be created through 
organization, personal effort and sincere interest. If the 
effort is successful, the store will achieve an important 
advantage in its sale of watches and other merchandise. 
Whether or not the watch repair business which gave and 
continues to give it this advantage is in itself highly Modern selection tables dominate the Time Shop's selling area; 
profitable will then cease to be of great importance. there are no conventional counters. Jogged arrangement pro- 


° ’ ° vides feeling of privacy. This display panel is in the work 
Since Jung's own expert craftsmanship was largely area but can be seen by customers. It holds the Time Shop's 


(Please turn to page 170) collection of wrenches for opening water-resistant cases. 
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IF YOU'RE NOT BUYING 


Prose ALGAN 


YOU'RE SELLING TOO HARD 
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LOS ANGELES 13, CALIFORNIA + 220 West Fifth Street » MUtual 3173 
CHICAGO 2, ILLINOIS + 55 East Washington Street + FRanklin 2-7791 


DALLAS 1, TEXAS - 1802 Main Street + PRospect 1041 
ANTWERP, BELGIUM - CAPE TOWN, SOUTH AFRICA 








Brilliance and Fire 


As Gemstone Properties 


The information about jewelry stones which a jeweler should have in order 
to give satisfactory service to his customer is neither complex nor difficult 


to understand. This series of articles is written for the average jeweler. 


Part I 


= post-war development of transparent, by DR. FREDERICK H. POUGH 


high refractive index compounds which have been found 
suitable for jewelry use has made it necessary for us to 
clarify our thinking on the question of relative brilliance 
in jewelry stones. Loose popular usage has created some 
confusion about the meaning of the words “brilliance” 
and “fire” in describing stones. We also find that some 
errors in reasoning have crept in, leading to an actual 
misuse of the words, even though their meanings were 
clear. 


Brilliance would seem to describe the light reflected 
back to the source, and the observer, by the stone. Gem. 
stone brilliance is made up of two reflections, the luster, 
the primary reflections from the polished surface of the 
stone, combined with the secondary reflection from within 
the stone, the rear facets. Obviously, some of the light 
that strikes a stone will be reflected at once, else we 
would see no brilliance at all in onyx and hematite. The 
balance of the light enters the stone. That light is either 
wholly absorbed (as in onyx and hematite) partially 
absorbed (as in the case of most colored and facetted 
stones), or almost wholly transmitted to the back of the 
stone. We could observe this by taking flat plates of 
onyx, garnet, and glass with both sides polished. As 
we look toward the light through them we would see 
nothing in one, a dim red outline in the second, and 
everything with complete clarity through the third. The 
light that strikes this plate, of course, is going right on 
through it with little interference. 





<MO<OD 





Dispersion of light on passage through prism. \ 









The commonest error is the presumption that high 
refractive index alone makes a stone brilliant; and that 
the higher the refractive index, the more brilliant the 
stone. This view fails to take into consideration the 
many properties that contribute towards gemstone bril- 
liance, as well as the results of the lapidary’s contribution. 





sf & we ef we wow FE 







Let us start by reaching an understanding of the mean- eg 
ing of the words brilliance and fire. We do not neces- 
sarily have to agree on their definitions now, as long Né 
as we agree to talk about the same thing. Dictionary 
definitions which were not written specifically to cover 


_—=> —- = am dees 
 * 





jewelry stones have little meaning in this connection. Refraction of light on passage through diamond. 
There is no authority to whom we can turn and ask what 

is meant by a word. For gemstones we shall have to When the transparent material is facetted it was the 
write our own definitions now, and then, at the end of lapidary’s purpose to return the incident light in the 
the discussion, see if we are in agreement upon them. (Please turn to page 187) 
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STARS 


MAN-MADE 
TO NATURE’S FORMULA 


There’s a new market for you, new sales 
to be made, when you introduce your cus- 
tomers to LinpE Srars. Here are regal, 
man-made star rubies and star sapphires 
with all the hardness, the mysterious 
beauty, the glowing rich colors of nature’s 
best—but priced for your widest market. 


THIS IS A HIGH-FASHION YEAR 
of regal splendor, of desired magnificence, 
of oma high-quality gems. It's your op- 
portunity for real profit— with LinpE 
Stars. These are real gems, proudly set 
in the satiny gleam of A ored.s or gold— 
subtly simple or splendidly asparkle to 


suit your customer’s preference. 


TELL THE STORY AND YOU’LL 
SELL THE STONE. Linpe Srarks are 
museum quality, individually made to the 
highest scientific standards of perfection. 
Each moving and glowing six-pointed star 
is an integral part of each stone and each 
Lupe Star is the physical, chemical, and 
optical duplicate of the less than 500 per- 
fect natural star rubies in existence, or the 
almost equally rare Kashmir star sapphires. 


GIVE THESE STARS A CHANCE 
TO SHINE FOR YOU! Send for the 
free display card shown here. Use it in 
your window to tempt the passerby. Use 
it on your counter to turn a shopper into 
a buyer. Ask for a copy of the ever-ex- 
panding list of manufacturers who feature 
LinveE Srars! 





SEND FOR 
THIS FREE 





DISPLAY CARD 











IN COLOR 


~\ 











Yistrituted by 


MAX DURAFFOURG GEM CO., 576 Fifth Ave., New York 19, N. Y. CHARLES F. WINSON, 580 Fifth Ave., New York 19, N. Y. 


*LINDE, registered trade name for synthetic star sapphires and star rubies by LinDE Arr PRopucts CoMPANY, 
a Division of Union Carbide and Carbon Corporation. 
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Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1952 


WORLD PRODUCTION 
PART Il 
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Ag t 
0.5 pen FRENCH W AFRICA 0.7 
Pie VENEZUELA KRF, fg 
. (foe . owt GUIANA SIERRA LEONE(" ) +i 
L 2 tom | 24%, 
J BRAZIL — 
| BRITISH S'wEST |L/T\s | 
| AFRICA \* 
| 2.97% CARAT PERCENTAGE 
1952 
scniananieae DIAMOND PRODUCTION 
] . yA W FRACTIONAL PRODUCTION 
/ # USS & NOT | SHOWN . — 

Accurate figures regarding diamond production are not avail- by W. F. FOSHAG and GEORGE SWITZER 
able for all countries. Exact figures received from official sources ; 
are given in most instances. Where estimates are given they are Curator and Associate Curator, 
believed to be reliable. Division of Mineralogy and Petrology, 

Total world production of diamonds during 1952 was the ° . liasacasil . 

. heme . itution, Washington 25, D. C. 
highest in history, and approximately 1,900,000 carats higher Smithsonian Instit . 5 ' 
than in 1951. Details are given in the following table. (Published by permission of the Secretary, 

Smithsonian Institution) 





SOUTH AFRICA—GENERAL 


In 1952 total production in the Union of South Africa and 
South West Africa was 2,816,883 carats valued at £22,878,383. 
This does not include production from the State diggings in 


WORLD PRODUCTION OF DIAMONDS, 1949-1952 
BY COUNTRIES, IN METRIC CARATS 


(Including Industrial Diamonds) 























| 1949 1950 1951 1952 Namaqualand, which figures are not published. 
| — Details of South Africa production for 1952 follow: 
Africa: . . 
Serre | 769,981 538,867 | 4734,324 743,302 Union of South Africa - 
Belgian Congo.....| 9,649,896 | 10,147,471 | 10,564,667 | 11,608,763 sees cth piss, srssssn it oe 2,093, 
sy ~ ~apapeaias 122.928 111,407 136,000 163.400 Uncontrolled alluvial production.......... 182,681 
French West Africa. 904996 126,346 101,000 136,080 Consolidated Diamond Mines of S. W. Africa 512,674 
oO ee 1,4 A 2950,000 | 41,752,878 2,189,55 ° ° 
Sierra Leone....... 494°119 655,474 475,759 451°426 Production by independent sources.......... 28,390 
Southwest Africa... 280,134 488,422 478,075 541,027 
Tanganyika........ 191,787 4164,996 108,625 143,023 9 816.883 
Union of South est. 
rica 
ee 964,266 1,516,194 1,967,272 2,093,138 
pragitlluvial. 5.5... 3289,756 1231,674 | 289,063 | 282,681 DE BEERS GROUP OF MINES 
British Guiana... a 34,790 37462 743/260 38°305 De Beers Consolidated Mines, Ltd., produced chiefly from the 
aaa wren wy wy gat Dutoitspan and Wesselton mines in Kimberley, and the Jagers- 
_)} See ; ; ; a, ° ° . ~ + 
fontein mine in the Orange Free State. Production was begun 
war one y ures)..|414,175,000 | 15.232.000 | 16,917,000 | 18,694,000 late in the year at the Bulfontein mine, in Kimberley. The 
, aes sabe — ic Premier mine, operated by a De Beers subsidiary, the Premier 














(Transvaal) Diamond Mining Company, Ltd., is also a major 


1 Exports. ; ; 
2 Estimated. producer. Smaller production is also reported from other areas. 
3 — an estimated 100,000 carats for State Mines of Namaqualand. Of the total 1952 production from the Union of South Africa, 
4 evised. 7 


production from the De Beers group of mines was as follows: 
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Display 


PO NOOKS Mea 


y to bring in 


Linde 


_ surrounded by les for you. 


customers . - - make new sa 


INDIANA 


Bardach Bros., Inc. 
Goodman and Company 


MINNESOTA 


Kirchner and Renich 
Ostbye & Anderson 


980 FIFTH AVENUE 










Sales—A beautiful one 

vest, to 
lor will be sent on ne atts ty for men 
Send for it now. 











ard, featuring this photo- 


your window - on your 


display ¢ : : 
it will draw in 


be used aa pele 


OHIO 


Fratianne Mfg. Company 
Grof Manufacturing Co., Inc. 
The Victor Corporation 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


Distributor 
COlumbus 5-2656 


and Sell ‘olinde* Star” Jewelry 


manufactured by 


these leading jewelry suppliers 


NEW YORK CITY 


Baden and Foss, Inc. 

Bridal Ring Co., Inc. 

Coronet Jewelry Mfg. Co., Inc. 
Davidson & Sons Jewelry Co., Inc. 
Fidelman-Danziger, Inc. 
Goldstein-Gerson Co. 

B. and E. J. Gross Co., Inc. 
Harry Guise 

Oscar Heyman and Bros., Inc. 
B. F. Hirsch, Inc. 

Ide Jewelry Co., inc. 

Kahn and Company 

Morris Kaplan and Sons 
Kritzer, Stern and Kritzer, Inc. 
Samuel Platzer Co., Inc. 

K. Polishook & Son Corp. 
Rothman & Schneider, Inc. 
David Sarkin, Inc. 

Skalet Manufacturing Co., Inc. 
J. Schliff and Sons 


Untermeyer, Robbins and Co., Inc. 


BUFFALO, N. Y. 


The Bock-Lewis Co. 
M. A. Reich and Co. 


CHICAGO, ILLINOIS 


Bliss Ring Co., Inc. 
Hirsch and Oppenheimer 
J. Milhening, Inc. 
Wendell and Company 


NEW JERSEY 


Acme Ring Mfg. Co., Inc. 
Church & Company 

F. and F. Felger, Inc. 

Jones and Woodland Co., Inc. 


CHARLES F. WINSON 


NEW YORK 19, N. Y. 


*The term "Linde" is a registered trade mark of Union Carbide & Carbon Corp.—a synthetic gem. 
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Average 
Loads Carats Carats Cost per 
Washed Recovered | per Load Carat 
Wesselton Mine............ 1,962,061 368,171 .188 41/8.0 
Bulfontein Mine............ 155,670 30,120 .193 42/3.4 
Bulfontein Mine Sampling. .. FP eee eee eee ee 
Dutoitspan Mine........... 1,798,463 191,378 .106 72/3.6 
Dutoitspan Mine Sampling. . Tr errr ere reer re 
Bulfontein Cylinder Lumps. . 35,075 6,529 186 32/6.8 
Wesselton/Dutoitspan 
Cylinder Lumps.......... 136,905 14,553 .106 36/3.8 
De Beers Mine Sampling... . 1,459 8 c 3 err 
De Beers Cylinder Lumps. . . 89,849 8,905 .099 64/7.8 
Kimberley Floors........... 152,094 15,192 .100 43/2.9 
Old Pulsator Tailings Dump. 5,871 3,638 .620 42/8.9 
Miscellaneous Sampling. .... 5,258 746 .142 299/2.6 
SEP Or 400,276 25,644 .064 108/4.2 
Jagersfontein Mine......... 1,914,216 119,903 .063 124/5.8 
Koffiefontein Mine Sampling. 7,463 502 ' ge eres 
Kamfersdam Mine Sampling. 9,277 1,054 Ca rere 
ESE MPTP  S eee Bere eee 
er 6,674,640 | 786,354 !......... eee 





PREMIER MINE 


During 1952 the Premier Mine produced 1.293.548 carats of 
diamond from 4,887,025 loads, for an average yield per load 
of .265 carats. 


OTHER PIPE MINES 


As in 1951, only two mines outside the De Beers Group showed 
results of any importance during 1952. Their production was 
as follows: 


Average 
Mine Carats £ Price 
Leicester Mine 1,195 12,069 202 /- 


Star Diamond Mine 12,04] 141,788 235/6 


SOUTH AFRICAN CAMPS 


The alluvial diggings of South Africa have shown little change 
from year to year. There is little available new ground and old 
ground is becoming exhausted. However, increased prices for 
rough have stimulated increased production. Total uncontrolled 
alluvial production in 1952 from the Union of South Africa 
was 182,681 carats, valued at £1,302,576, for an average price 
of 142/7. This is a considerable increase over the 153,041 carats 
produced in 1951, but because the average price per carat in 
1951 was higher the value of the 1952 production was actually 
slightly lower than that in 1951. 


SOUTH WEST AFRICA 


The alluvial diamondiferous deposits of South West Africa 
extend from Conception Bay south 300 miles to the mouth of 
the Orange River, and are a northward extension of the 
Namaqualand deposits. 

The Consolidated Diamond Mines of South West Africa, 
Ltd., holds the diamond mining rights to the area under a 
concession extending to 1991. The chief producing areas are 
Areas G, U, M, and Chameis. 

Production from this area has been steadily increasing as 
shown in the five year summary given below: 


SEP rr ere 189,520 
ee eee ee 243,818 
Pree ee 391,788 
reece ese. 478,075 
sche e eee 012,674 


This 1952 production was 508,052 carats from mining, 4,622 
carats from prospecting, total 512,674. Details of the ground 
handled are: 


Cubic Meters 





Overburden stripped—Mining............. 2,899,473 
Prospecting ........ 954,815 

Ground mined—Mining ................. 707,009 
Prospecting ............. 24,064 

4,585,361 


The tonnage of ground mined and overburden stripped was 
16.9 tons per carat in 1952, compared to 10.2 tons per carat in 
1951. The overall working costs per carat were 58/8d in 1952, 
compared with 43/9d in 1951. The increase in costs was due to 


144 


lower average yield, and to the greatly increased depth of over. 
burden stripped in prospecting. 

Prospecting was carried out on a much larger scale during 
1952 than in any previous year. During the year 12,265 meters 
of trenching were completed, 24,064 cubic meters of gravel were 
treated, and 954,815 cubic meters of overburden stripped for 
trenching. 


BELGIAN CONGO 


The Belgian Congo continues to be the world’s largest pro. 
ducer of diamonds in quantity, although second to South Africa 
in value. Belgian Congo production is approximately 95 per cent 
industrial grade and this country produces about three-fourths of 
the world’s supply of crushing bort. 


The breakdown of production for 195] into companies and 
values is given below: 








Carats Value 
Forminiere ............. 408,700 £597,000 
Sociétés de VE.K.L...... 174,583 254,000 
S. M. Bécéka ..____......... 11,025,480 4,186,000 
11,608,763 £5,037,000 


Principal production was by Société Miniére du Bécéka, which 
company showed an increase of 998,465 carats over that of 195}, 
Additional mechanization and centrallization is being carried 
out, as well as construction of a new hydroelectric power plant. 


SIERRA LEONE 


Total production for the year ending December 31, 1952, was 
451,426 carats, of which 31 per cent were gem quality and 69 
per cent were industrials. The Sierra Leone Selection Trust, 
a wholly owned subsidiary of Consolidated African Selection 
Trust, has exclusive rights to produce diamonds in Sierra Leone. 

Production figures for the past five years are as follows: 


Year Carats 
Ot IU Ai coe 465,518 
reer 494,119 
er 655,474 
ree 475,759 
errr 451,426 


FRENCH EQUATORIAL AFRICA 


Production figures for French Equatorial Africa for the past 
five years follow: 


Year Carats 
Bs a= emcee a hedkuen dace 118,800 
5 onc wm ilcuiaivace ace 122,928 
I eae wd ow Wert 111,407 
eer 136,000 
eer 163,400 


An estimated 90 per cent is of industrial grade. 


FRENCH WEST AFRICA 


The principal diamond deposits in French West Africa are in 
Haute-Guineé, midway between Beyda and Kisidougou. Produc- 
tion by interests of Consolidated African Selection Trust Ltd., 
for the year ending December 31, 1952, amounted to 45,682 
carats, of which about 20 per cent is gem goods and 80 per cent 
industrials. Total 1952 production for French West Africa was 
136,080. 


Production figures for the past five years follow: 


Year Carats 

I oo a a os ne ane we wane 77,970 

as ees ee eee 94,996 

126,346 

er were 101,000 

Ee ee 136,080 
GOLD COAST 


The diamond deposits of the Gold Coast consist of shallow 
gravels in beds and flats of streams. The area lies about 69 
miles northwest of Accra. 

(Please turn to page 238) 
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Sapphire Exhibit 
Builds Interest 


In Gremstones 





SRR 


by ANNA M. ROBBINS 






* ooo 


Oscar Kind shows visitors the sapphire Lincoln. Window featured sapphire rings. 


At a jewelry convention, Oscar Kind, Jr., 
S. Kind & Sons of Philadelphia, saw a head of Abraham 
Lincoln carved from the largest known sapphire in the 
world. Owned by James H. Kazanjian of California, 
Kind recognized the promotional value of this unique 
stone and arranged to have it displayed at his store. The 
exhibit was timed to take place around Lincoln’s birthday 
and immediately after the issue of Life magazine appeared 
on the newstands carrying the story of this fabulous 
gemesculpture. 

Careful planning and advance work assured S. Kind 
& Sons of deriving the utmost value out of the two week 
exhibit of this stone. The purpose of the exhibit, of 
course, was to create area-wide interest in gemstones. 

Two ads were planned—one for each of Philadelphia’s 
two leading newspapers—to announce the presence of the 
Lincoln bust and invite the public to see it. Window 
displays, planned well in advance, made the most of 
dignified tie-ins with the feature article in Life. The page 
from Life was slightly enlarged and carefully framed in 
an artistic, antique gold frame. 


FOR AUGUST, 1953 


The page read, “The craggy features of Abraham 
Lincoln which have been recorded in everything from 
fireworks to a mountainside recently turned up in a far 
rarer medium, a black sapphire. This portrait, which 
actually is blue, weights 1,318 carats, took two years to 
carve. It is owned by James Harry Kazanjian, Los 
Angeles Jewelers, who have sent it on a tour of the United 
States. ...” The heading which stood out prominently 
to catch the attention of people summed it up: “His Face 
is Carved in a Jewel.” 

To one side a matching frame held a famous quotation 
illustrating Lincoln’s reverent attitude: “I have been 
driven many times to my knees, by the overwhelming con- 
viction that I had nowhere else to go. .. . My own wisdom 
and that of all about me seemed insufficient for that day.” 

On the other side of the enlarged page from Life was 
a smaller, modern frame which featured a blow-up of one 
of the newspaper ads explaining the presence of the stone 
and inviting people inside to see it. The invitation was 
repeated on a smaller card in the window. 

(Please turn to page 194) 
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Jewelry worn from the waistline and up focuses important 


fashion interest on the upper part of the figure. 


- fashions have an air of elegance and 
luxury. There’s new richness in fabrics, a gleam and 
sophisticated polish to the whole fashion picture, and 
this luxury look requires luxurious looking jewelry. 


THE SILHOUETTE 


The important silhouette for Fall is a new version of 
Dior’s Springtime, “Tulip.” It features slim skirts, small 
waistlines, with width at the top of the figure—fabric 
fullness which develops from the bustline onto the 
shoulders and gives a widened look—styled to a “T”! 
To focus interest on the upper part of the figure designers 
are offering an infinite variety of neckline and bodice 
treatments, all of which comes under the heading of “Top 
interest, and all of which requires decorative jewelry— 
jewelry of impressive size. 

Top interest is the promotional theme for jewelers to 
use in selling necklaces to fill-in stand-away necklines, 
scooped necklines, deep “V’s,” and gondola necklines 
which are widely bare to the shoulders. Top interest is 
the theme for selling pins to decorate wide lapels, draped 
bodices, highly swathed necklines and draped shoulder 
treatments. Top interest will sell upper arm bracelets, 
and can be used importantly for selling all types of 
earrings. 


146 


BACK INTEREST 


Many pencil slim silhouettes are made more comfotrt- 
able by a panel of fullness in the back, and because in 
skirts. these oftentimes resemble a bird’s tailfeathers, 
they come under a variety of fashion headings: “the bird 
silhouette,” “the winged look,” “the fan-panel,” etc... . 
Back interest in the upper part of the figure is expressed 
in softly bloused backs, low cut “V” necklines and tiny 
birdlike bustles. Back interest gives us another area to 
decorate with jewelry and women will want necklaces that 
drape down the back and pins to emphasize intricate 
style details. 

One of the most important color trends for Fall is the 
use of jewel tone fabric colors to accent basic blacks and 
subdued costume shades. Cocktail dresses too are 
brightly new with gem colors. This important color ac- 
cent is a natural promotion for colored stone jewelry— 
and colored stones will be high in fashion demand. 

There is a trend toward a covered look in formal 
clothes—covered shoulders to carry through the widened 
look, even though bosoms are bared. Elaborate jewelry 
is needed for glamorous, covered-up treatment! 

The complete costume look is more important than 
ever for Fall, and many jewelry changes will be needed 
to carry out a variety of smart fashion effects. Every 
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‘Costume Look’ 


for Fall! 
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jewelry change you can promote means an additional 
jewelry sale! 

The close co-ordination between ready-to-wear clothes 
and costume jewelry offers jewelers a wonderful oppor- 
tunity to sell greater amounts of costume jewelry this 
Fall. 

The general trend in costume jewelry is toward the 
look of genuine jewels and rich treatments complete the 
fashion look of luxury and elegance. Designs are deli- 
cate, but individual pieces are fairly large in size and are 
intended to dominate the simplified, slender silhouette. 
There is a notable use of baguette cut rhinestones, mar- 
quises and pear shapes, and these contribute to the im- 
pression of precious jewelry. 

Three dimensional treatments are used for all types of 
jewelry and give an air of importance. 

Mobile effects are growing in fashion importance and 
are now used in all types of jewelry—they are very evi- 
dent in chain and fringe designs, and in swinging chate- 
laine styling. 

Necklaces include all types from chokers, natural 
thivat-line lengths, modified bibs and courtly, elaborate 
styles for evening. Long, long lariats are being shown 
by many houses, and these can be twisted conveniently 
to fill-in necklines, for backward draping, and asym- 
metrical effects. 
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Illustrations by Dorothy Burke 


Earrings are growing into one of our most important 
jewelry fashions. And they're certainly growing—larger 
and larger! They are being shown in all styles and vari- 
eties, but are always impressive in size. Tops for “top 
interest!” 

Bracelets maintain their important place in jewelry 
fashions, and are still being worn in groupings, several 
to an arm. For “top interest” they are being worn on 
upper arms, especially with cocktail and evening clothes. 

Pins too maintain their position as a fashion “must.” 
Here again, there is a wide variety of design and styling, 
but most pins are impressive in size. They can be pro- 
moted in interesting groupings for Fall, and will perch in 
unexpected places for fashion interest. Excellent for 
promoting “top interest,” “back interest,” and the com- 
plete costume look. Pearls, crystal, and gold are used 
for many exquisite jewelry pieces, furthering the “preci- 
ous look.” 

(Please turn to page 190) 
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Costume Jewelry Completes 


1. Fluted gold-filled bead necklace and 
matching earrings by Charm Craft are 
lightweight. Necklace $15, earrings $7 
Keystone. 2. Charm Craft's earrings with 
cultured pearls, $7; cultured pearl mo. 
biles, $10; gold-filled beads and cyl. 
tured pearls, $7; cultured pearl in bas. 
ket setting, $7. Prices are all Keystone. 


3. Gold colored fringe-chain jewelry by 
Claire McCardell has an Egyptian aura. 
Choker is $20, double-drop earrings $5, 


These prices are Keystone. 


4. Dimensional pin and earring set of 
gold colored metal threaded with rhine- 
stone baguettes. Each pin $45 doz. 
earrings $45 doz., Keystone. From Coro, 


5. Coro's rhinestone .snowflakes are 
sparkling, delicate. Each pin $30 doz. 
matching earrings $18 doz., Keystone. 


6. Kimler & Daniel's large marcasite 
pin with center flower design, $60: 
smaller size is $50. 7. The marcasite 
necklace and earrings in flower petal de- 
sign is supple as cloth. Also by Kimler 
& Daniel, Inc. Necklace is $52, earrings 
$8.50. Keystone prices. 


8. "Rhapsody" by Volupte interlaces 
pear-shaped rhinestones in an adjustable 
necklace, $20; bracelet, $10 and match- 
ing earrings at $4. The prices are Key- 
stone. These items are also available 
in blended combination of light blue 
and Montana blue sapphire shades. 


9. Colored stone brilliants are framed 
in circles of baguettes and sparkled 
with paveed rhinestones in these new 
Volupte items. Necklace $35, bracelet 
$12.50, pin $12.50, earrings $7.50. 
Prices Keystone. Colors include ruby, 
emerald, sapphire and in all-white. 








the ‘Costume Look’ for Fall! 


1. The Kramer Jewelry set features 
square stones in a double row square 
setting, gold or rhodium finish. The 
necklace retails at $12, bracelet $6, 
hoop earrings $7. Photo shows five of 
the bracelets. Color combinations are: 
jonquil-topaz; jonquil-amethyst; jonquil- 
Montana sapphire; ice blue sapphire- 
Montana sapphire; ice blue sapphire- 
amethyst, and in all crystal. 


2. Trifari's “Star of Bengal" pin and 
earrings set in gold plate with sus- 
pended tear-shaped stone gives a deli- 
cate mobile effect. Pin is $20, earrings 
are $15, Keystone. 3. The mobile hoop 
earrings by Trifari use baguette rhine- 
stones. $30 Keystone. 


4, Fantasy of Jewels shows flowing criss- 
cross design in rhinestones dramatizing 
colored stones in eight popular gem 
colors. Set $18 Keystone. 


5. Danecraft's ladies’ matched cufflink 
and earring sets come gold-filled or 
sterling. Filigree and ball links $7, ear- 
rings $6; scroll links $7, earrings $6, 
lover's knot links $5, earrings $4. Prices 
are Keystone. 


6. Danecraft's black hematite set is set 
in sterling. Necklace is $15, the pin is 
$7.95. Prices Keystone. 


7. Thelma Claire Brill shows an ultra 
modern mobile set of carat gold and 
colorful semi-precious stones. Shown 
are topaz, rose quartz, aquamarine, 
green tourmaline. Also amethyst and 
crystal. Necklace is $26.50, earrings are 
$15.50. The prices are Keystone. 


8. Tawny gold-colored La Tausca simu- 
lated pearls framed by strands of make- 
believe gold nuggets. From L. Heller & 
Son, Inc. The necklace is $5, each brace- 
let (two shown) is $3; earrings are $2. 
Prices are Keystone. 
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Free Gifts Gain Men’s Good-Will 


At C, J. Silver, St. Paul, free gift offers are not expected to bring 


immediate sales gains. They’re part of a long-range good-will program. 


eo Wirve used the free gift idea often,” 
says C. J. Silver, St. Paul jeweler, “but not primarily as 
a sales promotion stunt. Naturally we have sales, sales 
promotions and other plans for short range immediate 
results .. . but when we offer free gifts to the customers 
it is in line with our long-range policy of maintaining 
good-will. 

“We've often directed our advertising toward men, and 
in each instance it has been successful. We've tried it in 
all of our stores (La Crosse and Eau Claire, Wisconsin, 
and Winona and St. Paul in Minnesota) and have had 
worthwhile results every time. It must be timed, of course 


. . . the advertising must conform to the buying public 
rather than trying to mold their buying habits. We feel 
that selective male audiences are susceptible to jewelry 
advertising if done properly—at least here in the Mid- 
West. Two obvious opportunities are Valentine’s Day 
and Christmas.” 

The “free earrings” offer was a Valentine’s Day pro- 
motion, designed to encourage men to visit the store. 
Only newspaper advertising was used, and it can be seen 
that no merchandise on sale was mentioned in the ad. 
So the free offer wasn’t hampered by creating any expec- 
tation that it would be used as a “come-on”’ to sell some 
other merchandise. In the store, the same “nothing to 
buy—no obligation” attitude prevailed; Silver was satis- 
fied if men came in, became familiar with the store and 
were impressed with its selection, and left with only the 
free earrings and a lasting feeling of friendliness toward 
a store whose free gift offers have no strings attached. 


C. J. Silver’s free gift offers are a part of a long-range. 


good will policy. They inevitably stimulate some imme- 
diate new business, but that’s not their primary objective. 
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TOMORROW NIGHT IS... 


MEN’S NIGHT 
C. J. SILVER’S 


14 W. 7th Street 
OPEN UNTIL 9 P. M. 


Y 











Hi MEN! 


Here's a little earful... 
If you're shooting for her 
heart, set your sights on the 
wonderful valentine 
gifts at C. J}. Silver's 
that really say “! love you.” 





. . . and here's something for her ears, too— 


FREE * EARRINGS 


.» + TO ALL THE MEN TOMORROW NITE 
: @NOTHING TOBUY ®NO OBLIGATIONS 
®JUST STOP IN FOR YOUR GIFT 
5) @ OPEN UNTIL 9 P. M. 
® Easiest Terms in the World 
® No Money Down 
la 


® Take a Year to Pay 


NO INTEREST OR 
CARRYING CHARCE 






C @ 


C. J. SILVER Jewelers 


14 WEST SEVENTH STREET 


NEXT TO THE PARAMOUNT THEATER 








THE JEWELERS’ CIRCULAR-KEYSTONE 








Diamond Booklet 


Your Diamond Promotion also includes 


Two national advertising campaigns: 


1. The Engagement Diamond Tradi- 
tion—in Life, Look, The Saturday 
Evening Post. 2. Diamonds as Gems 
of Fashion—in Vogue and Harper’s 
Bazaar. 


Publicity in newspapers, magazines, on radio 
and television. 


Lectures throughout the country. 


Diamond 
Sales Manual . . . Helpful FREE booklet, ‘“‘More 
Dollars from Diamonds.” Order from 
Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 
45th Street, New York 17, N. Y. 








to help make sales 


| say the 3l-page booklet, “The Day 
You Buy a Diamond.” is one of the most helpful 
and interesting selling aids they’ve ever used. It tells the 
story of the diamond’s origin and significance, gives 
helpful factual pointers on choosing a diamond. Order a 
supply now to use as bill enclosures, and to keep on your 
counter to give to prospective customers. 


Cost is $6 per hundred. For your imprint, add 
$3.50 for first hundred, and $1.25 for each additional 
hundred. If your store is in New York, add 2% New York 


City sales tax. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, 


New York 17, N. Y. Please enclose check or money order. 


Tie in with this all-out promotion — keep diamond sales coming your way 


FOR AuGUST, 1953 


De Beers Consolidated Mines, Ltd. 
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Knotty pine panels create 
a rustic setting for the 
"self-service" department 
in this newly modernized 
Washington jewelry store. 


New Location, Modern Store 


Add Up to New Sales Volume 


= BUSINESS five years ago with just 
$600 worth of merchandise, Glen Mathison of Grandview. 
Wash., has: (1) built up a stock now valued at $16,000 
to $17,000, (2) moved to a new and better store location, 
fixtures for which were built entirely by his brother 
and himself, and (3) proven to his own satisfaction that 
up-to-date merchandising methods are fully as effective 
in a small town as in the larger metropolitan centers. 

Mathison Jewelers was actually a watchmaking shop 
during its first year of existence. There wasn’t a name 
brand in the store. Mathison, an experienced watch- 
maker, relied almost entirely on watch repair work to 
maintain an adequate volume of business. 

Other limitations on jewelry sales were the store’s 
location on a side street leading to a dead end, inadequate 
window display space, and insufficient floor space. There 
were just six linear feet of window display and the store 
area was about half the size of the present location. Not- 
withstanding, jewelry sales continued to climb as the 
amount and variety of stock increased. 

Mathison moved into his new store location about a 
year ago. One improvement was rebuilding the front of 
the store so that the entrance slants at an angle to the 
sidewalk. This attracts traffic into the store, and pro- 
vides more window display space. 
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From a modest beginning as a watch repair store 
carrying only $600 in merchandise, the owner of | 
this West Coast jewelry firm gradually increased 


business and then erected a new, modern store. 


by EDWARD R. LUCAS 


The store has 1414 linear feet of display windows, — 
which Mathison considers his most effective promotional = 
medium. Mathison and his young brother performed — 
the mechanical work on the front of the store as well, 7 
even grinding the edges of the window glass before in- | 
stalling. The door with its large plate glass panel en- — 
ables passersby to see the interior of the store from the | 
street. Thus, he capitalizes fully on the advantages of | 
the new location, which he estimates has 15 times greater | 
trafic than the former store. | 

The store’s interior is finished in knotty pine with a 7 
blond finish. Display area measures 12 x 48 feet. A new — 
ceiling was installed, lowering it from 14 to 9 feet. Over- | 
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all illumination is provided by flush ceiling lighting, 
supplemented by concealed lighting in the wall cases. 
There are 1350 watts of lighting in the ceiling and 500 
in the cases. The windows hold 1050 watts, for a total 
of 2900 watts of lighting in the small store. 

The wall cases were built quite shallow, “to bring the 
merchandise closer to the customer.” On the left-hand 
side behind the service cases, for example, the wall cases 
are only 12 inches deep. Mathison explains that if they 
had been built deeper, he would have to put a second 
item back of the one in front, and the customers wouldn’t 
see it anyhow. The back wall of the wall cases is painted 


The front of the store is slanted at an 
angle to the sidewalk. This provides 
more window display space and permits 
a clear view of the store's interior. 





A view of the left side of 
the store. The shallow wall 
shelves bring the merchan. 
dise closer to the customer, 


blue, for contrast with the merchandise. The total effect 
makes this merchandise appear close enough to touch. 
The wall cases on the opposite side of the store are 14 
inches deep. 

The costume jewelry section is placed near the front 
of the store since it is a good traffic department. In addi- 
tion, customers in this section do not interfere with watch 
repair customers at the rear. A feature of the costume 
jewelry section is the shelf extending out from the case, 
and the small wall mirror inside the case. The shelf per- 
mits customers to spread the merchandise out for close 

(Please turn to page 196) 
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ANRJA CONVENTION VISITORS: You are cordially invited to visit our office where our complete facilities will be at your disposal. 
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for those who desire the finest. 


Individual tréasures available on 


consignment for your special rediicemonts 


A complete selection of 
platinum and gold jewelry, precious 


colored stones and loose diamonds. 
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Krasnow's new Providence store is nine times as big as the tiny but busy old store occupied for many years. 


A Small Store Spreads its Wings 


... and discovers the power of display 


by MILDRED SULLIVAN 


_* can sometimes develop a surprisingly 
good jewelry business in a tiny store not much bigger 
than an oversized closet. A good traffic spot and a repu- 
tation for reliability and value that grows over the years 
will outweigh the seeming handicap of a store that is not 
too impressive in size and opulence. 

Also worth considering is the impression of personal 
dealing directly with the proprietor which customers feel 
most strongly in the smallest stores; strong customer 
loyalty grows out of this feeling. 

But the jeweler is human—he has his pride. He may 
tell himself that it’s a lot smarter to stay small. He may 
tell himself that he doesn’t want the extra problems of 
more employees, additional lines of merchandise, or a 
period of indebtedness while expensive fixtures and store- 
front are being paid off. And all the time he is telling 
himself this, he knows that the perfectly logical reasons 
aren’t quite good enough. The dream of a fine big store 
that will be a tribute to his ability and reputation as a 
jeweler and a merchant is almost always there. 

Naturally, the dream alone isn’t enough. There has to 
be the potential market. But repeated experiences. 
recorded in thousands of case histories, show that the 
jeweler with a small store often underestimates his market. 
Because his small store is so busy, he gets the idea that 
he is getting all the business the traffic provides. It takes 
real courage and faith in one’s own judgment and ability 
to go out on a limb by building a store that will have to 
do two, three or more times the volume of the former 
store. 

The case of Krasnow Jewelers, at 98 Washington St., 
Providence, R. I., is a good clear-cut example of a small 
store replaced by a big store—Krasnow replaced his 

(Please turn to page 197) 
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Top: Krasnow's new big store provides opportunity to keep plenty 
of merchandise in sight. This window (below) is always set aside 
for diamond display but is re-decorated frequently for interest. 
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An Ageless Masterpiece, FLYING MERCURY 
by Giovanni da Bologna 





FACETS MIRROR THE SKILL OF THE CUTTER. IN PROCESSING 
A DIAMOND, THE MASTER HAND TRANSFORMS WHAT WOULD 


BE AN ORDINARY GEM INTO ONE OF UTMOST BEAUTY. 





A DIAMOND CUT BY LAZARE KAPLAN IS A MASTERPIECE. 


ovincccreeecee — LOZaPE haplan & Sons, tne. 


result in Competitive prices. 
The ‘“‘cutters of the Jonker Diamond”’ 
cordially invite your inquiries 


concerning diamonds. 630 Fifth Avenue, New York, N. Y. 


Importers, Cutters of Fine Diamonds 


WELCOME TO NEW YORK—Visit us at our offices in Rockefeller 
Center, 630 Fifth Avenue, or at the Waldorf (12 G and H) 
during the ANRJA convention. You will find a 
warm welcome in cool surroundings. 
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Barr’s Puts Life into Father’s Day Window 


Bill Leach, general manager of 
Barr’s, in Philadelphia, said: “In all 
my 27 years of retail merchandising, 
I’ve never experienced such an ap- 
pealing window display. We've had 
more people stop and comment on 
Santa Claus in June... it’s had tre- 
mendous pulling power for sales.” 

The Barr’s window that drew this 
enthusiastic praise was based on a 
couple of ideas that many jewelers 
will probably want to put down in 
their idea-scrapbooks, labeled for 
Father’s Day, but with the thought 
that a slight switch could make the 
plan suitable for almost any non- 
Christmas gift occasion. 
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During June, Barr's Jewelers of Philadelphia used a Santa Claus figure in a 
window of Father's Day gift merchandise; the display tied-in with Life magazine. 





Keynote of the Barr’s window was 
a tie-in with a Life advertising spread 
by a men’s jewelry maker, and the 
little ““As advertised in Life’? show 
cards that magazine supplies were 
scattered through the window to 
highlight Life-advertised items. The 


central window poster theme was that 





“Dad has been your Santa Claus all 
through the year—his day is Father’s 
Day, select his gift now.” Holly 
leaves, pine cones and frosted bells 
and other typical Christmas decora- 
lions were scattered here and there 
among the merchandise dispiayed. 
and a giant Santa Claus doll com- 
pleted the Christmas atmosphere. 

At one side of the window was a 
vreatly enlarged blow-up of Barr's 
own newspaper ad, which carried the 
offer of two free pipes, with $2— 
$3.00 value each, given with each 
gift purchased for father. This ad 
contained a check list of suggested 
cift items: Wrist watch. electric 
shaver, cigarette lighter, watchband, 


tie holder, cuff links, diamond ring, 
lodge ring, birthstone ring, portable 
radio and typewriter. A selection of 
these items, plus leather goods and 
cameras, was shown in the window, 
with emphasis on men’s jewelry as 
advertised in Life. 

Another Barr ad, displayed in en- 
larged form in the window, made the 
offer of a free photo, taken and in- 
stalled while you wait, with each pur- 
chase of the advertised identification 
bracelet with photo compartment. 

The combination of the Life-ad- 
vertised tie-in, free pipe offer, and 
Christmas decoration apparently 
made Barr’s display almost irresist- 
ible for passers-by. 














Concentrated Buying Power 
(From page 133) 


ping center. Glickstein’s has the field to itself in the 
Plaza, except for some costume jewelry stocked by some 
of the women’s specialty shops and the variety stores. 

Thruway business is different in a number of ways from 
that in the chain’s more conventional locations. For 
example, whereas the main store on lower Broadway in 
Buffalo is primarily a credit operation serving lower in- 
come groups, the new Thruway store has pulled largely 
from medium and upper income groups. Glickstein’s 
was counting om this, and stocked the store from the 
start with many merchandise lines not previously han- 
dled. For example, the sterling operation was greatly 
enlarged with comp:ete selections, giftwares, china and 
glass were ¢*%1. 4, and better brands of costume jewelry 
and wate!.es were taken on. 

Maz,-and-wife shopping dominates the Plaza, where 
stores don’t even bother to open until noon but stay open 
six nights every week. Glickstein’s finds that: husbands 


158 


and wives shopping together usually purchase higher- 
ticket items than when they shop separately, perhaps 
because they can come to a decision right on the spot 
instead of having to wait for the chance to talk it over 
(and perhaps talk it down) at home. 

The Plaza fosters a leisurely type of shopping by 
people who drive over in the afternoon or evening intend- 
ing to spend some time shopping and “looking.” Glick- 
stein’s is designed to follow through on this line of think- 
ing by providing a store where people will want to 
browse, linger, and even rest, if they want to, in the 
chairs spotted at convenient spots on the selling floors. 
The traditional in-and-out traffic pattern that marks the 
typical smaller jewelry store wasn’t wanted here. 

To establish this leisurely browsing pattern that would 
keep people inside the store, Glickstein’s leased a large 
area for its Thruway unit, and planned the floorplan and 
fixtures to encourage a maximum of “self-inspection” of 
disnlayed merchandise. The floorplan is a deep “L” shape, 
with a comparatively narrow entrance section leading 
back to an area about twice the up-front width. By having 
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o matter what diamonds you need, 


your first memo order will prove 





to you that WILLIAM LEVINE has them, 
and at prices that reflect 


today’s greatest diamond values. 6 
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<< Write for 
WILLIAM LEVINE’S Fu. = 
folder on Specials for 
the month. 
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Annual ‘Christmas in August’ Promotion a Success 


The Edwards Jewelers, with stores 
in a number of Illinois cities, have 
had success with the “Christmas in 
August” idea ever since Ben Wurt- 
zel, manager of the companys Kan- 
kakee store, tried it out seven or 
eight years ago. Since that time it 
has been adopted by all the Kdwards 
stores in the state. 

According to Henry Levine, man- 
ager of the I:dwards store in Spring- 
field, the prot ,a20n was origina!ly 
“Christmas in July,” and he con- 
siders that the best timing although 
August is good and early September 
is still not too late. Levine's promo- 
tion last year was delayed until late 
in August to avoid conflict with the 
build-up and activities of the Illinois 
State Fair. 

Sales last year were above average, 
proving that the delay had been no 
mistake, and the whole promotion 
was considered a success. 

The word “Christmas” in this pro- 
motion really means what it says— 
gift lay-away is stressed. The lay- 
away idea has shown strong appeal 
to installment buyers of jewelry and 
appliances who realize that the gift 


The Springfield, Illinois, store of Edwards 
Jewelers conducts each year a three-day 
"Christmas in August" promotion. It is pub- 
licized in local newspapers with large ad- 
vertisements; a sample is shown at right. 


summertime “Christmas” promotions 
are valuable because they serve to 
level out the years business. They 
also let the store catch the customers’ 
attention at a time when the news- 
papers, radio and mails are not 
choked with Christmas sales messages 
for all types of merchandise. 

Levine ran his “Christmas in 
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Sunday papers for a grand wind-up 
on Monday. Advertising quoted re- 
duced prices on a wide variety of spe- 
cific items, in almost all cases stress- 
ing important reductions from regu- 
lar prices to build up strong incentive 
for customers to take advantage ol 
the August sale. “Convenient terms 
at no extra cost’ and “Now as always 








will be largely paid for by Christmas 
time. This is important to the credit 
buyers in the moderate-income groups 
to which Edwards promotes. 

From the store’s point of view, the 


August” 


promotion for three days, 
starting with full-page newspaper an- you were typical 
nouncements on 
and continuing over the weekend via 


Friday. 


Edwards is ready to extend credit to 
references to 
credit prominently placed in adver- 
tisements. 


August 22 





an impressively big store displaying the widest possible 
assortments of merchandise, Glickstein’s hoped to con- 
vince customers that the store offers at least the equal ol 
“downtown assortments. 

In the front section of the store, instead of the con- 
ventional counters backed up against the walls, there are 
three large center islands, featuring watches, rings and 
expensive costume jewelry, all under glass. The walls 
are lined with continuous glass cases in which are shown 
cameras, clocks, lighters, men’s jewelry, costume jewelry 
compacts and silver. 


STORE FRONT IS IMPRESSIVE 


The Glickstein Thruway store has an impressive front 
designed to stand out sharply among the plaza’s many 
retail units, especially at night when a large illuminated 
sign and the store’s own interior seen through its mostly- 
glass front create an impressive flood of light. Window 
display consists of whatever merchandise is displayed 
near the full-depth front windows, spotlighted for extra 
visibility. One side of the recessed entrance, however, 
has an eye-level window display case meant to display 
smaller jewelry items to best advantage. 
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Promotion at the Thruway Super Plaza is a combina- 
tion of cooperative effort, designed to sell the center as 
a place to shop, and Glickstein’s advertising for its own 
stores via newspapers, radio and a TV dramatic show. 
The Plaza promotion is year-round, to establish and 
maintain heavy traffic from which all units benefit. 

At the time of the Thruway Plaza’s opening, institu- 
tional advertising in Buffalo papers appeared for weeks 
in advance and was climaxed by a 26-page special section 
in a local daily. A tabloid circular was distributed to 
about 100,000 homes in the center’s shopping orbit. 
Glickstein’s followed up on this activity, in which all 
Thruway merchants participated, with its own chain- 
wide anniversary sale. Glickstein’s own booklet, 20 pages 
of special values and offers of more than $5,000 in mer- 
chandise prizes, was widely distributed. 

Glickstein’s operation is an example of the advantage 
which a multi-store jewelry retailing firm can have in 
shopping center merchandising. Much of the promo: 
tional effort called for in attracting trade to the store 
in the center can benefit the chain’s other stores scattered 
throughout the area. This is particularly true of news: 
paper, radio and television advertising. 
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Back-to-School Window Displays Require 





Imaginative Merchandise Arrangements 

















A. A framed photograph of a school and silhouette figures of students set the mood for this window. 


Y 

ae figures indicate that school and 
college enrollments this Fall will reach an all time peak. 
This means that “Back to School” promotions should 
show particularly successful results. Department stores 
have long made this a major Fall promotion in their 
clothing departments, but complete back-to-school out- 
fitting, particularly of the boarding school and college 
group, includes a sufficient number of jewelry items for 
this to be a major promotion for the jewelry store as well. 
Some items such as watches, luggage, pen and pencil 
sets, clocks and wallets are practically necessities while a 
number of other jewelry store items suggest themselves 
as excellent gift suggestions for doting relatives: type- 
writers, portable radios, costume jewelry, men’s jewelry. 
compacts, dresser sets, bookends and so on. 


Two things are required to make the Jewelry Store 
“Back to School” window promotion successful—a color- 
ful, eye-catching decorative theme and a thoughtful selec- 
tion of merchandise. Some of the display supply houses 
have amusing papier mache and paper sculpture figures 
and decorative units—professors and school houses and 
wise old owls and such. Colorful school banners, decora- 
tive dummy books, slates, stuffed or cut-out “apples for 
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by VIRGINIA DIXON 


the teacher” are a few possible motifs. 


Enlarged _ photo- 


graphs or drawings of school or college buildings and 
campus scenes are among numerous other possibilities. 

Background units need not be elaborate or particu- 
larly expensive, but they should have enough distinction 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 
Framed photograph 
or drawing of 
school building 
Cut-out silhouettes 

Copy card 

Paper pennants, 
hand lettered 

Dummy books 

Copy card 

Bulletin board 

Schedules and cards 
on board 

Copy card 

Cylinder display units 


Source 
Photo studio or borrow 


Make in store from colored board 

Show card writer 

Make in store and have lettered by 
show card writer 

Make in store 

Show card writer 

Stationery store 

Show card writer 


Show card writer 
Make in store, cover with fabric or 


paper 
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in design and color to draw attention to the window and 
should make the merchandising tie-up pointed and defi- 
nite. 

Some jewelers with limited window space like to fea- 
ture seasonal merchandising promotions in their window 
backgrounds and decorations, but feel that there must 
be a complete sampling of the store’s merchandise in the 
window at all times—on the theory that very few cus- 
tomers will act on the “If you don’t see it, ask for it” 
principle. The consequence of this attitude is that a 
silver tea set and a group of pearl necklaces are apt to 
find themselves in the Father’s Day window and cocktail 
sets and mantel clocks may nestle side by side in the 
Back-to-School display. Avoid this confusion of mer- 
chandise if you possibly can since it serves only to dis- 


B. In this suggested window display, colorful banners are used to convey copy message. 


tract attention from your promotion. It serves no pur- 
pose to have a prospective customer drawn to the window 
by a clever decorative arrangement and specific mer- 
chandising idea, only to find an unimaginative array of 
all types of jewelry merchandise instead of a grouping 
of the really appropriate items that he is seeking. There 
should be as great variety as the store’s stock permits, but 
only of items which are suitable to the window theme. If 
the promotion is worth featuring at all, it is worthy of 
thoughtful treatment. 

If necessary, divide your window into separate sec- 
tions, each with its own display and merchandise treat- 
ment. Or change the entire window at more frequent 
intervals so that every type of merchandise is represented 


(Please turn to page 193) 











td Essential items for the return- 
ing students are watches and clocks, 
which are featured in this window. 








Schedule of studies, notices, etc., 
emphasizing time, are tacked to a 
blackboard in center of the window. 
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Movie cameras make up an im. 
portant part of Taylor's camera 
department sales. The sales tech- 
nique is kept simple so that an 
ordinary amateur is not fright- 
ened off by elaborate instruc- 
tions and unnecessary gadgets. 


How Trial-and-Error Taught Taylor’s 


The Secret of Camera Sales Success 


Jack TAYLOor, who with his father and uncle 
owns and operates the three Taylor Brothers jewelry 
stores in Corpus Christi, Laredo and Greenville, Texas, 
went through some costly trial and error io discover the 
secret of successful camera department operation for the 
jeweler. But a couple of years ago his thinking and ex- 
perimenting finally produced the answer, which vindi- 
cated his insistance that there was money te be made 
from this merchandise. 

Stated simply, Taylor’s study finally led him to the 
conclusion that the jeweler’s camera department, how- 
ever large and fancy it might be, should cater to precisely 
the same cross-section of trade which supports the rest 
of the store. This means the ordinary citizen who buys 
a camera as a means of recording his vacations, his chil- 
dren’s growth and activities, etc., but doesn’t take it too 
seriously. The professional photographer, and the really 
serious advanced amateur, are camera customers who no 
longer interest Taylor Brothers. 

Taylor’s camera department is now merchandised 
strictly for the amateur. Gladys Baird, department 
manager, even prefers not to sell her customers too many 
accessories. “It only confuses them,” she says. “We 
would rather sell more film and fewer gadgets.” 

Catering strictly to the “rank” amateur has not meant, 
for Taylor’s, a business in simple fixed-focus box cam- 
eras. The majority of sales are of movie cameras, priced 
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by C. THOMAS 


from $50 to $500, and the majority of these sales eventu- 
ally result in the sale of a projector for home showing 
of the movies. As a matter of fact, Gladys Baird cannot 
recall a single movie camera sale which did not produce 
this substantial follow-up sale. Only one brand of movie 
camera is carried—a prestige line that is seldom if ever 
footballed by competition. 


MOST CUSTOMERS WANT COLOR 


The remainder of the department’s sales volume is 
largely in sales of popular 35-mm. still cameras. As cus- 
tomers who buy these are apt to be primarily interested 
in color pictures, they usually buy the medium-to-high 
priced mode!s tagged from about $50 and up. 

Selling at the counter is geared closely to the amateur, 
and his need for clear simple instructions without con- 
fusing technical details. The fact that it is a woman who 
is in charge of selling cameras somehow seems to Ie- 
assure customers that they are not getting mixed up with 
equipment too complex for them to handle. At the same 
time, her obvious competence and a knack for imparting 
information give them confidence. The photo depart: 
ment is located right behind the window display o 

(Please turn to page 197) 
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The Keepsake Franchise now features an important 
new concept of modern merchandising designed to 
increase volume and profits in your diamond department. 


It’s part of your Keepsake representative’s 3-D story! 


Outstanding dealer 
sales aids, displays and 
brand-new packaging 
add even more depth 

to the proven Keepsake 
merchandising plan— 
carrying the full © 
impact of national 
advertising right to the 


point-of-sale. 


Look for bigger 
dimensions in your 
potential profit, too. 
The Keepsake Fran- 
chise now offers still 
greater opportunity 
for profit throughout 


the line. 








Your Keepsake representative is on the way 


with the complete new 3-D program for Keepsake— 


now more than ever— YOUR OPPORTUNITY FOR PROFIT! 
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Bernard & Grunning's mailing 
list cards carry the customers’ 
birthday and anniversary dates, 
style preferences and special in- 
terests. Attention to these de- 
tails means that the store is in 
position to make phone calls to 
the customer's friends and relc- 
tives a week before some special 
date to make shrewd and practi- 
cal gift suggestions for the event. 





“Good morning, Mrs. Blank. This is Miss 
Whoozis at Bernard and Grunning. Our 
records show that Saturday is Mr. Blank’s 
birthday. We have some beautiful new mas- 
culine styles in fine watches. One of them 
would make a perfect present for Mr. Blank. 
Won’t you come down sometime today or to- 
morrow and let me show them to you—along 
with how you can buy one on a Bernard and 
Grunning account? ... .” 


a CALLS like that go out regularly 


from salespeople at the modern new Bernard and Grun- 
ning store at 145 Baronne Street in New Orleans, La. 
They’re part of the plan blueprinted 25 years ago by 
Louis J. Bernard and Walter J. Grunning, who assigned 
their sales promotion efforts two tasks, back a quarter 
century ago when they first opened their store. “The 
two tasks,” Grunning says, “were to get good customers. 
and then to keep them buying over the years at Bernard 
and Grunning. In 1952, we celebrated the store’s silver an- 
niversary. We're in a modern new place with a good traf- 
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Promotions on a Person-to-Person Basis 


by DAVID MARKSTEIN 


fic location that we opened just four years ago. The 
settings have changed with the years—but the way our 
two tasks are accomplished hasn't changed.” 

The partners relied—and still do—upon two primary 
advertising media to handle the “getting” phase of their 
get-a-customer-and-keep-him program. “While we use 
radio a little and television as well. newspaper and direct 
mail are our primary media,” Grunning says. 

“With direct mail, which carries the heaviest part of 
the selling load, we’re not competing with any other jew- 
elry stores, with news, or with drug and department store 
advertisements. Moreover, it’s a personal medium. A 
letter, card or brochure in the mail box is something sent 
expressly to a single individual, not a message sent broad- 
cast to everyone in the city. And making personal con- 
tacts, personal friendships, is a big part of our program.” 

The heart of any direct mail effort is the securing of 
sood lists, and keeping them from going dead. Bernard 
and Grunning lists comprise the names of the best sort of 
prospects—real customers. The store’s system for getting 
these names is simplicity itself. “We just ask ’em,” Ber- 

(Please turn to page 195) 
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IMPERIAL PEARL PROMOTION 


* To Increase Store Traffic * To Step-up Overall Sales 
* To Develop New * To Do a Volume Pearl 


Customers Business 


* To Add to Store Prestige * To Publicize Your Store 


There is still over three months to wait before the Christmas 
rush begins, but wise jewelers aren’t waiting. They’re stim- 
ulating business now with one of Imperial’s sensational pearl 
promotions. Find out how you can use one of these tried and 


proven jewelry store promotions ... you'll be glad you did. 


IIPS 


The World’s Finest—Known the 
World Over. It will pay you 
to become an Imperial 
Cultured Pearl Jeweler. 


Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 


New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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‘Space Planning’ for Customer Privacy in the Small Store 


Movable fluted glass enclosure at Coronet Jewelers gives diamond customers a feel- 
ing of privacy, although store is a very small one. Customers feel more at ease. 


Even though the jewelry store may 
have small overall dimensions, the 
problem of providing privacy for the 
customer can be solved with a simple 
bit of “space planning,” according to 
Robert Goalstone, owner of Coronet 
Jewelers, Denver, Colorado. The 
Coronet store is located in a leased 
shop adjacent to the lobby of Den- 
vers famous Albany Hotel, and as 
is typical of such stores, has found 
space at a premium. There is no 
basement available, no stockroom. 
and absolutely no opportunity to ex- 
pand from a physical standpoint. 

When taking over the store four 
years ago, however, the young Den- 
ver jeweler solved part of his space 
problems by use of extremely nar- 
row, “half-sized” display cases and 


furnishings. This provided more 
walking space in the center of the 
store, and a larger area behind the 
counters. 

Since Coronet Jewelers have spe- 
cialized in diamonds almost from the 
opening day, the problem of privacy, 
important to more than 50 per cent 
of all diamond buyers, came in for 
immediate consideration. “Few cus- 
tomers purchasing engagement rings, 
diamond jewelry, etc., enjoy talking 
about it out in the open store where 
others may overhear,” Mr. Goal- 
stone pointed out. “This is particu- 
larly true when the transaction in- 
volves time-payments, financial ar- 
rangements, etc. We knew that our 
diamond volume would suffer if it 
were necessary to carry out diamond 


sales in this way, and we solved the 
problem with this arrangement. 
Semi-privacy for all diamond cys. 
tomers is provided in the Coronet 
store by the fluted glass enclosure. 
Five feet high, the enclosure consists 
of two panels of shatter-resistant 
architectural glass enclosed in pol. 
ished aluminum frames and mounted 
on simple flat legs. It is possible to 
move the entire fixture for easy 
cleaning. Set at the juncture of the 
main display counter with the wall, 
it forms in effect a small, separate 
“room” which includes a sit-down 
display case for engagement rings, 
wedding rings, and expensive dia- 
mond jewelry, and three chairs, two 
for customers; one for the salesman. 
The store safe is handily convenient 
at the left, and additional appurte- 
nances, such as a set of jeweler’s 
scales, blue lights, ash tray, smoking 
stand, etc., are likewise .included. 
While this arrangement, of course, 
actually has little to do with the pos- © 
sible overhearing of terms, the feel- — 
ing of seclusion which is provided — 
is enough to make the customer con- 
fident and willing to discuss terms 
of the sale at once, Mr. Goalstone has 
found. “It is obvious that prospec- — 
tive diamond purchasers bring out ~ 
confidences which they would never © 
be expected to pass over the counter, © 
once they are seated in our semi- | 
private section,” Mr. Goalstone said. | 
“This has been particularly notice- | 
able with young couples who will find © 
financing of an engagement ring and | 
a wedding ring something of a prob- © 
lem, and want to be on sure ground | 
before going ahead with the purchase. © 
Even more well-to-do and experienced © 
diamond buyers seem to appreciate | 
the comfort, convenience, and privacy © 
involved.” 
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‘Glamorized’ Repair Service 


(From page 138) 


responsible for the initial success of the Time Shop, he 
insists on the highest standards of workmanship on the 
part of his employees. Today, four men and Jung himself 
form the staff that enables the Time Shop to advertise 
“five expert watchmakers always on duty.” 
is practical, each one specializes in a certain type of work, 
such as chronographs, clocks, wristwatches, etc. 

The Time Shop’s reputation for being Milwaukee’s 
“most modern and scientific watch shop,” won in less 
than three years of operation, has been carefully nur- 
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tured. Almost every type of scientific watchmaking device 
is made available to the expert staff. There is the most | 


modern cleaning equipment. The electric timer is of the” 


So far as 


latest type, and every repair job undergoes three electric” 
“24-hour tests,” before it is placed on the delivery rack. 7 

Jung has a first-rate staff, but he knows that they can-~ 
not work at peak efficiency continuously unless the equip: 7 
ment and working conditions are the best. Light is vital, | 
and in addition to maximum daylight afforded by glass © 
partitioning between the sales floor and the work area, | 
there is a pair of specially designed fluorescent fixtures.” 
Specially designed by a lighting engineer for propet | 
diffusion and prevention of shadows, these cost $340 each ” 
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Sold through Wholesalers 


Se BtrnrRELLI CO BP: 


IMPORTERS 
665 Fifth Avenue, New York 22, N. Y. + Telephone MUrray Hill 8-0648 
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* ilhusteeseel above, in actual size, is our world-famous cultured necklace, ‘‘The 


Princess of Polynesia’ 








Shorthand Showeards Sell Stenos on Office Gifts 


Ray’s Jewelers, in Temple, Texas, 
has developed a clever and inexpen- 
sive display device which was direct- 
ly responsible for at least a dozen 
sales all in the over-$100 bracket dur- 
ing last year’s pre-Christmas season. 
Each sale represented a “gift for the 
boss,” paid for by a collection from 
an office force which wanted to say a 
collective “Merry Christmas” to the 
boss. 

The display idea is simple and 
catchy. All Ray’s does is to scatter, 
among displays of gift merchandise 
in all four of the store’s windows, a 
number of little signs on which is 
written a sales message in shorthand. 
These exert an almost irresistible 
attraction on stenographers and sec- 
retaries and it is a rare one who is not 
curious enough to stop and try to 
decipher the message. 

Each card is headed: “A personal 
message from Ray’s to the Boss’ Sec- 
retary.” The shorthand simply points 
out that it is an American custom to 
give the boss a Christmas gift, and 
suggests that the office force chip in 


for a really worthwhile present. It 
lists some of the nationally adver- 
tised gifts which Ray’s carries for the 
purpose. A_ shorthand postscript 
urges any secretary who reads the 
message to come in and ask ques- 
tions. 

Sidney Solomon, of Ray’s, says the 
window cards proved sensationally 
successful from the first. The girls 
who read the message mentioned it 
to fellow office workers, and _ this 
planted the gift-for-the-boss idea 
early in the season and at the same 
time focused the attention on Ray’s. 
Watches, expensive desk sets, clocks, 
leather goods, electric shavers and 
similar items are logical gifts in this 
case, especially where there are a 
dozen or more employees to share 
the cost, and the jeweler is the logical 
place to find a satisfactory selection. 

Ray’s shorthand notes also got 
attention from passers-by who could- 
n't read shorthand, and there was 
quite a bit of good-natured kidding. 
The store even received publicity in 
the local newspaper. 
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Simple cards like this carrying a 
message written in shorthand helped 
Ray's add to its Christmas gift busi- 
ness. The shorthand was successful 
as an eyecatcher for stenographers 
and secretaries, who stopped to read 
the suggestion about gifts for the 
boss. Direct results—at least a 
dozen sales as office forces chipped 
in to get the boss a worthwhile gift. 





to install. 


day's work. 


Thus, jobs get done in correct order auto- 











The best of scientific tools at the Time Shop not only 
expedite the work but serve to further the shop’s reputa- 
tion. For example, Wisconsin’s most complete set of 
wrenches for opening water-resistant watch cases is 
included in the shop’s complement of tools and instru- 
ments, and Jung claims there is no water-resistant case 
he is unable to open. Thus far he has proved this state- 
ment, and jewelers and watchmakers from other parts 
of the state have brought jobs to him with an appeal to 
make use of this unusual wrench collection. 

The wrench collection basks right out in the limelight 
for customers to see (and be impressed by) ; it is promi- 
nently displayed in the center of the work area. 

Time Shop advertising and displays have featured 
24-hour service on watch repairs for several years now, 
and this has brought in a steadily growing stream of new 
business. In fact, response is so good that more watch- 
makers will soon be needed, if the 24-hour boast is to be 
made good and work quality maintained. Even those 
customers who do not require or demand that their 
repairs be made within 24 hours are assured of unusually 
prompt service. 

The quick service, so valuable in terms of customer 
satisfaction and appreciation, is based on a systematic 
work schedule. Work flow is governed by a “work 
progress drawer,” fitted with sliding plastic compart- 
ments. Watches as they come in are placed in the com- 
partment at the back; the front compartment is taken 
out at the end of each workday and its contents distributed 
to the watchmakers for the beginning of the following 
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matically. 

All jobs are catalogued by means of the “Quick-Fit” 
system, with recordings being made of the day and hour 
the watch is received, time job started, time finished, 
hour of delivery, and the customer’s name, address and 
phone number. 

Service in the sale of new watches is also important to 
Jung. A special inventory card system tells him at a 
glance the quantity in stock, number and complete identi- 
fication of every watch in his store. His own inventory 
numbers are scratched in the inside of each case. Every 
watch is recorded on these cards with the name and 
address of the eventual purchaser and date sold, thus 
providing a complete history of every watch from the 
time it enters the store until it leaves. 


Direct-mail cards are used to follow up repair jobs. 
They are mailed to all watch repair job customers one 
year after the job is completed. Reference to the job 
catalog flashes the time to mail the reminder cards, which 
point out good, sound reasons why the customer should 
bring his watch back for a checkup, in this manner: 

“ONE YEAR AGO we had the pleasure of servicing 
your watch. Since then the oil has dried . . . dust has 
gathered in the movement. To prolong the life and pro- 
tect the accuracy of your watch, it should be cleaned, 
oiled and expertly adjusted now. Bring it in soon. Five 
licensed watchmakers to serve you in Milwaukee’s most 
modern and scientific watch shop. Prompt 24-hour 
service.” 
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Clock-Radio Merchandising Pattern 
Set by Finlay Straus 


The Bulova Watch Co. is maintaining its policy of 
selling its clock-radios only through retail jewelers. and 
is stepping up production in preparation for the coming 
fal! and holiday season. The item was reported to have 
been a sell-out last season. 


Finlay Straus made full use of the complete range of 
available display materials to build up sales impact. 


Finlay Straus developed the merchandising pattern 
which got the Bulova Clock-Radio off to a lively start. 
The store used regularly-scheduled newspaper ads based 
on a mat series prepared by Bulova. Full-color window 
and interior streamers, and a color stuffer brochure. were 
also used. The high markup on the item assured great 
enthusiasm and inside “push” for the clock-radios at 
Finlay’s. Other jewelers in al! parts of the country based 
much of their own merchandising effort on the Finlay 
Straus experience. 

Bulova first decided to bring out its clock-radios when 
studies showed that, of all the homes having one or more 
radios, only 7 per cent had clock-radios. The line was 
introduced in the fall of 1952, and has been sold only 
through retail jewelers ever since, the company reports. 





A One City Study 


(From page 126) 


Each of these three centers includes at least one retail 
jewelry establishment. 


SUBURBAN CENTER 
Bellevue Shopping Square serves an immediate area of 


25,000 population, plus an additional 35,000 living in the 
more distant “contributing” areas. The development 
occupies 15 acres of land, and was laid out to provide 
parking space for 1000 cars. Streets are wide and there 
are wide covered sidewalks to provide for pedestrian 
traffic. There are over 35 different types of retail stores. 
including a small department store and a large chain 
supermarket. The center also has a bank, theatre, and 
post office—establishments normally found only in large 
regional shopping centers. 

The center was established in an area that was “ripe” 
for rapid residential expansion. It was an important 
factor in attracting new residents to the Bellevue area. 
With increased traffic and sales volume in virtually all 
stores, the Square is today an unqualified success. 
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Bellevue Jewelers has progressed along with the srowth _ 
of the shopping center, owner F. G. Richardson Notes. 
Sales in 1947, his first year of operation, were excellent, q 
due to especially favorable but accidental factors, Those © 
factors were no longer present the following year, with | 
the result that sales “dropped down where they shoulj — 
have been in the first place.” Since 1948, Richardson 
has observed a steady sales increase for each succeeding 
vear s volume of business. 

Richardson particularly notes the change in utilization 
of parking space, only a fraction of which was formerly 


utilized. The parking area now is no more than adequate 


and on Saturdays it is often difficult to find a parking 
spot. 

A jewelry store does not automatically grow with a 
shopping center, he emphasizes. Part of his store’s growth 
has been due to widening of merchandise and adaptation 
to the requirements of the community. In a new home 
area such as Bellevue. many people have committed their 
incomes to mortgages and home furnishings. Thev are 
at least temporarily confined to less expensive purchases 
in the $1 to $15 price range. Richardson has therefore 
expanded his variety of such items accordingly. 


REGIONAL SHOPPING CENTER 


Northgate is in the category of the largest type of 
shopping center: the regional center. It -is located in 
the heart of the thickly populated, expanding north-end ~ 
suburbs of Seattle. An estimated 300,000 people live 
within 10 to 15 minutes driving time of the center. 7 

The center covers an area of 50 acres, or 28 city blocks, 7 
for shops and parking. The stores alone cover over 600,- 7 
000 square feet of floor space. There are two depart- 
ment stores and two large supermarkets. There are over — 
70 retail establishments as well as a bank, an office | 
building. a theatre, and a hospital. Parking space #s pro- © 
vided for 5.000 cars. The variety of merchandise is | 
almost equivalent to that found in a large city downtown 7 
business district. 

Unlike the usual downtown district, however, parking 
facilities at Northgate are available for exclusive use of 
passenger cars. This was made possible by building 
underground tunnels for deliveries, serving every build- 
ing in the center. Garbage disposal is handled through 
the same tunnels. 

The only retail jeweler in the center is Burnett Bros. 
Jewelers of Northgate, a branch of Burnett Bros. Jewelers 
in downtown Seattle. The Northgate store was opened 
November. 1950. and has been a successful operation 
with sales now considerably higher than the first year’s — 
volume, B. J. Burnett states. As shopping traffic is in- — 
creasingly attracted to Northgate, sales also continue to— 
rise. 

The store is not the only retail establishment handling 
jewelry in Northgate since a department store also carries | 
such merchandise. But since one of the main objectives | 
of any well operated shopping center is to offer its cus 
tomers a balanced grouping of stores and services, that” 
means the number of operators in each trade classifica-” 
tion must be limited. This assures retailers a certail” 
amount of protection. 

There are no basic differences in operation downtown] 
and at Northgate, Burnett notes. One must still advertise 
and one must merchandise to build a satisfactory volume, 
of business. At the same time. he believes a good shop 


THE JEWELERS’ CIRCULAR-KEYSTONE, 
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ENGAGEMENT and WEDDING RINGS 





_ Bring out a tray of rings and watch your cus- 
tomer's eyes go unerringly to the Courtney rings. 
LM it-tiamme [a:tohi-1 mmm ol-to10h a ammo] ilo MMM allolal- ammlabiglil tome Zollel- 
always invite a closer examination. | 

For Courtney rings are made to deitiied 
attention. Carefully selected diamonds of fiery bril- 
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tailed workmanship. Creative designs that stir the 
Taateletiatehileyar 

Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 





All Courtney rings are available in 14K yellow or 
white gold. 


‘“OUR FAIR. NAME IS YOUR GREAT ASSET”’ 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 


“'amonds are enlarged 
'0 show detail. 








ping center location gives the jeweler a head start just 
because oi its many weil-publicized advantages of accessi- 
bility, parking, etc. ‘hese advantages tend to make pro- 
motion more effective. 

A decided: advantage at Northgate, he believes, has 
been the aggressive program of community promotions 
that have been developed by the Northgate Co. on a 
sustained year ‘round basis. The company in most cases 
takes the initiative in cooperating with merchants and 
shares part of the cost with the balance paid by mer- 
chants on a voluntary basis. 

The shopping attitudes of customers at Northgate are 
much more friendly, informal and easier-going, Burnett 
remarked, than in the downtown store. Customers are 
not pressed for time as they usually seem to be in the city. 
This does not necessarily make selling any easier, but it 
does tend to make it more pleasant. There is a greater 
percentage of repeat business, and salespeople usually 
know personally the people they are waiting on. Burnett 
also notes a tendency of Northgate customers to insist on 
top quality merchandise to a greater extent than do 
shoppers in his downtown store. 

A disadvantage at Northgate that is unavoidable in 
many shopping centers is the lack of good public trans- 
portation to the center from most residential districts it 
serves. Since most families have only one car, which the 
husband usually drives to work, the wife is unable to 
shop at Northgate during week days. To accommodate 
them, Northgate merchants stay open until 9 p.m. two 


nights a week. Traffic on these nights has been described | 


by one retailer as “simply tremendous. ” 


NEIGHBORHOOD SHOPPING CENTER 


The Mountainlake Terrace district was built about the 4 
same time as Northgate. Located some ten miles north | 
of Northgate, it serves a residential district of 20097 
homes that was developed by a home contractor special. | 
izing in “economy” homes in the $7,000 to $12,009 7 
category. The center has sufficient parking space to 


accommodate shoppers. It has ten stores, including q | 


supermarket and a drug store. 


R. A. DeMarce opened his jewelry store in November, — 
1950, in partnership with a man with whom he had © 
previously worked in a downtown jewelry establishment, 7 
The sales volume was insufficient to support a two-man | 
operation, with the result that DeMarce bought out his — 
partner. Despite this rather “rough” beginning, sales ~ 
have shown a steady increase so that the business is now © 


returning to its owner a satisfactory profit. 


Even in a small shopping center, DeMarce believes jt 7 


pays to carry a wide variety of merchandise. He there. © 


fore carries a limited but representative assortment of all 7 
major jewelry store lines, including watches, diamonds, ~ 
silver and china. His customers have financial problems ¥ 
similar to many of those in the Bellevue area in that 7 
virtually all of them are currently paying off on their” 


homes and furniture. 


For some time to come. DeMarce anticipates, average | 
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Thisii BAUMGOLD 


Wherever Diamonds N 3 W ig () R i 


are known... the 


name of BAUMGOLD é H | 8 A (; () 


is known! 





DALLAS 
LOS ANGELES 


Baumgold Brothers welcomes you T QO R QO N T () 


to the A.N.R.J.A. 


convention... and invites | M () N fh R kK A FE 
you to visit one of the world’s 


most modern, scientific V A N C Q) U V E; R 


diamond cutting plants while 


LONDON 


you are in New York. 
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Creators of the on on & 3 of LIGHT diamond 


BAUMGOLD BROTHERS, INC. 


62 WEST 47th STREET, NEW YORK CITY, NEW YORK 
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BAUMGOL 


Brothers, Ine. 


Diamond Tool Research Co.. 304 East 45th Street. N. Y. C. 





Los Angeles Office: 220 West 5th Street , Melee Plant: 305 East 45th Street, N. Y. C. 





purchases of his customers will be quite modest. He 
grants open account credit on purchases in order to build 
volume. His customers are reliable credit risks, though 
they have a tendency to make lower and slower payments 
on their accounts. 

It is particularly important in a location such as his, 
he believes, that the jeweler give good service and main- 
tain pleasant customer relations. To build up a satisfac- 
tory volume he must depend strictly on repeat customers. 

Had the choice been up to him, DeMarce feels that he 
would have preferred to locate in a center that had a few 
additional retail stores, including specifically a clothing 
store. | 

But nevertheless, he believes he is better situated than 
he would be in many business districts within the city 
of Seattle. Fhe residential area is growing, his store 
and his shopping center are attracting new customers 
regularly, and possiblities for future growth and expan- 
sion are excellent. 





Simm’s Honors Graduating Class 


For the fifth year, Simm’s Jewelry Store, Hollidays- 
burg, Pa., has paid tribute to the members of the Hol- 
lidaysburg High School graduating class. In a cere- 
mony in the store, Simon Goldberg, owner of Simm’s 
and store manager Mrs. Lena Goldfarb, presented each 
of the 200 graduates with a gift; orchid corsages for the 
girls and key chains for the young men. The store was 
specially decorated in the school’s colors, blue and white, 
for the occasion. 





Invitation to Ring Interest 


A counter piece that will fit in with every jewelry 
store’s decor is this new dispenser — y the Jevwely 
Industry Council to hold a supply of its “Romance of 
Rings” booklet, or other educational and promotional 


booklets published by the Council. 





The dispenser is made of clear lucite, with the “Please 
take one” invitation printed in blue. It is available to 
members of the Council at $1.35 each; price to non. 


members is $1.95. 
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4758W—14K WHITE GOLD 4756W—14K WHITE GOLD 4750W—14K WHITE GOLD 4757—14K YELLOW GOLD 4746W—14K WHITE GOLD 


From the salons of the top designers comes the awaited prediction— 
for Fall it’s the classic suit . . . the sheath dress with matching jacket 
... the convertible neckline that calls for dickey or scarf. Of course, 
this means brooches, and fashion-wise women demand diamond brooches. 
Here is a selection of truly unusual brooches in 14K gold set with diamonds, 
many of them with matching earrings and all cleverly designed 
to meet the fashion dictates of the coming season. 


ATTENDING THE CONVENTION ) SEE US AT THE WALDORF, ROOM 592 
® 


CH U RCH & COMPANY 
MANUFACTURING JEWELERS 


Unicea aark Renistered tn 2 Garden Street Newark 5, N. J. Member American Gem Society 
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A Part of the Community 
(From page 132) 


new purchases, they will still be willing to take their repair 
business to the most economical place, if they are con- 
vinced of its reliability.” 

Thus, Bronner stressed his watch and jewelry repair 
service, advertising each week in Brentwood’s suburban 
paper. His theme was fast, high-quality repair work at 
moderate cost. This brought people into his store—at 
least half the battle. Bronner kept a critical eye on each 
watch brought in, alert for signs of wear in strap or 
band, and his repair customers often became purchasers 
of new watchbands and bracelets. Follow-up business 
was easier after the ice had been broken by a first 
purchase. 

This repair business was Bronner’s entering wedge in 
a merchandising sense. Possibly more important was his 
decision to enter into the life of the community in a 
personal sense. 

Something of a social psychologist, Bronner realized 
that the people of Brentwood—new residents of a new 
borough, new home-owners, people of zealous pride in 
lawn and garden—were acutely community-conscious. 
They might like to shop at the swanky shops, but even 
better they like to buy from a neighbor with the same 
stake as themselves in the community. So Bronner, whose 
well-established East End business no longer needed his 
close everyday personal supervision, moved his family 
residence to Brentwood. 

“T was amazed.” he said, “at how much business | 


got from people simply because their children and my 
children were in the same room at school. 

“OF course, you have to be a neighbor in a real sense. 
When people come in once they expect me to know their 
names the next time. When they have a repair job they 
want to talk to me, not my repair man. Business in a 
suburb like this is a very personal thing.” 

“Of course,” Bronner admits, “you have to spend 
money to make money. You ante up for the community 
Christmas display. You buy uniforms for the Little 
League. But it pays. Why, the first kid I bought a base. 
ball uniform for—lI’ll bet he’s brought me 15 customers 
and he’s going to be a good customer himself some day.” 

There are a few other points which Bronner makes 
about merchandising. For example, he says that when 
people are label-conscious, smart packaging helps gain 
their respect. Business noticeably improved when he 
threw out his undistinguished, utilitarian boxes and got 
something in the smart, ultra-simple tradition of the high. 
price shops. 

Merchandise lines, he’s found, are a matter of feeling 
out the community fads, customs and interests. He’s 
found that at Brentwood, people paying on mortgages, 
cars and country club memberships tend to slight flat 
silver, but they go in heavily for striking but inexpensive 
costume jewelry. In Bronner’s East End store, by con- 
trast. flatware is the biggest item. Perhaps when Brent- 
wood is no longer such a “young” community, interest 
there will turn more to silver. Close as he is to the com- 
munity life, Bronner will be well placed to spot this or 
any other such shift in interests. 
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Plaid—the Fabric Sets the Theme 





Birks, in Vancouver, B. C., displayed Scotch pins in 
sterling silver, plus some real antique pieces direct from 
Scotland, and draped a generous swatch of the material 
Lilts are made from to catch the eye of every true Scot. 





Branch Store Gives Class... 
(From page 129) 


a full-line jewelry store, the problem was largely one of 
tailoring the store itself to the merchandising require- 
ments of the neighborhood. 

In creating the interior store layout, Jessop’s did not 
attempt to design a small department store facility, but 
rather a store that would be an effective setting for the 
selection of really important gifts and highly desirable 
possessions. The basis of the Jessop selling effort has 
always been twofold: to pre-determine the market and 
area of profit and go after it vigorously; and to keep 
in mind the fact that, as top-level jewelers, they are 
essentially selling “happiness.” 

Two significant facts stood out in the North Park 
neighborhood market, in Jessop’s analysis. The cus- 
tomers would be, from the economic standpoint, primarily 
middle and upper-middle class. Experience had proved 
that these would be inherently shy of behind-closed- 
doors selling. And competition in the area was centered 
in the ma-and-pa type of jewelry store. The problem 
was therefore to design a store with the appeal of senti- 
mental beauty and “class,” without overdoing it enough 
to create threshold resistance. 

The store exterior was given a modern, warm and 
hospitable appearance that would invite people to look 
in—and come in. “Strip” windows at eye level serve to 
display merchandise effectively, and also enable the 
passerby to see into the store to get a quick impression 
of merchandise and activity. But visibility is held down 
enough to maintain the privacy of someone who is buying 
a gift for his wife or girl friend—or both. 

_The interior of Jessop’s North Park store is well sec- 
tionalized so that each department is immediately iden- 
tifiable to the shopper with a specific item in mind. but 
with a layout open enough to encourage the casual shop- 
per to browse at will without being particularly conscious 
of going from one department to another. This open 
layout has the extra advantage of allowing sales personnel 
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WAKMANN WATCH WAYS 


"Laughter is good for your health" 





THE DOCTOR 
IN NAME ONLY 
by Icko Wakmann 





I remember the night my cousin 
Herbert suffered a heart attack. Has- 
tily, there arrived a doctor who made 
an examination, then sighed, "Nothing 
can be done. It is a matter of hours, 
perhaps a day." At once, the family 
called another doctor. The new diag- 
nosis was far from comforting, but 
neither was it hopeless. The night 
passed, and the next day, and the next 
week=-and Herbert lived. Three months 
later, he went out for a walk! 

Who was the first person Herbert 
should meet? The doctor who had made 
the gloomy forecast! "You are alive!" 
exclaimed the doctor. "No," replied 
Herbert, "I am dead--but I have been 
sent from heaven to give you a mes- 
sage. In heaven, your name was in- 
scribed on a list of doctors condemned 
to hell. When I saw the list, I said: 
remove this man's name; he is not a 
doctor !" 

In all the affairs of life, it is 
important to judge by performance. 
Judge the Wakmann line on that basis. 
When you are in New York August 9 to 
13 for the ANRJA convention, walk over 
to our showrooms--we are just 5 min- 
utes from the Waldorf-Astoria. 

You will see the new Wakmann 17- 
jewel Incabloc waterproof automatics 
with reserve power indicator. The ex- 
citing new 7-jewel Incabloc water- 
proofs. Our smart new ladies' bracelet 
watches with fancy dials. The rarity 
of rarities--the Wakmann 14 kt. solid 
gold 17-jewel Incabloc self-winding 
watch for men, to retailat $71.50, tax 
included. Our dozens of other new 
models that you should have, for sales 
right through Christmas. 

Visit us! I assure you of a warm 
reception and cool refreshments, in 
our air conditioned offices. If your 
family is with you, bring them, too. 

I am always eager to meet all the menm- 
bers of the growing family of Wakmann 
jewelers! 











"The Only Incabloc Watch With The One Year 
Repair Policy’ 
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to cover any portion of the store, quickly but without Sherburne D. Berry, a well-known personality in Pacific 


obviously making a dash for the customer. Coast jewelry circles, is the manager of Jessop’s North 

Caretul attention was given to making not-on-display Park. His experiences as a captain in the Marine Corps 
merchandise, and related merchandise, immediately avail- during the last war has been particularly significant jp 
able to salespeople. There's a unique and efficient shelf- gaining community acceptance for the store, which js 
and-drawer arrangement within each department that located in a neighborhood that has a preponderance of 
solves this problem. Counter display cases are deeper service and ex-service families. | 
than usual, so a larger selection of merchandise can be 











in view. 
Although sit-down cases are used in the china and Selling Slants .. . 
sterling departments, watch and jewelry counters were F , —_ buildi 
made somewhat higher, to bring displayed merchandise ; f you're 157 aay agpibwaggalbctvaansag. stale ond | 
ting an addition to your present store, you 
closer to the eye and discourage customers from leaning Se ih ) 
th : ] * faele j for could get a lot of extra attention if you an- 
ene ee ee ee nounce opening of your new quarters by giv. 
sales receptivity. onan ing away new quarters (25¢) to everyone 
Sales personnel at Jessop’s North Park are enthusiastic (well, almost everyone) you see. 
about the combination of direct and indirect lighting ; 





which brilliantly highlights jewelry and silverware to 
enhance its appearance, but holds down glare so that 
working (and shopping) is relaxed and pleasant. 
Summing up the store design features, Richard Jessop, 
president of J. Jessop and Sons, says: “We knew that our 
North Park jewelry store would probably cost more than 
we expected, but we didn’t dream that the effectiveness 
of the store design would so far exceed even our most 
optimistic hopes.” Efficient use of space has made it 
possible to include representative selections of all of 
Jessop’s famous merchandise lines, and the entire selec- 
tion of sterling silver, largest on the Pacific Coast, is dis- 
played. Watch and clock repairing, jewelry repair and A shiny bright new coin makes its impres- . 
design, packaging and gift wrapping are all offered right sion felt on pretty nearly everyone. 
on the branch store’s premises. 
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nd DEGREE MASONIC RINGS 


—To be worn with pride for a lifetime 


For the average Mason the culmination of his career is 


reached in the 32nd Degree, and he knows that this 






will be his final ring, to be worn the rest of his life. That’s why he wants 

the very finest—and that’s what you can offer him in these beautiful ' 
14-Karat yellow gold rings with white gold eagles. 

They're of the highest quality in a good, substantial weight, all with 


exquisitely hand-chased eagles and some with fine diamonds. 





a. 532W—$64 b. 531W— $70 c. 528W—$48 


d. 1504W—$65 e. 530WT 15—-$150 fF. SO09W—$67. 


(without diamond $57) 
All prices Keystone 


\Wrerreriine IBS ERRY & CO. 


MEN™MBER AMERICAN GEM so cierTt yv 


THE NAME THAT MEANS Sine Cnblematic fewery 


S ROSE STREET. NEWARK 6B. N. J. 
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Jaccard’s Suburban Store 
(From page 130) 
fore, in a position to purchase expensive gifts. But recog- 
nizing the gift-buying propensity of Claytonites is not 
enough; it is essential to keep up with changing demands 
by close checking on buying habits. 

The store utilizes a “want slip” system to keep up with 
market trends. Thus, when a customer requests an item 
which isn’t in stock, the sales person writes the item on 
a “want slip” and sends it to the store manager. In due 
time, the item is ordered from the downtown store. 

Buying is done through the downtown Jaccard store in 
St, Louis, but the buyers spend one day each week at the 
Clayton branch in order to keep in touch with the specific 
requirements of the suburban market. Advertising is han- 
dled by the main store and merchandising is under the 
direction of William Young, Jaccard’s vice president and 
general manager. 

Since gifts play such an important role in the operation 
of the Clayton branch, an entire wall of the store— 
approximately 75 feet long—is devoted to gift displays. 
In addition, two counters adjacent to a lounge in the 
center of the store also feature gift items. According to 
store manager Kraleman, wedding presents account for 
a large part of the store’s overall gift volume. 

The store has 6500 square feet of floor space, but most 
of it is devoted to open shelf displays. “We try,” Krale- 
man explained, “to keep everything out where people can 
see it.” 

Since so much space is devoted to display, there is 
little storage room. Consequently, a quick stock transfer 
system is maintained between the downtown store and 
Clayton. A shuttle truck service makes three trips daily 
between the stores. As a result, stock can be replaced and 
new items can be obtained in short order. 

The architectural style of the Clayton store fits in well 
with the surrounding area. The store occupies half of the 
ground floor of a red brick Colonial building styled after 
the Governor’s Palace at Williamsburg, Virginia. The 
interior is bright and modern, well lighted in the day- 
time with windows on three sides. Recessed ceiling lights 














Henry Birks & Sons store at the corner of Georgia and Gran- 
ville Sts. in Vancouver, B. C. uses actual wristwatches as 
numerals on a big clock. More watches are strapped around 
the horizontal bars at either side. It is an effective solu- 
tion of the problem of getting impact-with-dignity in a 
window display of watches. Lighting is also good here. 
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slanted to illuminate top and bottom shelves of wall dis- 
plays provide well diffused lighting at night. 

Parking, of course, is essential for the success of a 
suburban store. Jaccard’s has a block long parking area 
which it shares with other stores in the building. There 
is space for 75 cars immediately behind Jaccard’s section 
of the building. This parking space not only serves local 
customers but often is the end point of long shopping 
trips. The suburban shopper thinks nothing of driving 
long distances to buy what he or she wants. 

Kraleman stated that the Clayton store draws shoppers 
from a wide trade area—ranging from Arkansas and 
out-state Missouri to cities 100 or 200 miles away in 
Illinois. Night hours are maintained two nights a week 
—Monday and Friday—to accommodate these far-rang- 
ing shoppers and other who prefer to shop at night. 





A City Jeweler Moves to Suburbs 


(From page 131) 


Business is best for Lawrence from 9 to 11 in the 
morning and from 3 to 6 in the afternoon, unlike his 
former downtown location where traffic remained fairly 
constant all day. Night hours are another problem; 
however, the supermarket and drug store are the traffic- 
pullers of the center, and Lawrence finds it a good idea 
to match their 8 o’clock closing hour whenever possible. 

Selection of merchandise for his suburban store is 
easier than it was downtown in one respect: customers do 
not go for price extremes. They are neither cheap nor 
extravagant. So these two extremes are eliminated from 


his stock. However, “They come in knowing what they 
want.” They tend to make their decisions betorehand 
and are seldom willing to substitute whether it is a gift 
they are buying or something for their own personal use. 
So while Lawrence’s stock adheres to the middle ranges, 
pricewise, the selection must be broad in well-advertised 


lines. 


ADVERTISING IS SIMPLIFIED 

The store’s own advertising probtem is simplified, 
Lawrence has found. Ads in the regular San Antonio 
daily newspapers would be mostly waste coverage, and 
he uses them only for occasional sale promotions, His 
steady advertising is done in a neighborhood weekly 
where two-inch ads keep his name before his local public. 
The publisher of the weekly occasionally gives his busi. 
ness a news story keyed to local interests. 

Lawrence’s section of the city is heavy with personnel 
from Randolph Air Force Base and Fort Sam Houston, 
and steady advertising in a military weekly helps to 
attract some extra business from this source. 

Lawrence still considers the bustle of a downtown 
location as “normal,” so that he finds himself thinking 
business is slow in his suburban spot. But the books tell 
the true story, and Lawrence considers his move to Sun- 
set Ridge was a fine choice. He met the changes realis. 
tically as they came—the change to a friendly man-to. 
man way of doing business, the differences in customer 
attitudes and shopping hours, and the new problems of 
advertising and inventory. He’s glad he picked the 
suburbs. 
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How Would You Have Handled It? 


It was the first time the woman had visited this 
Nebraska jeweler’s store. After inquiring if the store 
tightened ring settings, she turned over her diamond 
ring to the jeweler. 

“Though the stone can be fastened in its old 
mounting,” the jeweler said, “in my opinion it 
would be best to have a new mounting.” 

The woman seemed agreeable to this suggestion but 
she stated—and repeated the thought thereafter— 
“Will you switch diamonds on me?” Of course, the 
jeweler realized from the woman’s attitude and re- 
luctance to let the diamonds out of her sight that 
tact was necessary. 

Tact, however, could not instill confidence in the 
sceptical woman. Realizing that the situation was 
futile, the jeweler looked straight at his customer 
and said, ‘‘Madam, if you do not have confidence in 
our store, I think it would be best if you take this 
ring somewhere else. Take it to a store in which 
you do have confidence.” 

These simple, straight-forward words did _ the 
trick, The woman left her ring for repairs and 
ordered a new mounting. She returned to the store 
at a later date and was so pleased with the work that 
she recommended the store to her friends. Con- 
fidence had gained this woman and her friends as 
permanent customers. 


Write us a note about your unusual business experience 
(Literary style is unimportant) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 








Suburban Branch Store 


(From page 128) 


has more and more become an established fact which 
even the best-known downtown store must face up to. 

In addition, however, Adelsheim pointed out a problem 
peculiar to the Minneapolis-St. Paul market area. These 
two cities border each other and, to the outsider, would 
seem to make up a single, metropolitan market area. But 
as a practical matter, because of their nature, the two 
cities are quite distinct and separate. A Minneapolis 
newspaper, for example, can provide no more than partial 
coverage in St. Paul. 

S. Jacobs Co. has always been well enough known to 
attract many customers from St. Paul, but it was felt 
that a branch in a St. Paul suburb would increase this 
aspect of the business. Actually, the Highland Center is 
only about one-half mile from the border of Minneapolis, 
and thus serves residential areas of both cities. 

This brings out a meaningful point in the planning of 
suburban branch store placement; the fact that a store 
centered in one city can sometimes go a long way toward 
penetrating another city’s market by means of a branch 
store on its outskirts. Minneapolis-St. Paul is admittedly 
a special case, but the idea does not have to be limited 
to such unusual circumstances. 

The S. Jacobs Highland store is merchandised as a 
small addition to the main store, and although it is 
impossible to stock it with the same number of items in 
every category, those things which sell best at the main 
store are kept in stock at the branch. As the branch store’s 
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gift from you to the bride. Pages include space to record all 
important data, photo sections, gift sections for listing of silver 
and china purchased from you ‘complete with number stickers, 
and other Gibson extras. Start the Bridal March to your store: 
send today for an assortment of Gibson Bridal Books. 
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trading area is one which has considerable wealth, em- 
phasis is on the finer things in gold, diamonds and 
watches. Acceptance has been good, and the store is 
growing in the departments “where it counts most,” such 
as diamonds, watches and sterling silver, according to 
a recent report. 

Although the store is known primarily for expensive 
items, the Adelsheims have recognized that this reputa- 
tion gives the Jacobs label a valuable prestige attraction 
on small popular-priced gift items, so the store carries 
a good selection of these in china, pottery and non- 
precious metal, as well as a selection of good costume 
jewelry, for store traffic. 

The main store’s advertising usually contains reference 
to the suburban branch, but because of the Minneapolis 
paper's incomplete St. Paul coverage, a separate adver- 
tising program for St. Paul is necessary. 

The S. Jacobs company has been in the Adelsheim 
family for generations. Both Maurice Adelsheim, Sr.. 
president, and his son Maurice, Jr., are active in the 
National Retail Jewelers Association. The father is a 
past president; the son is a regional vice-president and 
also past-president of the Minnesota State Jewelers 
Association. 





Air Conditioning Pays Its Way 


The recent Fourth Store Modernization and Mainte- 
nance Show in New York’s Madison Square Garden 
found interest in air conditioning high, and manufac- 
turers of equipment in this field came well supplied with 








facts and figures to prove that air conditioning is no 
longer merely to be considered a part of store moderni- 
zation, but is now either “. . . a reality or a must.” 

J. F. Knoff, vice-president of Chrysler Corporation’ 
Airtemp Div., told retail merchandisers at the show 
that one large southern store considered air conditioning 
so important that a “bank” of packaged air conditioners 
on rollers is kept on hand, to maintain an air-conditioned 
atmosphere in any part of the store where major renova. 
tions require disconnecting of part of the air duct work 
of the storewide system. 

Knoff revealed results of a group of recent surveys and 
experiments which pointed up the importance of air con- 
ditioning in keeping customers comfortable, employees 
alert and merchandise and store decorations clean. He 
said that dirt gathered by an electrostatic filter from the 
downtown air of a large midwestern city contained 40 
per cent rubber tire particles, cinders, lime and pollen; 
30 per cent coal dust, 20 per cent sand and 10 per cent 
live bacteria. 

Effects of temperature on alertness and efficiency 
showed that the mid-70-degree range is best for indoor 
office work, while efficiency drops to half as the tempera- 
ture reaches 90 degrees. Properly controlled humidity 
and a temperature maintained between 70 and 80 degrees 
means that you can go out of an air-conditioned store on 
the hottest day without experiencing that clammy feeling 
people used to complain about, Knoff said. 

He urged retailers to advertise the benefits of their air 
conditioning to help overcome customers’ reluctance to 
shop in hot weather. 
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Here’s That Elgin Display Again! 





CONSIGNMENTS TO 
RATED JEWELERS 


In the June issue, JEWELERS’ CIRCULAR-KEYSTONE 
showed how a Pennsylvania jeweler had put a graduation 
cap and gown on an old Elgin National Watch Co. ani- 
mated window display figure to create a new and timely 
eye-catcher. 

Now along comes Harold Comer, who owns the Jewel 
Box in the Hotel Eccles Building in Logan, Utah. His 
Elgin National figure received a complete dressing as a 
bride, and she presided over a window display of diamond 
rings, watches and sterling hollowware wedding gift sug- 
gestions. 





Brilliance and Fire 
(From page 140) 


direction of the source, a purpose that he accomplishes 
by polishing carefully placed facets on the back of the 
stone. The angle at which those facets are placed is 
varied for each substance; experience and calculation 
have shown that more complete reflection can be obtained 
by matching the cutting angles to the refractive index. 

Let us return now to our polished plates and place 
them against a piece of black velvet. We will have to 
assume that each has been polished as well as the lapidary 
can do it. Could they be told apart if all that could be 
seen was the reflecting surface and the luster of the face? 
Yes, if the refractive index of each was known. Physi- 
cists assure us that the higher the refractive index, the 
more light will be reflected. This fact becomes very 
apparent when we glimpse the reflecton from the star 
facets of a garnet-topped doublet. A sharp line divides 
the more brilliant (garnet) half of the face from the 
duller glass portion. Though the whole facet was pol- 
ished at the same time and in the same way, the harder 
and more highly refracting garnet took a better polish, 
and so it reflects more of the incident light. 

If we assume that our three plates have refractive BEN GOLDBERG & co. 2. Iilinois 
indices of 1.54 (onyx), 1.60 (glass) and 1.79 (garnet) 29 East Madison St., Chicago 4, 
it would seem to be very simple to pick them out, even [] Please Send Diamond Price List 
though all that could be seen was three shining surfaces, 


Your choice of single, double or triple row wedding 
rings set with quality diamonds. 


Total weight 
's carat — 49.75 '2 carat— 85.00 
'3; carat — 59.50 1 carat — 155.00 
SATISFYING CUSTOMERS FOR OVER A QUARTER 
OF A CENTURY 
BEN GOLDBERG & CO. DIAMOND IMPORTERS 











side by side. The one with the best polish, the “most Name —— oe 
brilliant” would be the garnet. If we were to add more Address —— 

plates to the row, a zircon, a diamond, and a titania, we = — — one snpuaememm maa 
could probably pick them out too. This type of brilliance Please send the following rings:__—_—_—_—_— 
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is known as LUSTER and is, quite probably, determined 
by the refractive index. It has been suggested that hard- 
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ness is also a factor in the polish and that a diamond, 
because of its great hardness, takes a polish that makes 
it stand out beyond its position in the sequence that its 
refractive index alone would give it. It would be interest- 
ing to make an accurate comparison if a suitable measur- 
ing instrument were available. 

We can probably agree now that for this portion of 
brilliance, the amount bouncing off the surface is very 
closely related to the refractive index of the material. 
But we have only to compare a brilliant-cut hematite with 
a brilliant-cut diamond to see that as far as determining 
over-all gemstone brilliance is concerned, surface reflec- 
tion plays a very minor role. 

The quality of the polish related as it may be to the 
refractive index and to the hardness may also be a small 
factor in the character of the internal reflections, those 
that come back out of the crown of the stone after bounc- 
ing back off the pavilion facets. However, the bending 
of light, the effect of a high refractive index, and other 
factors are more important than polish, factors that can 
be summed up by the term clarity. The clarity of a 
jewelry stone is affected by two or three properties that 
are in the nature of the stone. Some, like color and 
limpidity, are characteristics of the material, while a 
third, flaws, are individual variations. It is well-known 
that a Kashmir sapphire owes some of its beauty to a 
lack of complete clarity; and indefinable softness blunts 
the sharp brilliance of the blue. Their blue glow places 
them above the fine clear rich Burma and Siam sapphires 
in the eyes of the expert. In sapphires we do not first 
look for brilliance and fire. 


Obviously, large and conspicuous flaws or inclusions 
will interrupt the passage of light through a stone, and 
reduce its brilliance. Tiny flaws, perhaps even syb. 
microscopic ones, will have the same effect. but on these 
we cannot so easily put our finger on the place of blame. 
We have all seen foggy looking stones that are lacking ip 
brilliance. White zircons, blue zircons, even golden and 
red zircons, are very brilliant, but Ceylon green zircons 
are always “sleepy.” How often that phrase is used jp 
criticism of a stone! Worst offenders are the “Premier” 
diamonds, which often seem reasonably brilliant by jin. 
candescent light, but which glow blue and_ seem 
dull by day. They trap the light that enters them, trans. 
forming the invisible ultra-violet light (that passes ip 
and out unseen in ordinary diamonds) into a visible blue 
zlow that masks the ordinary reflections. 


TRANSPARENCY PROBABLY MOST IMPORTANT 


Complete transparency then is a great factor in the 
brilliance of jewelry stones. Probably it is the most 
important of all factors in the higher refractive index 
stones. When we look at a colorless gem we want to see 
into it; to know that it is free from flaws. to feel that 
within there lies nothing to stop the light that rebounds 
from its depths. We know that transparency has an 
important part in determining the brilliance of even the 
low refractive index stones. The refractive index of 
orthoclase feldspar is even lower than that of rock 
crystal. yet Madagascar orthoclase can be cut into a 
fairly brilliant stone. They actually seem more brilliant 
than most cut rock crystal. 
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8-Day, 7 Jewel Precision Movement, 


We A og exquisitely encased in precious world renowned 

= oa: Rosenthal Porcelain. Each clock is a masterpiece of 
ae 0s hand paintéd figures, flowers or scenes. Each is dif- 
—— ferent, and there is a choice of an infinite variety of 
unusual colors and combinations. 


Sold through wholesalers only. If your jobber cannot 
supply you, write for name of a supplier near you. 


IMPORTERS and FACTORY DISTRIBUTORS 


106 East 23rd Street, New York 10, N.Y. * GRamercy 7-7445 
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A second factor in the appearance of a stone, but one 
that cannot be measured, hinges on the nature of the 
refraction, whether it is single or double. The doubly 
refracting high index stones are pretty strongly doubly 
refracting. The effect of their polarization of ordinary 
light into two differently refracted rays is the creation 
of a double image of the bottom of the stone, with each 
facet edge appearing twice. The uninformed don’t know if 
they are seeing double or seeing flaws. The fine purity 
and clarity of the singly refracting seems lost in the maze 
of lines. Fuzziness seems to spring into the stone: those 
who seek clarity in a gem do not find it when they inspect 





singly refracting white spinel (R. I. 1.73) and the small 
use of doubly refracting white sapphire (R. I. 1.76-1.77) 
show how important this factor is, even though the reason 
for the difference in the appearance is not generally 
realized. 

The tremendous importance of single refraction in: 
high index jewelry stones becomes at once apparent when 
we compare titania with a diamond of comparable color, 
especially by daylight. Titania’s chief virtue—its high 
dispersion—is then lost and fiery flashes no longer mask 
the fuzzy look of the inside of the stone. We see a dis- 
tracting pattern of lines within the average unoriented 
titania that leaves the uninformed wondering if the stone 
is clean or if it is filled with flaws. Logic says it must 
be clean, but there is no comparison between the impres- 
a sion created by the two stones; nor, by daylight, is there 
nt much doubt about which is the more attractive stone. 
Perhaps, too, as some say, the softer stone is lacking in 





a strongly doubly refracting stone. The popularity of 





surface luster. Perhaps it is even filled with tiny bubbles 
or flaws which reduce its transparency. The visial im- 
pressions are intangible factors that we cannot, at present, 
measure. But there is no doubt about the fuzziness that 
is caused by the double refraction; that we can all see 
without the need for an instrument and scientific mea- 
surement. 

In all of this discussion so far we have spoken of the 
colorless or nearly colorless stones. Obviously, we can 
have but limited reflection, brilliance from the colored 
stones. The surface reflection, the luster, is unaffected, 
but the internal reflection is a reflection of filtered light. 
Part of the incident more or less white light is absorbed 
in its travels through the stone. By absorbing some of 
the light, the coloring pigment affects the brilliance as 
well as the fire of the stone, and brings us to the other 
term whose exact meaning we are trying to find, FIRE. 

Transparent substances, both singly and doubly re- 
fracting ones, have two different effects upon the light 
that passes through them. First, the substance slows the 
speed of the light’s passage, and in so doing, it bends 
oblique rays out of their original direction of travel. 
Different colors of light, parts of the vibration spectrum 
that go to make up white light, are bent differently. 
White light from a narrow slit or a concentrated source, 
like the sun, may come out as a rainbow of color. Some 
transparent materials with identical refractive indices 
(bending ability) for yellow light (the color given by 
sodium, salt, in a gas flame has long been used as stand- 
ard because of the ease with which it could be obtained 
and the purity of the color) may have very different 
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Watch case is of Rhodium Plated 
Sterling Silver with hand-set 
rhinestones or marcaseites, 
ready for insertion of any 

634 x 8 movement. The 
exclusive expansion catch and 
cord bracelet fit into lower half 
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¢ Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


* Loose Pearls 
From 3 to 10 MM., all qualities. 


° Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 
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refractive indices for the colors of light at the two ends 
of the spectrum. 

This would mean that two colorless prisms of identica] 
appearance would cast very different “rainbows,” one 
wide and one narrow. If the two prisms were then cyt 
up into identical jewelry stones, the stones would look 
rather different. One group, the ones with low dispersion, 
would look whiter, while the other group would show 
more flashes of color. The refractive indices would 
be the same, we might say that the stones were of equal 
brilliance, but one set would show more fire. 


DISPERSION STRENGTH DETERMINES FIRE 


The property of spreading light out into a spectrum 
is known as dispersion. It will be found listed among 
other gemstone properties in textbooks, and its strength 
determines the fire, as opposed to the brilliance, of a 
stone. Like luster, it has some relationship to the refrac. 
tive index of the stone. No substance with low light. 
slowing and light-bending properties can have very 
strong dispersion. But some substances with high refrac. 
tive index have it more than others. In this respect, among 
jewelry stones, titania is pre-eminent. The difference 
between the refractive indices in red light and blue light 
is over 0.308 in titania, and about 0.044 in diamond. 
This means, in effect, that the spectrum that would be 
cast by a prism of diamond would have about 1/7th the 
width of that escaping at the same distance from an iden- 
tical prism cut from titania. 

Regular readers of JC-K will remember an article 
“Don’t Destroy Dispersion” by George Marcher, in which 
he points out that the spectral colors of jewelry stones 
are brought out best by small light sources. Then the 
sparkles that the eye catches are sections of small rain- 
bows, not light which represents the reds extracted from 
one part of a light source overlapping and complementing 
the greens kindled by another part of the source, giving 
only brilliance and no fire. It is this effect of pure bril- 
liant color that has given titania its name of “night 
stone.” To appreciate titania’s true merit, one must see 
it by artificial light; the artificial light of incandescent 
bulbs, not the broad white indirect illumination of the 
lighting experts. 

There is no question, for it is a matter of precise 
measurement, that titania possesses incomparable fire. 
It is a grave question, possibly not subject to exact mea- 
surement by any apparatus now in existence, whether 
or not titania also possesses more brilliance than any 
other stone. Next month we shall examine further into 
other factors that influence brilliance. 





‘Costume Look’ for Fall! 
(From page 147) 


Colored stones are top fashion in every respect—in de- 
mand for color accents for Fall (ruby, emerald, sapphire 
blue, amethyst, topaz, etc.). Black stones are a coming 
trend—black hematite in silver, dulled black beads called 
Lava, and faceted jet. (Black is a favorite accent with 
the whole range of brown shades.) Gold-filled jewelry is 
favored for high fashion styling by many houses. 
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ends Cause and Effect 





tical Sometimes it is possible to predict an “effect” 
One when all the “causes” are known. Medical men and 
academic folks are more than interested in cause and 
- effect relations. And for that matter, so is everyone 
— Ise. 
ion, ° For example, there’s the woman who approached 
10W Robert Nelson, watchmaker at Foss-Welander, Fergus 
uld Falls, Minn., and complained that her several-month- 
old watch needed regulation since it was gaining time. 
ual Watchmaker Nelson inquired if this was a recent 


development or if the watch had been gaining time 
since its purchase. 

“Oh.” she said, fully aware of all the cause and 
effect factors, “it gained time when it was new—but 
um I was pregnant then so I didn’t expect it to keep 
accurate time. But now since I’ve had my baby, it 





ng 
should keep correct time.” 
th 
a : 
a Write us a note about your unusual business experience 
' (Literary style is unimportant.) $5 will be paid for each 
t story published. Address JC-K Editorial Dept., 100 E. 42 





St. New York 17, N. Y. No manuscripts returned; all 
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it OF Repair Department Pays its Way 
(From page 136) 




















e ment in ads, windows, and word of mouth, through 
- meticulous attention even to small and inconsequential | ° — 
| jobs, and through speedy, efficient and expert work, | eaders inr ecognizing 

Losee’s has created a profitable business from a depart- | 

Pp : 

a ment that many jewelers régard as a “necessary nuisance.” your need for fast, centrally 

| By judicious timing of advertisements and by the natural . 

| timing of repair business, Losee’s has discovered, this located, wholesale jewelry 
department tends to equalize seasonal highs and lows of service. 


income from jewelry, silverware, and watch sales. 

Before Christmas, for example, when the other depart- 
ments are at the peak of activity, watch repairs tend to 
fall off. In the slow month of January there is a flurry 
of repair business—probably, MacDonald reasons, from 
disappointed watch owners who anticipated a new watch 
for a Christmas gift. | 
. “Our repair department is not a ‘stepchild,’ but a vital | 
| factor in our overall operation,” he observes. “Like the | © 
soda fountain in the corner drugstore, it pays its way.” | f 

| 
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SEPTEMBER SILVER SALE = 


Regular 52 Piece Service for Eight p/us Five 
Fancy Serving Pieces plus a Beautiful Drawer 
Chest—Usually retailing for $105.75. During ; 
September, this set will be promoted and Na- = 
tionally Advertised at $79.95. 


We are ready for your order. Stock up 












John Losee was the nephew-apprentice of a jeweler, 
and then for many years was a traveling man in the | 
industry. During a lifetime of observation and reflection, 





he became convinced that a jewelry business requires | now for this event. $47.85 per set. All 
| #2 patterns. 


two basic requisites for survival—an honest, dependable 
: relationship with its community and meticulous attention 


























to all paper work. Like many a thoughtful traveling man, i | 
he recognized a direct correlation between the incidence — 
retail concerns. 

When he came to set up Losee’s watch repair depart- 
ment, therefore, he instituted a quadruple-check system 

The extensive records are necessary because all services | _ 

216 N. -, Richmo i 

at Losee’s are fully backed by the store’s guarantee. “We Second St., Richmond, Virginia 
would much rather lose money on a watch repair,” 149 Penn Ave., Scr anton, Pennsylvania 


of failure in small business and the inadequate, rule-of- : | 

which is a model of precision, worthy of being copied by G , 

explains MacDonald, “than to return a watch in less than 116 S. Salina St., Syracuse, New York 
e ° 7 


thumb “figuring” that passes for book work in too many 
other watchmakers. Practically Everything Sold CNV [Pesan in aw Gowelry Store! 
perfect running order. Watch repairs do account for 
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income, but equally important, if not more SO, is its 
creation of satisfied customers. On the other hand onl 
one dissatisfied customer can do irrevocable damage : 
a store's good reputation.” 

Whenever a customer returns to Losee’s with a watch 
the staff can quickly determine whether it had been pur. 
chased or repaired at the store, what was done, and 
when. The absent minded customer whose “two or three 
months ago” stretches into years, and the less than honest 
customer, whose “extensive repairs” turn out to be a new 
crystal, can be refuted in their demands for adjustment. 
On the other hand, the customer with an honest complaint 
need never be alienated by extensive cross examination. 

This same system of records has been of value time and 
again to customers and to the police in cases of loss or 
theft. At these times, a quick phone call to Losee’s ye. 
sults in accurate, detailed descriptions with case and 
movement numbers and markings, often leading to the 
return of property. 

“The first thing we do when a watch comes to us, is to 
get the necessary information down on paper,” Mac. 
Donald states. Each repair is assigned a service number 
and a card, even if it is just the change of a crystal, 
Should a new watch, purchased within the year’s guar. 
antee period, be returned for adjustment a permanent 
service card is entered, even though there is no charge for 
the service. To simplify the booking procedure, filing 
cards, marked several numbers ahead, tags, and loose 
leaf sheets are always at hand in a drawer beside the 
repair counter. 

When the customer brings in a watch, it is immediately 
attached to a tag, on which is written the owner’s name 
and address, dates received and promised, charges, and 
(on the reverse side) a description of work needed and 
the repair number. The key number is scratched in the 
watch case, and a permanent service card is made on the 
watch. This record, which may be added to as the watch 
returns to the shop in later years, contains a detailed 
description of the timepiece: make, style, size, number of 
jewels, movement and case numbers; as well as the name, 
address, and telephone number of the customer. 

“We strive,” notes MacDonald in an aside, “to make 
our markings small and precise, though legible. We take 
care not to butcher the case or use more space than is 
necessary—a watchmaker, in this as in all things, should 
be neat and careful.” 

A third notation is made on one sheet of a loose leaf 
notebook, which serves as a temporary record of current 
work. This contains a much briefer description of the 
watch, the owner’s name, etc., and the watchmaker to 
whom the work has been assigned. These sheets are 
alphabetized according to the customer’s name. The 
purpose of this record is to provide protection against 
delivering a watch into the wrong hands. As work is 
completed, the watch is hung on the wall rack accord- 
ing to classification: men’s leather watches in one row, 
expansion-band watches in another, women’s dress 
watches in a third, etc. The tickets, containing the names 
of the owners, are carefully turned to the wall. When a 
customer calls for his watch, his name is found in the 
loose leaf file and the description and service number 
are noted. The watch is taken from the rack without 
once turning the name tags to view. 

The fourth record in this quadruple check system is 
a cross index to the permanent card file. This is main- 
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tained by the office staff, who as they file the permanent | 
card, note the owner’s name in alphabetical order, along — 
with the service number assigned the watch, in a small | 


notebook for quicker reference. Thus, the record can be 
found even if the watch is not available. 

On major diamond work, Losee’s maintains quite de- 
tailed records. Mrs. Losee has earned a fine reputa- 
tion in her city for creative designs, often sentimental 


gifts themed by birthstones, and through this, the store ¥ 


has gained a sizable clientele for the redesigning and 
remodeling of outmoded settings. 

With each watch sale. the customer receives an educa- 
tional booklet on the care of his purchase, advising regu- 
lar cleaning and oiling and suggesting the acquisition of 


a “spare” timepiece. This same booklet is carried on | 
the repair counter, and is used as often as twice a year | 


throughout the store’s extensive mailing lists to customers, 
charge accounts, and newcomers to the city. 

“Constant re-education is an important factor in fine 
repair work, ” MacDonald observes. “We strive to keep 
up on all the new manuals and new watches as they come 


out.” 


The bargain-counter repair offers which have mush- | 
roomed all about the country prove a potent lure for 


Whittier watch owners, as elsewhere. Although Losee’s 


staff emphasizes that fine repairs require the time and | 


attention of experts, and thus demand adequate charges 
in relation to work done, it avoids casting suspicions upon 
firms that indulge in high pressure “bargain” advertising. 


On one point, however, Losee’s can compete on advan- | 


tageous terms with the repair departments of any other 
jeweler or department store, even in nearby Los Angeles 
—and that is, speed. Through extensive equipment built 
up during the years, this firm can promise as quick 


service as is consistent with thorough work. Losee’s — 


boasts a steam cleaning outfit for diamonds, a watch- 


master, and a remarkably complete line of watch parts | 


and crystals, permitting it to do all its work within the 
shop. Many an eager couple have purchased a ring in 
the morning, had it sized and engraved, and used it the 
same day for a wedding ceremony. 





Back-to-School 


(From page 163) 


within a short time. Remember that most of your win- 
dow prospects are people who pass your window fre- 
quently. They will give your window more attention if 
there are frequent and complete changes of scene. 


In the Back-to-School displays, merchandise may be 
grouped according to price range—or even better—ac- 
cording to age groups from novelty watches and inex- 
pensive pen and pencil sets for the small fry through 
assortments of better merchandise for high school and 
college ages. Do take as much thought in selecting this 
merchandise as you would do in making suggestions to a 
customer who has come into your store. 

The accompanying sketches suggest several ways of 
adapting suitable material. In sketch A, a photograph 
or drawing of a school building, simply framed hangs 
against the background. Silhouette cut-outs of dark 
cardboard or paper suggest students walking toward 
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Dflene Craflumanshif 


IN A STRIKINGLY MODERN 


14K GOLD 


Crafted with meticulous attention 
to detail, this exquisite hand lapped 
bracelet is the outstanding result 
of almost a half-century of 
manufacturing experience. 
On-the-spot “sizing” feature 
avoids last minute sales problems 
... assures the sale. 


Available in Yellow or 
Rhodium plated White Gold. 
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L. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908 


74 W. 46th ST., N.Y. 19, N.Y. - LU 2-4495 
For prompt attention, please address all inquiries Dept. K-8 











A Complete Stock of 


Cultured Pearls 
___AT NEW, LOW PRICES 
Necklaces 


All Sizes and Grades from 








Orders accepted 
from wholesaiers, 


jobbers, 
ea — $30 to $5,000, Keystone 
—& 
uneamaninn a Loose Pearls 
perc ‘ From 3 to 10 MM., All Qualities 
x ater g Memorandum selections sent on 
request 
* 













B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct Importers of Finest Quality Cultured Pearls 


550 Fifth Ave., New York 36, N. Y. 
Phone PLaza 7-0768 


















RE RS TLL IE TEI 


building. The si!houettes can be very simple in outline, 
but should be graduated in size as they extend from win. 
dow glass to background. Other figures may be scattered 
through merchandise arranged on window steps. Incon. 
spicuous easels can be used to support figures or they 
can be pinned to flooring. Copy card is placed to the 
right of the picture. Figures should be cut from dark 
paper or board, but do not need to be black. Dark brown 
or dark green cut outs would be good with a sepia tinted 
picture and elevations and background Autumn gold and 
green. 

Banners of colored paper carry a copy message against 
the background in sketch B. Dummy books made from 
cardboard and covered in paper serve as elevations and 
banner and cheer leader’s magaphone in the foreground 
tie in with the copy message—“There'll be plenty of 
cheers for these Back-to-School gifts.” Several colors 
may be used for the banners on the background with 
lettering done in contrasting tone. Number of banners 
can be varied to suit whatever copy message is desired. 
Wooden dowels, painted, can be used as staffs for the 
banners. Colors used for banners should be repeated in 
the book covers to give the display color unity. It would 
be best to select a two or three color harmony to use 
throughout—blue and orange, brown and gold, green 
and white, red, blue and yellow or pick the colors of a 
favorite local school. , 

For sketch C, a watch and clock window is suggested 
since this is important merchandise for the jeweler and 
an essential item for the student. A cork bulletin board 
such as might be used in a student’s room is hung against 
the background. A schedule of studies, notices of dances, 
chapel services, basketball practice and other activities— 
all with the time emphasized or underlined are tacked to 
the board. A large copy card is placed near the center 
of the board with the selling copy on it. Watches are 
arranged on cylinder display units and in boxes on the 
low step elevations. Clocks are placed on the elevations 
and on the window floor. The bulletin board may be 
painted with a contrasting color frame and this color 
scheme repeated in the elevations and cylinder units. 





Sapphire Exhibit 


(From page 145) 


Black star sapphires were centered in front of the Life 
picture of the statuette on a yellow satin cushion. Un- 
mounted star sapphires and star sapphire jewelry for 
men and women surrounded the display. Yellow satin 
material was selected because it tends to make the star in 
sapphires more pronounced. Amethysts from Kind’s 
stock were also displayed because they harmonized with 
the sapphires and offered variety. 

The carved stone was displayed between the diamond 
and the watch departments, an important spot in the fore- 
ground of the store but far enough away from the door 
to avoid congestion at the store’s entrance. The pedestal 
upon which it rested was selected to display the sapphire 
at eye level. The pedestal was appropriately draped in 
blue velvet tied with a gold ribbon. A glass dome covered 
it most of the time. Although it was well inside the store, 
a spotlight designed for outdoor use was focused directly 
on the sapphire to give intense direct lighting. 

Hundreds of visitors to the eyhibit received copies of 
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a pamphlet giving the complete story of “Abraham Lin- 
coln in Sapphire” along with information about sapphires 
in general and about the Black Star Sapphire of Queens- 
land in particular. 

The exhibit stirred so much interest that Oscar Kind, 
Jr., was called upon to appear on two television programs 
with the fabulous sapphire. On the Monday afternoon of 
its original appearance in the store, he was interviewed 


by Marie Wilson and the following Sunday he appeared ~ 


on “This Week in Philadelphia.” 

There is no estimate of how many people viewed the 
“Lincoln in Sapphire,” but many sales were made as a 
direct result of the exhibilt. Three large black star 
sapphires were sold and custom-mounted for customers 


attracted by the exhibit. 





Person-to-Person 


(From page 168) 


nard says. 
Names and addresses aren’t all that go onto the cards 


on which Bernard and Grunning mailing lists are kept. 
The store compiles all of the personal information it can 
gather—birthdays, wedding anniversaries, etc. This in- 
formation supplies ammunition for the selling phone calls 
that Bernard and Grunning employees make regularly. 
“We send out congratulatory cards on these occasions,’ 
explains Grunning. “Their purpose is principally to sell 
the store as a friendly place, and to build up a friendly 
feeling. But the phone calls are usually made a week in 
advance of the date. We telephone husbands, wives, 
fathers, mothers, boy friends and girl friends to suggest 
gifts for the occasion.” 

Less personal than the direct advertising and person- 
alized seliing, but nonetheless individual, is the type of 
newspaper advertising used in the “get the customer” 
phase of Bernard and Grunning sales promotion. “Every 
store runs ads, and unless you look at the signature it is 
hard to tell who is advertising what. They’re all alike,” 
Grunning explains. “Our aim in newspaper advertising 
is to make it different.” Cartoons are employed exten- 
sively. These are not canned affairs. A newspaper artist 
handles the advertising cartoons on order for Bernard 
and Grunning. Occasionally, the ads will be disguised 
as public notices when that seems appropriate. An ex- 
ample of this type was one written and set up in the 
style of the “Notices” which City Hall runs to name a 
day or week in commemoration of an occasion. Reason- 
ing that graduation is indeed such an occasion, the part- 
ners wrote this copy: 


“PUBLIC NOTICE 
“FOR GRADUATION 


“WHEREAS it is not how much money you 
spend for the graduate’s gift—it all depends 
from whom the gift is purchased—Bernard 
and Grunning cater to the younger element 
and are in a position to suggest the right gift 
for that most deserving boy or girl. 

“NOW, THEREFORE. make it a point to 
visit Bernard and Grunning’s elaborate jew- 
elry and gift showrooms. Certainly you can 
charge your purchase. Pay a little weekly or 
monthly, no carrying charge.” 
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CONGRATULATIONS !! 


BETTY WILSON 


on your recent nomination as 


WOMAN OF ACHIEVEMENT 
in the Jewelry Field 


ten W 


INCORPORATED 
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iesner 


OF MIAMI FLA. 


proudly present their new fall lines 


exclusively styled and designed 
By 
BETTY WILSON 


Costume Jewelry originals in fashion colors: 


"Trickettes" (Jeweled Handbag Accessories) 


SHOW ROOMS 


36 South State 
607 South Hill 
MIAMI BEACH, FLA........1811 Purdy Ave. 
NEW YORK, N. Y............ 379 Fifth Avenue 
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WE SPECIALIZE IN GOLD & PLATINUM CHAINS 
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Y..; may not have many members of the ‘Brotherhood 
of Railroad Trainmen’’ in your community, but you do 
have plenty of ‘“‘Masons,’’ ‘“Elks,’’ ‘‘Odd Fellows,’’ 
“Knights of Columbus,’’ etc. No matter how popular, or 
few in number a fraternal order may be, the new Harvey 
& Otis catalog shows many illustrations of its insignia. 
You'll be surprised at the wealth of information on the 
subject of Emblematic Jewelry it contains—how you can 
turn this into profit for yourself,—how to employ your 
wholesaler when ordering. 


Harvey © Otis 


PROVIDENCE RHODE ISLAND 
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| for a free gift in our store. 


Another highly successful and unusual promotion was 
heralded with newspaper ads which advised passers-by 
on Baronne Street to keep an eye out for the “Pirate 
Girl.” “She stopped men and women on the street, |f 
they could repeat the Bernard and Grunning sales slogan 
which had been mentioned in the newspaper advertise. 
ment, they got a card. The slogan was, “Where gems and 
gold are fairly sold.’ The card could then be redeemed 
The promotion attracted hun- 
dreds of new customers,” says Walter Grunning. 

Getting the young folks into a habit of buying from 
Bernard and Grunning occupies a lot of the partners’ at. 
tention. That, they say, is when a store can cultivate 


long-term customers who will buy over the years. “The 
kind we can keep once we get,” Bernard notes. Much 


effort goes into landing contracts for graduation rings 
for the city’s high schools and several universities. “Sell 
them a ring,” Bernard says, “and you've sold one of their 
first pieces of personally-owned jewelry. It’s then a buy- 
ing habit can be started.” 

In going after ring contracts from the schools, the 
store finds that price alone is far from a deciding factor. 
They say, from 25 years’ experience, that it’s the beauty 
of design. “That,” Grunning notes, “and the faithfulness 
with which you have carried out the basic emblems. If a 
school’s emblem is the tiger, we try to make something 
which is unmistakably a tiger, not merely some animal 
of the cat family. These extra touches, my partner and 
I believe, are what enable us to make more than half the 
class rings purchased in the New Orleans area. 


‘And when you sell a ring, you've made a customer 
you can keep.” 





New Location, Modern Store 
(From page 154) 


examination. With the mirror, they can see how it looks 
on them. Customers appreciate the self-service arrange- 
ment for this merchandise. 


Mathison has used newspaper, radio, direct mail, and 
theatre advertising. He considers theatre advertising the 
most effective of the four media. For direct mail, he 
makes up his own promoticnal pieces with an addresso- 
graph machine. His mailing list includes the names of 
most people in the lower Yakima valley in which Grand- 
view is located. The town of Grandview itself has a popu- 
lation of about 2,000, though it attracts residents of a 
fairly large rural area and occasionally from nearby 
towns. 

Window display is even more effective than any of 
the above media, Mathison believes. An item which 


| arouses little interest when advertised in the newspapet 


will often move rapidly as a result of placing it in the 
window. 


Mathison has found it to be economical to use electric- 
ity to heat his store. The heat actually is somewhat more 
expensive than other fuels, but still costs no more than 
$25 per month during coldest weather. The saving de- 
rives from the fact that it does not deposit a film on the 
merchandise as do most other fuels. Labor is saved in 
constant cleaning, and merchandise looks more attrac: 
tive. This has a definite bearing on sales as well, Mathison 
states. 
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Secret of Camera Sales 
(From page 164) 


cameras, so that when a customer comes in asking to see 
one of the displayed models, Gladys simply slides open 
a panel in the window back and takes out the very same 
camera the customer was looking at a few minutes before 
from the street. a 

A brand new unit in its original factory packaging is 
always brought out when the sale is complete—pride of 
possession is important in camera sales and it is well to 
let the customer see that he is not getting a demonstra- 
tion model or a return. 

Before Jack Taylor discovered his key to camera suc- 
cess for the jewelry store, he had been led to believe 
that the camera department had to cater to the serious 
amateur, the semi-professional who usually did his own 
processing and had his eye on exhibition of his pictures 
or eventual sales. Camera department managers, pro- 
fessional photographers themselves, claimed catering to 
the serious amateur or even their professional friends 
would mean sales of big-ticket merchandise such as the 
expensive press cameras. studio cameras, enlargers, plus 
volume sales of materials and chemicals. 

In practice, it worked out that although these custom- 
ers bought high-priced goods, they bought seldom, usu- 
ally wanted big trade-in allowances when they did buy. 
and demanded more attention than a prospect for a 
$5.000 automobile. Monopolizing the department, they 
practically froze out the typical jewelry store patron, 
who was as likely to be awed as impressed or attracted by 
a department overflowing with high-priced elaborate 
equipment. The large inventory of slow-moving goods, 
and periodic disposal of outdated paper and chemicals. 
helped to make the operation unprofitable. The profes- 
sionals get their materials in bulk at discount. 





A Small Store Spreads its Wings 
(From page 156) 


little 10 ft. by 16 ft. store with a modern corner store 
nine times as big. Frontage is now 35 ft. on one street 
and 40 ft. on the other. 

Krasnow’s had been a small store operation for a 
long time, 34 years in all. The last 15 years were in the 
little Washington St. Shop; before that for 11 years in 
the Providence Biltmore Hotel nearby. Over the years, 
Krasnow’s developed unusually large dollar volume per 
square foot, ‘becoming one of the city’s well-known and 
trusted jewelers. The customer following was large, so 
large that in busy seasons customers could just barely 
squeeze in the door. 

The situation had for some time left little doubt that 
Krasnow’s was due for expansion, so when Mr. Krasnow 
was joined at the end of the war by his son, Robert, 
father and son started looking for room to expand. 
(Robert Krasnow had done spare-time work in the store 
since he was 13 years old.) 

They made two important decisions. One was to stay 
in the same block, or as near to it as possible, to retain 
the value of the store’s 26-year identification with this 
central part of the city. The other was to make this 
expansion a big one. They expected to do well, and saw 
no point in expanding just a little bit and then going 
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FOR GENTLEMEN WITH 
ARISTOCRATIC TASTES... 


DANECRAFT" 


ANNOUNCES 


OF MASCULINE JEWELRY 


® richly sculptured, 3-dimensional 
heavy cast sterling 


@ cuff links @ tie slide sets 








Round Hematite 
Cuff Link Set, 
to retail at about $16* 


Horse Head Cuff Links, 
to retail 
at about $7.50* 


These Danecraft originals are designed to please your 
most discriminating customers. The many designs available 
. . . the distinction of heavy cast sterling . . . the beauty 
of genuine Hematite . . . ““Cuffmaster’’ backs, hinged 
for flexibility . . . all add to the sales-appeal of this 
exclusive Danecraft line. Such handsome and unusual 
masculine jewelry is excellent gift merchandise, 
attractively boxed, appropriate for every occasion. 









Swirl Cuff Link Set, 
to retail 
at about $10* 


Golf Bag Cuff Link Set, 
to retail 
at about $10* 


Tie Slides also available as “shorties” 
— for narrow ties 


DANECRAFT 


FELCH & CO., ENC... 


craftsmen in sterling 
Providence 7, R. 1. 
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BAGUETTE SETS 
ILLUSION SETS 
eax SPECIALTY RINGS 
\ PRINCESS RINGS 
_ A, Cluster Rings 
87/2 
= w87/3 Fishtail Sets 


W/ O Wy, Peg Sets 
Y er: 


Modern facilities for the 


Exclusive Development of 





Ideas and Designs for Pro- 





motional Purposes . . . 


Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 























MAIL ORDER 
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- = Special Oder . 


CREATING ... REPAIRING . . . DESIGNING 


ALL TYPES OF JEWELRY 





3 GENERATIONS OF 
JEWELRY KNOW HOW 
SERVING THE NATION 





SALESMEN WANTED—We have a Service that 
you can sell. It will not interfere with your lines— 
If interested, write for details. 





Elas L PRESS 


68 Nassau St. New York 38, N. Y. 
We are Protected by We are covered by 
The Holmes Electric The Jewelers Block 
Protection Service. Policy. 





198 

















SALESMEN 
WANTED 
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For Loose Diamonds and 
Colored Stones 


With possibility of partnership and 
developing business in  well-estab- 


lished and substantial firm. Must be | 











ST ee neers... 


of high ethics and acquainted with 
leading firms. All territories con- 
sidered. Liberal terms. 


Communications exchanged in 
confidence 


Box "M., 2291" 


Jewelers’ Circular-Keystone | 
100 E. 42nd St., New York 17, N. Y. 
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A half-century of skilled craftsmanship 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

@ prover sales-appeal. Send for catalog. 






Vd.by ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, WL 
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through the whole process again in a few years. After 
waiting for several years they got what they were looking 
for—1400 sq. ft. only a block from the old store, diagonal- 
ly across from the former hotel location and just across 
from one of the city’s largest department stores. 

Some of the results, once Krasnow’s settled in the new 
and modern big store, are pretty significant. For one 
thing, business tripled. This was good going because | 
the area was going through a period of comparative 
depression just about the time in 1951 that the new store 
opened. Merchandise lines graded up, with the average 
diamond ring sale increasing from $150 to $350 while 
the average watch sale went from $40 to more than $70. 
The new $8-$25 price range of gold plated jewelry was 
considerably higher than prices obtained formerly. A 
new line, leather wallets, is most active at prices around 


$14. 

Many new customers have been attracted, which is 
pretty conclusive proof that the small store just wasn’t 
able to attract from the traffic its full share of those who 
were in the market for its merchandise. The old cus- 
tomers have stayed on, and many former customers who 
had drifted away returned after the enlargement. 


As was expected, the added display space, both window 
and interior, was the real muscle of the big new store’s 
power. A firm which has been in a big store for many years 
may come to underestimate the power of display, but 
Krasnow’s had been deprived of space to spread its wings, 
displaywise, in the past, so the effects of ample window 
space and a handsome interior were dramatically felt. 


Quite probably the grading up in average prices 
obtained for diamonds and watches, for example, stems 
directly from the displays. In the little old store, cus- 
tomers came in, stepped right up to the counter, and the 
sale commenced promptly. The new store’s displays give 
the customer a chance to look long and carefully at mer- 
chandise in all price categories. And as so often happens, 
many customers sell themselves on higher priced goods 
where a personal attempt to trade them up would fail. 
“We carried equally good lines in the other store,” 
Krasnow says, “but we could not display them and did 
not get the response at the high end of the lines.” 

The Krasnows have studied the “window shopping” 
habits of their customers carefully and feel that, next to 
the general attractiveness of the store’s interior, it is the 
windows that finally bring them in. They have seen that 
a person with a watch on his mind, for example, will 
sometimes return to the windows for weeks, comparing 
and studying the changing displays, before finally enter- 
ing. The store takes advantage of this by assigning one 
window each permanently to diamonds, to rings and to 
watches on the busiest street, and one each to costume 
jewelry and silverware on the side. The remainder of the 
eight windows feature wallets, lighters, pens and gifts. 
A shopper who returns the next day or the next month 
still finds the same type of merchandise where he remem- 
bered seeing it before. However, a few watches and rings, 
along with small cards reminding the shopper of the 
completeness of the store’s stock, are included in windows 
around the corner to be sure of catching traffic which 
might not turn the corner. 
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FINE JEWELRY 


DIAMONDS 


TOILET WARE 
SILVERWARE 


A COMPLETE LINE 
OF FINE STONE RINGS 


Electrical Appliances 
WAlnut 2-3995 


Wholesale Distributors 


112-14 Sansom St. a Phila. 6, Pa. . 
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You'll see everything you need for profits in the 
A & G catalog ... because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines ... backed by over 58 years of de- 
pendable service... rely on Aisenstein & Gordon, 


wholesale distributors of over 50 famous lines. 
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|. This is style No. 1371 of Bulova's 
new "Wrist Alarm" models. It has a 
shock-resistant |7-jewel movement in a 
gold-filled case with gold-filled expan- 
sion band. Retails at $95 Fed. tax inc. 


... Theyre yours | 





2. New Lord Elgin "Oxford" has flex- 
ible endpieces, a square 14K natural 
gold-filled case, high curved crystal. 
The strap is padded "spice tang" suede. 
The “Oxford” retails for $89.50 F.T.I. 





3. Two new diamond-set Eterna-Matics, 
each smaller than a dime. Both are in 
14K white gold. Model with two dia- 
monds retails at $165 F.T.I.; model with 
20 diamonds is $350 F.T.|. Selfwinding. 


5. Ultra-thin “platter case with a 
highly-tailored look by |. D. Watch 
Co. has snap back, full dial. Avail- 
able in 10K rolled gold plate, 10K gold 
filled, or 14K with a stainless back. 











6. Newest i in Marvel Jewelry Mfg. Co.'s 
line of men 's watch bands is the "Fash- 
joneer, in 1/20 12K gold-filled top 
with stainless steel back. $8.25 F.T.I. 


4. Hamilton "Joyce" and "Rodney" are 
designed for youthful appeal. Each re- 
tails at advertised price of $71.50. 
"Joyce" has 14K gold case; "Rodney" 
case is gold-filled, dial is two-toned. 
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|. "Rhapsody" is one of the new Gemex 
styles, a lady's expansion band in yel- 
low gold-filled with ornamental end 
rings. The retail price is $9.95 F.T.I. 





| to profit by... 








2. Telechron's ‘Perspective’ electric 
alarm is for ultra-modern tastes. The 
concave dial is polished gold colored. 
Black case has gold-colored tripod legs 
with black feet. $17.95 plus tax retail. 


5. Cuckoo Clock Mfg. Co. offers this 
solid brass strike clock patterned on 
a coachman's lantern. The retail price 
is $22.50. Gong strikes full hour and 
once on half hour. Height is 7 inches. 





3. This new Semca 8-day, 15-jewel wall 
clock has pull-wind feature. Antique 
bronze finish. Diameter almost 10 in. 
$55 retail plus tax. (Price in Semca's 
ad, July issue, was incorrect.) 


6. For sportsmen and servicemen, Le- 
Coultre offers these two new round 
men's models, each retailing at 
$71.50. Both have a dust-resistant 
and moisture-resistant case, in gold- 


filled. 


4. Seth Thomas "Rhythm" is called one 
of the smallest strike clocks ever de- 
signed. Electric, with a musical bell 
hour and half-hour strike. Mahogany or 
blond wood case. Retail $24.95 plus tax. 


7. Haddon's adaptation of the ancient 
sundial is completely finished in an 
ancient gold effect. Ornate indicator 
revolves in one-hand action; movement 
is electric. Retail list price $19.95. 
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|. These new Forstner identification 
bracelets in sterling have exclusive 





expansion end boxes. Plaque detaches 
for easy engraving. All gift boxed. : 





> ee ee ee earn 





2. Sculptured "Angel on Your Shoulder" 5. This diamond brooch from Maybaum 
pin is from The Brothers Co., Santa Bros. has baguette and round shaped 
Monica, Calif. Angel, sculptured by stones, mounted in platinum. Keystone 
Weston, is $7.50 in sterling silver, tax-included price of brooch, $4900. 
$9.00 in gold plate. Prices Keystone. 





















6. Cloisonne costume jewelry by Bob 








3. This set is from Forstner's new Henfield, Inc. has hand painted floral 
line in sterling or 1/20 12K gold- design surrounded by prong-set rhine- 
filled. Sterling necklace $13.50, stones. Earrings, pins and rings re- 
pin $5.40, earrings $6.60. In gold- tail at $1; boxed sets retail at $2. 






filled, prices are somewhat higher. 






4. This bracelet by JMS Jewelry Mfg. 
Co., Bloomfield, N. J., has cultured 
pearls in a gold-filled setting. The 
retail price is $33.00, Keystone. 








5. 
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| 2. Wallace Brothers' new "Ballet" pat- 
tern in high quality stainless will get 
to jewelers in October. Price to consum- 
ers is $9 for six-piece place setting. 














5. This set, retailing at $18.50, is 
from Deltah's new high fashion line to 
be sold only through jewelry stores. 
Designs combine rhinestones, simulated 
pearls and gold color. All gift boxed. 
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3. This is 
in Community's new "Georgian Gadroon" 
hollowware pattern. 
tails 
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4. 


the tea and coffee service 
The 5-piece set re- 


at $125. Other pieces available. 


6. New jewelled Craftsman Billfolds 
for ladies feature a gold tab with a 
combination of pearls and rhinestones 


or colored mock gems. Prices from $5 
to $7.50 retail. One model is $10.00. 


4. "Waltz of Spring" 











|. Latest in a series of modern hollow- 
ware pieces by Reed & Barton Silver- 


smiths is this 


“Contemporary” bon bon 


dish in silverplate. Retails $6.75 FTI. 





is Wallace 





7. This modern black wire photograph 
frame is made by M. A. Carr & Co. of 
West Somerville, Mass. The five-by- 
seven model retails for $2.50; one for 
an eight-by-ten photo retails at $3. 


Silver- 


smiths’ newest “third dimension beauty" 
sterling pattern. The retail price is 
$39.50 for a_ six-piece place setting. 




















OVER 77 SETS $8.50 To 


Carvel Hall adds = F See. | aoe 
Sellout power of L& 
to swamp you with 
cutlery customers 


: 5 Order early and order enough fo cash in 
fully on this red-hot combination! 


{ 





IXING a full page in LIFE with lery as the ideal gift—at the height of 
Carvel Hall Cutlery is as explo- your biggest gift selling season. You 

sive as dropping a lighted match into won’t be able to keep one set on your 
your gas tank. Just imagine the effect. shelves. It’s the most powerful, most 
Over 5 MILLION copies of LIFE— profit-packed Carvel Hall promotion 
reaching over 12,000,000 households ever. You can’t afford to miss it. 
—will be promoting Carvel Hall Cut- “? 
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In addition to LIFE. Carvel Hall COLOR , a 
ADS will be featured in all these books. 












For complete details and information on all 
the merchandising material available to help 
you tie in with this LIFE promotion, call 
your wholesaler now or write direct to: Chas. 

D. Briddell, Inc., Crisfield, Md. am tg © 












3. 


~~} Zi. Often imitated but never matched. 
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Storewide Sterling Display Builds ‘Club’ Sales 





With silver displays scattered in every 
area of the store, Mohlman’s salespeople 
can work sterling into every sales con- 
versation in an easy, friendly manner. 


Waer Louis G. Mohlman took over man- 
agement of L. H. Mohlman’s, after the death of his 
father who had founded the store 30 years before, the 
only policy change he made was the instituting of budget 
plan selling. The “Silver Club” which was established 
at that time has played an important part in more than 
doubling the store’s sterling business. Credit losses on 
this business just haven’t occurred; the store found that 
the kind of people who buy sterling silver are not likely 
to be bad credit risks, at least in Logansport, Indiana. 

Mrs. Mohlman, widow of the store’s founder, takes a 
very active part in silver sales. Her personal approach 
to sales is in large part based on knowing almost every- 
body in Logansport, a factor that could also have had 
its effect on the absence of credit losses on the Mohlman 
store’s books. 

Inside the store, in its windows, and in the store’s 
consistent advertising, promotion is based on the idea 
that “Seeing is Believing—and Buying.” Display emphasis 
is put on the club plan with a large wall display, topped 
by the words: “Mohlman’s Silver Club.” This wall dis- 
play shows place settings of the entire 30-pattern sterling 
selection offered by the store. The panels of the display 
also show the full range of available serving pieces and, 
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by LESLIE E. DUNKIN 


Mohlman's uses table setting displays to 
good advantage in selling sterling. Sil- 
ver patterns the customer shows interest 
in are brought over to the nearest table 
to get an impressive "full dress" showing. 


Mohlman's windows usually combine china 
and glass with sterling, and mention the 
advantage of "club plan" buying. Displays 
are changed frequently to build interest. 





against white backgrounds, show several settings with 
dinnerplates or with salad plate and crystal to relieve 
the appearance of sameness and to intrigue the eye. The 
wall panels are well illuminated. 

Elsewhere in the store, wherever there is a logical 
or convenient space, Mohlman places what he calls “re- 
minder” displays of sterling. These may be easeled cards 
showing several patterns, provided by a manufacturer, or 
simple display set-ups of one or two pieces. Thus, 
wherever in the store a customer may be, there is always 
some sterling nearby to attract interest and to give the 
salesperson a conversational opening to bring up the sub- 
ject in an indirect manner. “Which of these patterns do 
you like the best?” the salesperson may ask the customer, 
referring to one of the small displays of several strongly 
contrasting patterns. Or a display of a single pattern 

(Please turn to page 212) 
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reproductions 
newspaper ads featuring prospective brides 
and their sterling silver pattern choice. 
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The a Selects China and Sterling . .. 


When a bride-to-be selects her sterling pattern, Jaffe Jeweler runs an ad 
featuring a picture of the bride and her pattern. This is only one aspect of 


the store’s continuing program to make people china and sterling conscious. 


by GEORGE E. TOLES 


ieee of possession is the main reason for 
the purchase of fine tablewares. Quality silver and china 
are treasured household articles and people are naturally 
cautious when they make their purchase. 

To create interest in quality tablewares, J affe Jeweler, 
Niagara Falls, New York, recently staged a “Table Top 
Harmony Show” of fine china and sterling. Miss Carolyn 
Jaffe, who planned and executed the promotion, launched 
the “Table Top” show with a large newspaper ad. The 
copy read, “We pair proud names in table accessories— 
sterling silver and fine china—in a display of quality and 
elegance. See our showing of place settings, each one 
demonstrating how ideally this superb silver and fine 
china complement each other. We'll show you all the dif- 
ferent patterns in each, and you can pair your own to 
your special taste.” 

In the store’s windows, china was displayed with 
matching and contrasting sterling patterns. As customers 
came in, Miss Jaffe set up various table settings as she 
spoke to them, coordinating china with modern and tradi- 
tional sterling. The idea was to demonstrate that quality 
china and sterling go well together, regardless of patterns. 
For customers who already possessed sterling, Miss Jaffe 
built a table setting around the customer’s own silver 
pattern, using a variety of china patterns. : 

The promotion was conducted for an entire week and 
Jaffe’s worked its club buying plan into the presentation. 

(Please turn to page 216) 
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"Table Top Harmony Show" 
in a large newspaper ad. 
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PRICE INCLUDES FEDERAL TAX 


FRANCIS I WATER PITCHER IN HAND-CHASED STERLING SILVER, (1034” HIGH, CAPACITY 2 QTS.) $675.00 





IRIE JE ID & BAIRTON 


SILVERMASTERS SINCE 1824 ¢ TAUNTON, MASSACHUSETTS 


Reprinted from our distinguished series of holloware 
advertisements — part of the most extensive holloware 
advertising campaign offered by any silverware manu- 
facturer in America, Ask your Reed & Barton representa- 
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tive for full details on merchandise to be featured in our 
future ads. Be sure to see the Reed & Barton exhibit at 
the A.N.R.J.A. Show at the Waldorf-Astoria Hotel, 
August 9-13. Suite Number 779-781. 
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‘Blue-Collar’ Hollowware Prospects 


Armstrong Jewelers, in Waco, Texas, has adapted itself 
to a virtual revolution in the pattern of sales of sterling 
hollowware. There has been a change in all departments, 
but in hollowware it shows itself with greatest clarity. 

What has happened is that the top prospects for fine 
hollowware are now most likely to be carpenters, “dry- 
lands’ farmers, mechanics or construction workers, in- 
stead of the so-called “better-paid” and professional types 
of customers who were once the major purchasers of this 
type of luxury merchandise. The working men’s incomes 
have advanced with the times, of course, while the income 
of the other is often fixed while his expenses climb, leav- 
ing him little to spare. 


Armstrong devotes about 20 percent of its available dis- 
play space to sterling hollowware. Here is a typical sec- 
tion of the store, with sterling behind and on counters. 


Armstrong’s has gotten over being surprised when the 
daughter of a carpenter adds a sterling teaset to an order 
for flatware and china. In fact, the store now has a regu- 
lar policy of suggesting hollowware to all such customers. 
Some years ago, salespersons would not have embarrassed 
such customers with the suggestion, knowing that few 
could afford it; today a few minutes talking hollowware 
after such a customer has ordered her flatware and china 
is likely to result in a record unit sale. The fact that a 
bride, for example, is ill at ease and unaware of patterns 
or traditions does not mean that she has no appreciation 
of fine sterling. She has the appreciation and, today, is 
apt to have the financial backing to buy it. 

Armstrong’s new tactics invoive no changes in promo- 
tional technique or display. The only change is that sales- 
persons now make little if any distinction between the 
workingman’s daughter and the debutante daughter of 
an oil king. 





Storewide Sterling Display 


(From page 209) 


may be pointed out with the remark that a surprising 
number of settings in this particular pattern were sold 
recently. Such remarks lead the customer toward an 
interest in sterling, or at least reveal the customer’s atti- 
tude, without use of the direct “Do you want to buy some 
sterling?” approach which might often receive an auto- 
matic and unthinking negative answer. 

A table setting is, of course, an important part of 


212 


Mohlman’s interior display. It is used freely in selling, q 
with patterns the customer favors being brought to the — 
table for demonstration in a full-dress setting. (Cys. 
tomers are encouraged to bring from home pieces of | 
their own china and glass, to see how the various silver — 
patterns combine with them, when there is doubt in q ~ 


customer’s mind. 


Window displays of silverware, frequently combined 3 
with china and glass, carry out the Mohlman idea of 


keeping silver out in sight. Different themes for window 


arrangements stress different thoughts—one display may | 
be all of one pattern, with various types of china; an. | 
other may show the two most contrasting patterns in the | 
entire selection to stress the fact that there’s real oppor. — 


tunity to satisfy personal tastes in the store’s wide variety, 


Club terms are occasionally made the theme of a window 


display. 


Newspaper advertising used by Mohliman’s puts em. — 
phasis on showing the patterns, as a logical extension of © 
the store’s “Seeing is Believing—and Buying” policy, © 


Copy emphasizing the wide selection is sometimes backed 
up with a good clear photo of the store’s impressive 30. 


pattern wall panel display. “Set your table with sterling 


for only 50 cents a week.” Or “Join our Club Plan and 


enjoy your own sterling at dinner tonight” are examples © 
of the expressions the store uses in newspaper adver. ~ 


tising to make it as easy for prospective customers to 


visualize credit terms as the illustrations make it easy ~ 


for them to visualize the patterns. 





Building Better Business 


The Boone Jewelry Store, Estherville, lowa, and other 
merchants in this corn belt city have an annual sales pro- 
motion and good will building program which is packed 
with merchandising vitamins powerful enough to generate 
a steady flow of profitable business to local stores in a 
competitive trade area. 

Here are some of the things which the merchants are 
doing in that city: they stage an annual clean up cam- 


paign, a fly control program, an annual town and country | 
day, annual outdoor farm implement show and a big, © 
well attended 4 H. Fair which is dear to the hearts of | 


farm folks. 


In addition, they have developed a large free parking — 
area in this small city, and each year they aid students of 7 
local high schools and a junior college to find employ- © 
ment. They print programs of school athletic events and = 
arrange city industry and entertainment tours for city — 


teachers and farm folks from the nearby trade area. 

Other retail sales events include January Dollar Days, 
Spring Style Shows, Turkey Trot Days and a Mardi Gras. 
The merchants sponsor an annual Air Pilots’ Flight 
Breakfast and last year 256 pilots were fed at such a 
breakfast, with a total of 1,388 people attending. 

Last, but not least, they put on a big Christmas parade, 
with a local Santa giving out some 3,000 bags of candy 
to children each year. The streets and stores are usually 














well decorated and lighted for the holiday and business 
booms. 


In fact, Estherville merchants say that their promo- 


tional campaign sparks buying every month of the year 
by bringing more people to town and highlighting groups 
and civic activities. 
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Hallow Horale ‘ “Cold het | 
Knife: . ey. ee | = Fork” 


a choice of hollow handle or the smart Pistol- -Grip modeled 
handle knives. Complete with a full selection of serving 
pieces, Wm. A. Rogers Stainless is handsomely packaged 
in modern and practical chests. 


Sensibly priced and sold directly to you with full profit... 
with sales plan and selling aids. See the finest in stainless 
tableware and plan your campaign for new sales —extra 
prohts. Our representative will call on you soon. 
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Surf Maid * — notice the sleek, rhythmic lines of these pieces 
for those that demand a distinctive pattern 


Wa/A. ROGER 


Lean 4d 


BY ONEIDA LTD. 


*'l‘rade-Marks of Oneida Ltd. 








Confidence Is a Selling Point 
In Advertisements 


Sterling silver is never a casual purchase, even for the 
most affluent customer, and for the time-payment buyer 
it is likely to be a major decision. This only adds to 
the impressiveness of the fact that Stout’s, in Springfield, 
Illinois, can sell sterling sets from a newspaper adver- 
tisement to customers who may not even bother to come 
into the store to place their order or examine the mer- 
chandise. 








FOR 24-PC. STERLING SETS ON 
OUR SILVER CLUB PLAN 


@Receive your entire set with the first payment 
@4 place settings (24 pieces). $2 down. $8 month, 
@6 place settings (36 pcs.). $3 down. $12 month. 
@8 place settings (48 pcs). $2 down. $16 month. 


GRAND BARUQLE 
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The secret of Stout’s ability to sell sterling in this 
seemingly casual manner is a background of 38 years 
of business which has built up public confidence to a high 
level. “Public Confidence—Over 38 Years” appears at 
the head of Stout’s Silver Club Plan advertisement to 
remind customers of this fact. 

To make it practical for customers to make use of the 
coupon in the Club Plan ad, Stout’s is careful to use 
large, clear line drawings of the sterling patterns offered. 








The Bride Selects 
(From page 210) 


Ad copy was especially directed to brides, who were 
invited to register their pattern preferences with the 
store’s bridal consultant. 

Miss Jaffe pointed out that the store has a continuing 
promotion program for china and silver which has pro- 
duced excellent results. On an average of once a month, 
a newspaper ad is run which features a photograph of a 
Niagara Falls bride-to-be and her sterling pattern 
selection, 

A brief background sketch of the bride-to-be is also 
carried in the ad to provide human interest appeal. “This 
plan is very effective,” Miss Jaffe stated. “Often a mother 
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will start her daughter’s sterling collection just for the 
photo angle.” 

Typical of this ad series was one which appeared 
recently with a photo of Miss Jo Anne Heider. It gave 
the bride-to-be’s silver pattern selection. The copy read, 
““Jaffe’s had the pleasure of helping in this important 
selection and have registered her pattern so that friends 
and relatives may add to it.” 

Jaffe Jeweler, Miss Jaffe said, carries over 100 sterling 
and 24 china patterns. The firm actively capitalizes on 
pride of possession in quality china and silver; its pro. 
motions are imaginative and stimulating. Miss Jaffe 
expressed her gratitude to the “Niagara Falls Gazette” 
for its splendid work and cooperation in the store’s 
advertising. 





Roedel’s Institutional Ad Copy 


Its dependable service in the community for more than 
45 years was pointed up by Roedel’s Jewelers, 255 Gene- 
see St., Utica, N. Y., in an institutional newspaper ad. 

Said ad copy: “It takes a lot of confidence from a lot 
of people to keep a store in business. We have enjoyed 
your grandparents’ business, your Mother and Dad’s 
business and now yours. Incidentally, we feel as modern 
as tomorrow, even if we are old timers as jewelers. 

‘“‘We pride ourselves that our diamonds are just as we 
represent them. We carry only the finest quality of cut, 
color and perfection. Our watches are the better makes. 

Silver from the finest of silversmiths. Crystal, many 
styles and makes, from the simple cuttings to the fancy 
types. 

“Many other gift lines that are bought for you. With 
this diversification of business we feel and know that we 
can afford to be reasonable in our prices.” 





Giant Spoons of Sterling Silver Draw 
Crowd to Jeweler’s Exhibit 


Enormous sterling teaspoons more than four feet long 
and all in perfect proportion drew crowds to the windows 
of J. E. Caldwell & Co., Chestnut at Juniper St., Phila- 
delphia. There were two of the monster spoons in the 
window, each dwarfing the normal size spoon which rested 
on it for comparison. Another giant was displayed on a 
table just inside the store entrance. 

The big spoons were the crowd gatherers for the store’s 
display, labeled “an Important Exhibit of Sterling Flat- 
ware,” which received enthusiastic public support. The 
exhibit featured a huge table, set with a great variety of 
place mats each holding a single place setting with har- 
monizing silver, china and glass. As a background edu- 
cational feature, there were enlarged photos of the manu- 
facturing process serving as backdrops for samples of 
forks in various stages of completion, and for samples 
of the equipment used in manufacturing. Brochures on 
the choice, use and care of silver gave interested visitors 
something to take home and talk about. 

The giant-size spoons, exact scale reproductions of 
popular sterling patterns, are hand wrought of solid 
silver. Two hundred forty spoons could be made out 
of the 200 troy ounces of silver from which each of the 
big spoons was.made. Gorham owns the spoons. 
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This striking ad in 
top publications 
will pre-sell Stegor 


to your customers 


In November and February. . . Stegor ads will appear 
in the following magazines with a total circulation of 
over 3,000,000 readers: House Beautiful, Sunset, Charm 
and ‘Today’s Woman. 


Ex.ensive Dealer Promotional Tie-In Material Available! 


Informative sales training manuals for your personnel, 
newspaper mats, envelope stuffers, display cards, win- 
dow display pieces, place setting displays. 


Get all the details 


on this ereat new line! 


Just fill in the coupon 

and mail it today, 

or see Stegor in our showrooms 
at 6 West 48th St., N. Y. C., 


and 1226 Merchandise Mart, Chicago 
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STAINLESS FLATWARE 
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by MADELINE LOVE 


1p? YOU capitalize to its fullest extent on your reputa- 
tion in your community for high integrity? Every 
jeweler must have that reputation if his townsfolk come 
to him for diamonds and other fine gems. The quality of 
such gems is a matter between the jeweler and his cus- 
tomer, and only the trustworthy jeweler gets and keeps 
the customer’s respect—and his business. 

You have that reputation or you wouldn't be as suc- 
cessful as you are. And you can utilize it profitably in 
your china, glass and gift department. 

Anticipating a retort to that statement, it is admitted 
that a brand-name china plate in your store is of exactly 
the same quality as a plate from the same manufacturer 
on sale in the department store. If you have selected 
good patterns in good lines of tableware, their quality 
is intrinsic and you cannot tell the customer that yours 
are better than your competitor’s. 

But the integrity of the merchandise lies with the manu- 
facturer. Yours is in knowing what brands to select; 
which designs are best suited to your community’s tastes 
and ways of life: how to coordinate the designs with 
other table accessories; and how to use them correctly 
and smartly. You can be—you should be—the arbiter 
of table fashions for your whole community. With a few 
exceptions, the department stores are letting their china 
and glass departments slip into the doldrums of “promo- 
tions,” luring customers not with quality but with “special 
prices.” 

Promotional merchandise is usually no better than its 
bargain price and does no permanent good for the store. 
You, as a jeweler, have no need for it. You have some- 
thing much better—your reputation for secure quality. 
Backed by your integrity, you can promote (to use the 
word in its dictionary definition) your own fine wares 
through sound merchandising, advertising, and display. 

% % % 
LBERT W. SAGE. formerly sales and promotion 
manager for Castleton China, Inc., has joined the 
Jackson Vitrified China Co., Inc., as assistant to the 
president, Philip Distillator. Mr. Sage will devote his 
attention to the sales and management departments. 

And it has been announced that Val St. Lambert. Inc.. 
Belgian glassware manufacturers, has appointed Vogue 
Ceramics Industries, Inc., a subsidiary of Jackson China. 
as its exclusive selling agent in the United States. Vogue 
also represents the famous Sevres pottery, of France. 
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HE 16th semi-annual Mid-South Gift and Jewelry 
Show is scheduled for August 18 through 20 in the 
Hotel Peabody, Memphis, Tenn. A. J. Cory, of Memphis, 
is manager. 
% *% *% 
ILLIAM M. BECKLER, general sales manager for 
Libbey Glass division of the Owens-Illinois Glass Co., 
of Toledo, has appointed Ralph R. Sutter as manager of 
the newly-established branch office of the company in 
Cleveland. Mr. Sutter has been manager at St. Louis, 
and his place there is being taken by James M. Wilce, who 
has been working out of the Chicago office as a premium 
salesman. The new Cleveland office is at 815 Superior 
Avenue. 





RALPH SUTTER 


Libbey’s Toledo office has been moved to 432-433 New 
Center Building in Detroit, with Robert J. Snyder, sales- 
man in the Toledo office, moving to Detroit to take charge. 
Larry G. Busdieker has been made manager of the Seattle 
office, and Donald A. Marquis, assistant at Seattle, has 
been moved to the Los Angeles branch. 


* * * 


HERE will be a third china and glass show in Pitts- 

burgh next year, during the same period as the Glass 
and Pottery Exhibit at the William Penn Hotel and the 
Keystone China and Glass Show at the Fort Pitt Hotel— 
January 6 to 13. It will be known as the Carlton House 
China, Glass and Pottery Show, and will be held at that 
hotel under the management of John T. Walsh. 


% * * 


NV ISS MYRA WELLINGTON, who has been buyer- 
manager of the china, glass and antique depatt- 
ments of Jacobs Jewelers, Jacksonville, Fla., for the past 
20 years, has been elected vice president and a director 
of the company. Thoroughly versed in her field, Miss 
Wellington has addressed many Jacksonville organiza- 
tions on the subject. 
% * ot 
HE first United State International Gift and Fancy 
Goods Show will be held August 24 to 30 at the Hotel 
Astor, New York. It is expected that manufacturers and 
importers from all over the world will participate. 
- % # 


LOCAL QUARRELS—tThe city or town doesn’t exist 
wherein some local quarrel is not going on at all times 

. whether between one business man and _ another. 
between groups or clubs, political parties, local news- 
papers. or just plain people. Taking sides in _ those 
quarrels alienates the business friendship of the other 
side in almost every instance: something most difficult 
to win back in the future. 
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MORE REASONS THAN EVER 
' FOR STOCKING FAST SELLING 


Silverplate 


fom re 


King Ledward .=.. 













"GREATER PROFITS .. . 
SMART HARDWOOD CHESTS .. . 
SERVICES FOR 6, 8, and 12... 
e FREE SELLING AIDS... 
CHILD SET PACKAGING... 
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These Important Features... 


AT THE \ ee @ WIDEST ASSORTMENT OF SETS 
A.N.R.J.A. \- —, - . é : @ MOST EXTENSIVE OPEN STOCK 


CONVENTION ae 
ROOM 685 —_ @ MIRROR FORGED STAINLESS STEEL 


BLADES WITH SERRATED EDGES 


@ UNLIMITED SERVICE GUARANTEE 
@ SECTIONAL OVERLAY ON ALL STAPLE PIECES 


SILVER COMPANY 
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NEW CHAFING ENSEMBLE 
cooks, serves, keeps foods 
hot—the gift story 
of the year. 





Sliver 
plate! 


THE BUTLER’S WHISKER* 
silent butler and table 
crumber with hideaway 
brush. Irresistible! 


There’s a pleasant shock in store for 
you—two brand-new ideas designed 
to give your business a real lift. 


Look for them at the Trade Shows. 


THE SHEFFIELD SILVER CO. 


MADE IN U.S.A. 
17 Crosby Street, New York, N. Y. 





* Pat. Pending 
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Opening Day Promotion Gets Store 
Off on the Right Foot 


Traffic-pulling displays and strong promotional activity 
of an institutional nature were employed with good results 
during the formal opening of the remodeled jewelry store 


of Bernard J. Koblenz, 99 Pearl St., Albany, New York. 


Several unusual items in the field of silver, diamonds 
and watches were secured for display on opening day, 
helping draw traffic to the completely modernized store, 


Getting steady attention were a pair of gold and silver 
champagne buckets made in 1806 for King George III of 
England. Each weighs several pounds. Originally the 
buckets were owned by the British Royal family, later by 
the Rothschild collection and now by a private art coi- 
lector from Israel. 


Another unusual silver display was a sterling tea set. It 
consisted of six pieces and is valued at $3,200. 


Among numerous diamonds, both rough and finished, 
secured by Koblenz for his formal opening was a 714 
carat pear-shaped one valued at $15,000. There were 
numerous diamond rings and an unusual heart-shaped 
diamond necklace which has appeared on several ‘TV 
shows. 


Among interest-getting watches on display was a dia- 
mond studded woman’s watch valued at $2;000 and a 
yellow gold man’s watch with an artistically enameled 
face. 


Koblenz used full page newspaper advertising to create 
interest in his remodeled store, employing the theme, “It’s 
The Talk Of The Town. A Jewelry Store Beautiful Be- 
yond Words, One We’re Proud To Own And To Serve 


You In...” 


The ad carried a photo of the front of the new store, as 
well as a personal message from Koblenz which read in 
part: “We feel proud that after 38 years of reputable 
dealing with the public, we are able to expand our store 
for your convenience. Each of you who attend will receive 
a very worthwhile gift just for coming in to say Hello. 


“Let us again thank you who have known us for so 
many years. Please know that our new store, modern and 
complete in every respect, has been brought about by 
your good will and confidence.” 


Photos of Koblenz and members of his staff were car- 


ried in the ad which also featured a series of “Opening 
Week Specials.” 





Factory Workers’ Repair Service 


A special service for “factory workers only” has brought 
extra business for one jeweler in an industrial town. 
Every Monday, the watch repair department only of the 
store opens at 6:00 A.M., as a courtesy to factory work- 
ers on the day shift. The store promises the working 
men that every watch brought in between six and nine in 
the morning will be ready to pick up on the same day at 
5:30 P. M. 

The store has a fixed $2.00 charge for this special 
service, except where “major repairs” are essential. 
Bulletins are sent to all factories in the area for posting 
on plant bulletin boards, to remind employees of the 
special time-saving early opening and’ special flat rate. 
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it’s the siory of the floor dedes . 
“-- ~~ that aristocrat of timekeepers. 





| You'll find. it. iitecesting iit 
short, concise review of the pageant — 
|. ° of timetelling; the evolution of — ~ 
'~ chimes; the history of the moon ~ 
/ dial; the development — of dig ae 
tant styles. — 5 


















You'll find it eae to ton 

this information as an aid in sell- 

ing, as a help in increasing appre- 

| { . ciation for the most distinctive 
* furnishing created for the hotness 

‘the fleor clock. oO 



















THE HERSCHEDE HALL CLOCK COMPANY 
CINCINNATI 6, OHIO. — 
New York Office and Showbeen =. oS S 

37 West 47th Street es 
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account of their origin, verse, 


music, legends. It includes the 
most famous chimes of all — ELECTRIC 
Westminster Chimes, the melody 
that is reproduced in every 
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Send for brochures Bhostraiieg the: oo 
Herschede line of 39 designs and 
the Revere list of 19 models. In the - 
‘two brochures every type of clock 
is presented—floor, mantel, tel S| 
wall; soapabtee ip hand-wound. oe 
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Herschede and Revere Clocks are 
consistently advertised in influen- 
tial, national magazines — House 
Beautiful and House ond Garden. 




















THE REVERE CLOCK COMPANY, Cincinnati 6, Ohio 
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Dramatizing Watch Repairs 


A “prescription blank” patterned after those used by 
druggists and doctors, with a Rx symbol in big black 
letters at the top left corner, is used to good effect by one 
jeweler with a busy watch repair department. The “pre- 
scription blank” is filled out on every repair job, and lists 
the exact nature of the repairs made and the cost. Cus- 
tomers who leave a watch for an “estimate” get a blank 
filled in with a description of exactly what needs to be 
done, and why. Duplicates of the Rx blanks are kept on 
file to guide the watch repair men when the same time- 
piece comes in on future occasions. 





A Planned Program for Merchandising 
Portable Typewriters 


A highly profiable “specialty field” for the established 
jewelry store, but one which is frequently overlooked by 
the jeweler in the press of other merchandising opera- 
tions, is portable typewriters, according to a consensus of 
prominent western jewelers who have shown consistent 
success in the field. 

Many prominent retail jewelers, such as Mermod- 
Jaccard-King in St. Louis, Jaccard’s of Kansas City, 
Resnick’s in Portland, Maine, Frumess’ in Denver, Colo- 
rado, etc., have found that providing a planned program 
is developed, portable typewriters can rank high in vearly 
turnover. The chief reason why many jewelers have been 
disappointed in the past with the rate of turnover accom- 
plished in portable typewriter sales lies entirely in the 








fact that “specialty selling methods for a specialty item” 
have not been applied. 

The best answer to the portable typewriter selling prob. 
lem, according to these leading stores, lies entirely jn 
operating the department with a well-defined plan, ang 
one which fits into the jeweler’s highly specialized appeal 
to the public. While merchandising plans from one store 
to another differ slightly, all have developed a clear, 
sharp sales plan which takes into account all aspects of 
the market, and provides proper compensation for them. 
“Only with a step-by-step plan, taking into consideration 
competition, the buying habits of typewriter purchasers, 
etc., is it possible to derive full profit from portable type. 
writer promotion,” one jeweler indicated. 

A typical selling plan, used by a Kansas City jeweler, 
is broken down into 7 points. These are: 

1. Carrying all nationally-advertised, favorite lines. 

2. Constant use of active, interesting window displays, 

3. Practical interior displays, which allow potential 
customers to practice on the typewriters as they wish, 
without interference. , 

4. A simply-operating credit plan, which does away ~ 
with the high down-payment objection, and can be bal- ~ 
anced out to meet the low-income students’ problems. ; 

5. A direct appeal to college students and high-school 
students, who are the most likely portable typewriter 
prospects. 

6. A secondary appeal to businessmen who carry out 
part of their daily business operations at home. 

7. A “loan-out system” whereby prospective customers 
may familiarize themselves with the machine. 
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| strictly Refiners 
Not Manufacturers 
of Jewelry 
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21 West 46th Street 
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| Metals of Guaranteed Purity 


GOLD - SILVER - PLATINUM - PALLADIUM 
- RUTHENIUM - RHODIUM 


W. solicit gour Sweeps °° 


Filings — Scrap Gold and 


— Your OH Gold Shipments 


Kastenhuber & Lebrfeld, Ince. 


Tel. LUxemburg 2-2320 


* OSMIUM 


Platinum — Metals 


WILL RECEIVE 
Special Attention 


New York 19, N. Y. 
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BUY-APPEAL 


Right in style... in Quality . . . in Price 
makes this new CARL-ART jewelry irresistible 
Ron Gallelamaelneleecmrelias 
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SOLD EXCLUSIVELY THROUGH WHOLESALERS 





Fair Pulls Town and Village Traffic 


The giant Thruway Plaza shopping center near Buf- 
falo, N. Y., staged a unique “Erie County Days” promo- 
tion aimed at pulling trafic from towns and villages 
throughout the Erie County, N. Y., area. The event lasted 
six days, and stressed a county fair atmosphere planned 
to link the big new shopping area more closely with the 
local traditions and history of the area. 

Jewelry retailers are represented at Thruway Plaza by 
a unit of Glickstein’s Jewelers, a chain with five stores 
clustered in this part of New York State. 

Retailers in the center set aside window and interior 
space for numerous Erie County service, social, civic and 
welfare organizations, whose booths and exhibits formed 
a cross-section of the activities of the area. A toy balloon 
ascension contest, resembling on a small scale the balloon 
ascensions which were once a main feature of rural fairs, 
was staged for the boys and girls with the cooperation of 
the Erie County Youth Recreation Program. 

Double-truck newspaper advertising, radio and TV 
spots were used to promote the event. Here’s the way 
the plaza merchants told their story: 

“Come to Thruway Plaza all this week for the bargain 
buys of a lifetime. Thruway merchants went into every 
market and merchandise source for these special sale 
features, and present them in a friendly, neighborly 
atmosphere of Erie County Days. Come and meet your 
country cousins. See the interesting exhibits sponsored 
by your many Erie County organizations and public 
services.” 














How Would You Have Handled It? 


The customer showed definite interest in a three 
stone diamond ring set in platinum with 24 small] 
diamonds. But he made one stipulation to A. M, 
Burque, Nashua, New Hampshire jeweler. He would 
purchase the $3500 ring, the customer said, pro. 
viding it could be insured for at least $3000, 

Burque readily agreed to the stipulation. The cus- 
tomer brought the ring to his insurance company, 
which in turn delivered it to another jeweler for 
appraisal. The jeweler, claiming to be a diamond 
connoisseur, appraised it at $1250. 

Naturally, the customer was upset by the news of 
the appraisal and he returned the ring to Burque. 
His reputation at stake, Burque made an offer: if 
the customer would take the ring to a reputable 
Boston jeweler and get a signed appraisal, he would 
pay the customer’s traveling expenses. 

The customer agreed and he left for Boston, per- 
haps a little sceptical. He returned to the Burque 
store a few days later, his confidence in the jeweler 
fully restored. The written statement appraised the 
three diamonds at $3000 and the setting at $1800. 


Write us a note about your unusual business experience 
(Literary style is unimportant) $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
































Genuine European semi-precious 
stones of immense size, as pictured 
—each a superlative gem. 





Each stone suspended from a 
stunning rope chain, in choice of 
1/20 12K Gold Filled or 14K 
Solid Gold. 

Just one item from our 
complete deluxe line of 
Queen of the Nile 
Scarab Jewelry. 


WRITE FOR CATALOG! 
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PREVIEW OF THE SENSATIONAL NEW 
PYRAMID LINE OF SCARAB JEWELRY! 


The newest and the biggest thing to hit 
the scarab jewelry market since Cleo was a girl! 
Exciting new fashions featuring first quality 
stones and soldered links at mass market prices! 
Here’s one exhibit you can’t afford to miss. 


VISIT THE FOYER OF THE ASTOR ROOM —WALDORF-ASTORIA HOTEL 
ANRJA CONVENTION, NEW YORK CITY — AUGUST 9th TO 13th, INCL 


TRADE-MARK REG. U.S. PAT. OFF. 


The Signature on America’s Finest Scarab Jewelry 


CHICAGO: 10 SO. WABASH AVE. © 714 SANSOM STREET, PHILA. 6, PA. 
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They’re New... 








Table-Top Fashions 


|. Decanters by Waertsila-Notsjoe, of Fin- 
land, in crystal, smoke, green; 4 shapes are 
Taverna, $7.50 retail; Marjatta, $10; Hilkka, 
$8.50; and Fennia [in crystal only) $5. 
Available from Waertsila Corp., of New York. 


2. "Avon'"'—-gay design of botanical sprays 
done in soft colors was evolved from an old 
Wedgwood print of last century, enameled by 
hand; the 5-pc. place setting is $20.25 retail. 


i ion is this tall, 
From Josiah Wedgwood & Sons, Inc., of N.Y.C. 5. A Good Design selection is this ta 


slender cocktail shaker in Orrefors crystal 
from Sweden—designed by Ingeborg Lundeen. 
Cocktail glasses to match. Sold in East by 
Fisher, Bruce & Co.; in West by Axel Zacho. 





3. This silverplated casserole is Ii" wide 
and 7" high and is equipped with two-quart 
removable Pyrex liner with two sections. It 
may be retailed for $18. Nationally adver- 
tised. By Sheffield Silver Co., New York. 


4. New "Florentine" design in china dinner- 
ware has teal green shoulder done under the 
glaze, decorated with delicate filigree in 
white enamel; 5-pc. setting, $11.95 retail. 
By Jackson Vitrified China Co., of New York. 5. 





6. Fashioned in solid bronze is this new 
hunting-scene silhoutte sculpture, mounted on 
curving mahogany base; it is 27" in length 
and 12!4" in height. Made in Vienna, it is 
sold by Hudson Art Importing Co., New York. 6. 
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... They'll Be Selling 


and Home Accessories 


|. Bordered with a wreath of flowers of 
the English countryside in gay natural 
colors is the “Hazel Dell" design in 
Spode earthenware. Immediate delivery 
from Copeland & Thompson, Inc., N. Y. 


4. “Almond Willow" in English dinner- 
ware, inspired by foliage of American 
almond willow tree, is done in subtle 
tones of green; five-piece setting re- 


tails $6.70. Doulton & Co., Inc., N. Y. 





2. From a new series of decorative ac- 
cessories in ebony or ebony and crystal. 
The square-footed vase 7!/2" tall may be 
retailed at $7.50; 8'' handled vase at 
$2.50. Fostoria, Moundsville, W. Va. 


5. In Waterford crystal from lreland— 
one from a group of eight designs in 
creams and sugars, richly hand-cut, to 
retail from $10 up; design shown, $10. 
From Geo. Borgfeldt Corp., New York. 





3. “Golden Clover" on Franconia china 
has leaves and blossoms in golden brown 
highlighted by gold, lines of color and 
gold. Five-piece setting $14.35 retail. 
Sold by Herman C. Kupper, Inc., N. Y. 


6. Done in pale pinks and soft greys, 
this is the "Thistle" pattern on the 
"Museum" shape in china dinnerware, 
with platinum line; 5-pce. setting $16.75 
retail. Castleton China, New Castle, Pa. 
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Separate Gift Shop Location 





Stars Luggage, Home Accessories 





Above: the travel agency occupying small room at the 
rear of the Davis gift shop brings a steady stream of 
potential customers past the shop's display counters 
and tables. Home decorative accessories (right) are 
featured; items follow trends of style in home decor. 


Mi any jewelry stores now maintain a gift 
department, and as often as not one of its important func- 
tions is the creation of extra store traffic. A wide selection 
of gifts gives people an excuse to visit the store more 
frequently so that, in addition to an occasional gift pur- 
chase, they have the opportunity to become interested in 
the store’s basic merchandise of diamonds, watches, cos- 
tume jewelry, silver, etc. 

Davis Jewelry Co., the oldest jewelry store in Las 
Vegas, Nevada, has adopted another approach. Mrs. 
M. W. Davis, proprietor, has opened a large and exten- 
sively stocked gift shop several blocks away from the 
parent store. As Mrs. Davis explains it: “By maintaining 
a separate gift shop, I am able to stock and display a 
much larger line than would be possible if it were only 
a section of the main store. On the other hand, it has 
the prestige of its jewelry store background, so all patrons 
know that dependable merchandise is carried. It also 
enables the parent store to adhere to strictly jewelry 
lines—silver, watches, diamonds and other jewelry.” 

A feature that makes this gift shop a particularly 
happy arrangement has been the leasing of one of a pair 
of small open rooms at the rear to a travel service office. 
This office brings in a steady traffic of visitors to the city, 
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Although several blocks away from the 


main store, Davis Jewelry Co.’s gift shop 


has prestige of its jewelry store background. 





by W. B. STODDARD 


or local residents planning a trip, who must pass through 
the entire length of the gift shop, past the attractive dis- 
plays. In the other small room at the rear, the gift shop 
has its own Travel Accessories Shop for luggage. Visitors 
to the travel service offices are naturally good prospects 
for luggage and the department, featuring only one 
quality line, is one of the shop’s most profitable. 

The Davis gift shop, called the Merchandise Mart, 1s 
managed by an interior decorator, Miss Hilda Minshall. 
She has discovered, among other things, that artificial 
flowers are a profitable line in Las Vegas, where heat 
and low humidity wither cut flowers quickly. The arti- 
ficial flowers, displayed in crystal vases and ceramic 
bowls, bring many combination sales. Brass is another 
good line. Baby goods have a special case of their own, 
lined with pink and blue, where many silver items from 
the main Davis store are displayed. China and crystal 
tableware is an important part of the gift shop’s stock, 
and brides are invited to inspect the lines and choose 
their patterns. 

Along with the luggage, there is a large stock of small 

(Please turn to page 234) 
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EBONY GLASS 


Announcing new Fostoria gift items featuring 
jiet-black EBONY GLASS. The few we show 


here will give you some idea of the customer- 





appeal these handsome pieces will have in 
your store. Some are all ebony; some are 
crystal combined with ebony; some are 
decorated with gold. For details of the 
full line, contact your Fostoria representa- 


tive—or write direct. 


FOSTORIA GLASS COMPANY 
MOUNDSVILLE, WEST VIRGINIA 


Member, Glass Crafts of America 
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Profits and Pitialls 


Vines Jewelers, Portland, Oregon, offers help 
to the jeweler who’s wondering whether major 


appliances “go” with jewelry merchandising. 





















The fact that some jewelers have been suc- 
cessful with major appliance departments definitely does 
not indicate that all jewelers should enter the field. But 
some should. That is the opinion of Vines Jewelers, in 
downtown Portland, Oregon. In the past ten years this 
firm has doubled its space largely as the result of its 
major appliance business. But the store’s executives dc 
not recommend such merchandise for every jeweler. 

Vines Jewelers, a 40-year-old operation, is rated by 
one of its appliance wholesalers as one of the top five 
jewelers in Oregon in appliance volume. Since the ad- 
vent of its appliance department the store allows a third 
of the floor space for small traffic appliances, large white 
goods, and a TV department. 

“We've built our business on a customer-family basis,” 
explained Jerry Vines, treasurer of the company. “Our 
location is not the best for sidewalk traffic, so we’ve de- 
veloped a close relationship with customers, knowing 
them by their first names, whether they own a watch— 
and what kind, etc. 

“But if we let our regular customers go to a depart- 
ment store for their purchases of refrigerators or TV sets, 
they might go to the department store’s jewelry counter,” 
he stated. 

Established in 1912 by Harry H. Vines, the store is 
now managed by Morton Vines, president; Jerry Vines, 
treasurer; and Sam Zaik, vice president. They have 
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An Appliance Department's 









Jerry Vines, treasurer of Vines Jewelers in 

Portland, Oregon, shows a_ coffeemaker. 

Quality small items like this, he says, help 

round out the store's appliance lines. Vines 

first got into the appliance business via 
waffle irons, toasters, etc. 


Vines owns a corner location in downtown 
Portland, and has 150 ft. of windowed 
frontage for adequate display. Appliances 
occupy about one-third of total store area 
with the emphasis on television at the 
present time. Ability to offer immediate 
delivery is an important selling point. 


by LAMAR NEWKIRK 


geared merchandising to include their jewelry as well as 
appliances. If jewelry advertisements fail to pull cus- 
tomers, sales pressure is put on appliances, or vice versa. 
This helps keep store volume steady without the peaks 
and dips of a one-line store. 

Another major part of merchandising, of course, is 
the window displays. One large window is at sales 
floor level and can be used to display major appliances. 
Now it is exclusively TV and will continue to be so long 
as this is a major purchase item among Portlanders. 
Another window normally carries a varied display of 
traffic appliances, tied closely to interior merchandise 
displays on islands or open shelves. 

Major and traffic appliances often are given as much 
as 50 per cent of show window space along the 150 
feet of store frontage. For special events and holiday 
seasons, wholesalers send their own window experts. 

The store quite naturally entered the small appliance 
field with traffic items handled by jeweler wholesalers— 
toasters, waffle irons, etc. 

As the Vines explain, it was a natural move later to 
increase display space for traffic appliances as manufac- 
turers diversified their lines, added steam irons and 
other wares to draw housewife shoppers and gift pur- 
chasers. 

It was Morton Vines who pushed the first displays of 

(Please turn to page 236) 
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The Magnificent “GOLDEN CHESTNUT” 


Fine Bavarian Ghina by Heinrich & Co., Germany 


shapes which won the coveted Gold Medal at the Milan Fair, in 
competition with the finest chinas of Europe. Golden Chestnut is 
truly one of Heinrich’s finest! To be nationally advertised, in full 
color, in November House Beautiful and December House & Garden. 


Artistic in design, brilliant in execution, Golden Chestnut will add 
new lustre to the world-famous name of Heinrich! 

The chestnuts are hand-painted in gold with leaves toned in the 
various russets of Autumn. High in style, with service pieces in 


RETAIL PRICES 
Service for 8 $185.50 —63 Pec Service for 8 $235.00—93 Pe Service for 12 $343.00. 


Five piece place setting, $15.00—53 Pec 
Exclusive placement now available. Order now or see this handsome pattern at: 


Complete open stock service! 


EBELING & RBREUSS COMPANY 


Main Office: PHILADELPHIA 6, PA. NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
707 Chestnut St. 225 Sth Ave. 1557 Mdse. Mart 527 W. 7th St. 


Our Salesmen Cover the Entire Country 
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Getting People to Read Your Ads 


Attention is the foremost problem in advertising. Ii 
you don’t get it, even copy that sings as it sells won't 
produce results because people will not hear its message. 
An ad that misses out in the attention department misses 
out altogether. But pure attention value for itself isn’t 
worth a great deal. Results are determined by who the ad 
stops and not how many people see it. It happens some- 
times that an ad designed for maximum attention value 
falls flat on its face in spite of the fact that thousands of 
people see it. If they are the wrong kind of people, few 
—sometimes no—sales will result. Only the attention of 
prospects is worth going after. 

There are three factors which contribute to an advecr- 
tisement’s attention value. These are the headline, the 
illustration (or illustrations), and the overall format of 
the ad. 

Three formats in themselves have almost sure-fire atten- 
tion punch. All can be adapted easily to jewelry adver- 
tising. The three are cartoons, human interest photo- 
graphs, and “editorial”: copy. 

The Bureau of Advertising of the American Newspaper 
Publishers Association set out one year to isolate factors 
which get the readership for some advertisements. Among 
the ads they studied, the highest ranking in every case 
were cartoons. Cartoon “strip” advertising is not easy for 
the average jeweler to adapt to his own programs. Not 
that it isn’t good, but it takes professional art talent of a 
high—and expensive—order to turn out a good job. But 
single spot cartoons can be purchased inexpensively from 
national services, for 25¢ to $1.00 each, in either mat or 
electrotype form. These cartoons usually depict situations 
which are comic in themselves. Home-made caption lines 
can tie them in for jewelry advertising. 

The human interest photographs which produced such 
good results, according to the Bureau of Advertising 
studies, were not mere cheesecake or baby pictures. They 
were pictures of real personalities who used or endorsed 
the advertised products. Many jewelers induce their own 
customers to consent to this kind of advertising, and 
achieve strong attention value as well as “testimonial” 
sales effect. 

Many jewelers believe that a headline must be short in 
order to pack attention punch. This is about as valid a 
rule as saying that people over five feet ten inches can’t 
play golf. 

A headline should tell its story in the fewest possible 
words. If twelve words are needed, a twelve-word head is 
better than a four-word one that does not tell the full 
attention story. Abraham Lincoln was once asked by a 
heckler how long a man’s legs should be. “Long enough 
to reach the ground,” answered ready-witted old Abe, 
and the same rule applies to headline length. Headlines 
should be long enough to reach the customer with an 
attention-getting message. 

Trying for headline brevity, an insurance company 
captioned one of its ads, “Are you living in a circle?” 
The response was pretty poor, so the company re-inserted 
the identical advertisement with a changed headline. The 
longer (but now complete) headline read: “You can 
laugh at money troubles if you follow this simple plan.” 
It outpulled its short predecessor by thousands of 
inquiries. 
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Where the headline and illustration are placed in rela. 
tion to each other affects the amount of attention your aq 
will get. Studies of readership have shown that the begt 
place for the headline—generally speaking—is at the right 
of the illustration. Next best place is at the left, then below 
the illustration, then above it. 





Separate Gift Shop 


(From page 230) 


leather goods; leather sells well as a man’s gift all year 
round and the small items take on extra activity in Au. 
gust and September, when young people are starting off 
to school. 

The Davis gift shop relies heavily on radio to supple. 
ment the traffic brought in by the travel service, and goes 
on the air with at least two spot announcements every 
day, quite separate from whatever advertising the main 
Davis store may do. On Saturdays and Sundays four 
or five spots are frequently used. All lines are featured 
in turn, but the quality leather and luggage lines are 
especially responsive to radio promotion. The bridal 
market is also good for this merchandise—all engaged 
girls receive a special personal note inviting them to see 
the store’s leather lines. 





Selling Slants ... 


A Pennsylvania pharmacy keeps customers 
happy while they wait for a prescription to 
be filled by giving them courtesy slips good 
for free coffee or a soft drink at the store’s 
fountain. 


(mM WAITING FOR 
MY REDUCING PILLS 





eter at eS): eee 


Your store doesn’t have a soda fountain, 
we’re sure, but there’s probably one not far 
away. Why not work out a deal with the foun- 
tain operator so that you could park a cus- 
tomer at his fountain with a cup of coffee 
when there’s going to be a short delay ona 
repair or service job. 

The fountain operator would be glad of 
the extra traffic, and you would be turning 
possible irritation into a benefit. The man 
with a tiny store and a busy watch repair 
trade could use this idea to best advantage. 
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me's ttigh landers 


the newest in Hostess Sets by LIBBEY GLASS 
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Tromblens-t5 nail. 
at about #BE2 fn ¢ 


omulene te natril. 
al wboit $552 or 8 


(Prices slightly higher 
in South, West and Canada) 


Here’s advance news about your newest 
Libbey profit-maker . . . a preview look at 


HIGHLANDERS, Libbey’s new Hostess Set 


promotion for Fall. 





11 oz. 16 oz. 10 oz. 
Pilsner Cooler Hi-Bal| 
or Beverage 


wear off . . . genuine 22-K gold-banded rims 


Big full-color, full-page national adver- are guaranteed against chipping: “A new 


Li 


13 oz. 
English 
Hi-Bal! 





4% oz. 6 oz. 


Cocktail Old 
or Wine Fashioned 
or Sour 


2 oz. 
Jigger 


tisements this Fall start the promotion roll- 
ing. And there’ll be plenty of other promo- 
tional material available, including news- 
paper mats and dealer displays. 

Freda Diamond designed these colorful 
beauties . . . decorated them with the color- 
ful, authentic tartans of eight of Scotland’s 
most famous clans. 

Like all Libbey glasses, colors are perma- 
nent—fired on so they won’t wash off or 


glass if the rim of a Libbey ‘Safedge’ glass 
ever chips.” 

This matched beverage set is ideal for Fall 
and Winter promotions . perfect for 
Christmas gifts and today’s trend towards 
casual living and informal entertaining. 


Make sure you’re on the profit band- 
wagon. Start making your plans now! To 
order, contact your Libbey Glass distribu- 
tor or write to Libbey Glass, Toledo 1, Ohio. 





ESE LIBBEY GLASS shibu ot Qe 


ESTABLISHED 1818 





8 of one size (each with a different Scottish 


Tartan) prepacked in this attractive gift box LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo |, Ohio 
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Appliance Department 


Selling Slants ... 


The time-honored custom of the “Baker’s 


(From page 232) 


Dozen” ... giving 13 items when a customer heavy appliances, then considered a major step for a 
buys 12... is being expanded by alert re- iewelry store. They moved. and customers bought jew- 
tailers to keep customers coming back and elry items, too. 

increase sales volume. Then, at war’s end, it was found a fairly large stock 


had to be carried to insure deliveries and adequate floor 


OK. LETS HAVE ) —.3 i 
displays. This led to a decision to push appliances more 


ONE ON THE 





al 





HOUSE actively through advertising and allocation of more sales 
——— floor space through enlarging the store. 


It paid handsomely. Sales in the appliance depart. 
ment rose an estimated 300 per cent and led to further 
expansion of the store to care for sales space needs. 

Video has outstripped all other appliances, although 
small radios still are a top drawing card. But the T\ 
impetus isn’t expected to be “hot” indefinitely, so the 
Vines are prepared to gear their appliance department to 
changing markets. 

“That is a major requirement of a successful depart- 
ment,” Jerry Vines points out. He has several other 
major points of interest to other jewelers thinking about 

For example, a Michigan shoe store has appliances : 
set up a shoe club. Any family may join and |. They should carry at least a token display of ap- 
when 12 pairs of shoes are bought, the next 
pair is free. The items do not have to be 
bought at one time . . . simple records can 
be kept of each sale over a period of months. 

Look around! What do you think can be 
offered in this way! 


pliances if possible. 

2. They should know their jobber. This is important 
in assuring a quick replacement of stock so the jeweler 
wont have to carry a burdensome inventory to meet 


customer demands. 





3. If jewelry promotions don't bring results because 








H AV | an d presents a great, 


new, sales-making tdea for fine hind . °F 


the baker and four 


four five-piece place settings plus a Here’s the first really promotable idea 












“baker” at no extra cost to you or your in tine china you've seen in years 


customers... Pre-packed for swift, and it’s complete with all the trim 
easy handling... Available in all mings: mats, window suggestions, 
domestic Haviland open stock patterns display cards, special gift cards. 
(except those with gold and platinum Ask your Haviland representative about 


encrustations ). this promotion Or write us. 


Haviland x Co 
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OPEN STOCK 
DINNERWARE 


oe 
Nhe Vsctori a 


Pattern No. 8264 
IN PALLADIUM 


from 


LORENZ 
Ht TSCHENREU THER 
\VAILABLE iN 
OPEN STOCK AND 
94 AND 64 
PIECE SETS 
PLACE SETTINGS 








PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 


ROYAL JACKSON 
AL JVUARADU Ve 
Fine Inandlucent China 


100 distinctive patterns 













and now... 


the world’s finest crystal 


VAL ST. LAMBERT 
beloium 


Stemware .. . Giftwares 


Open stock 
Nationally advertised 


Priced for 


volume sales 


ee 
te 





Special Promotion—Nationally Advertised— 





QUEEN ANNE Assortments 


FRANCHISES AVAILABLE TO SELECTED DEALERS 


Write for information to 


JACKSON VITRIFIED CHINA CO. 


9 East 55th Street New York 22. N. Y. 











>)? we 
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“SWEET PEA” 


new design from 


HEINRICH & CO. 


An old-fashioned flower in a modern setting, the 
shaded pinks and greens of the pattern appear on 
the coupe shape in fine china .. . finished with a 
line of mat gold. 


5-pc. Place Setting (with 10!/,"" plate) About $9.75 
retail. 


AVAILABLE FOR 
IMMIEDIATE DELIVERY 


Jewelers! 


We invite you to visit our showrooms when you are 
in New York for the jewelry show—August 9 to 13. 


And see us at the New York Gift Show 
Statler Hotel .. . Spaces 33, 35, 37, 39 
August 24 to 28 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 EAST 23rd ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Mdse. Mart) 44 York Street 
Los Angeles, Calif. Toronto, Ont., Canada 
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of seasonal or local conditions, appliance promotions 





probably will. 
4. Keep only good brands. Many key manulacturers 
will pay 50 per cent of newspaper space costs and also co- 

























operate extensively on direct mail pieces. 

5. Appliances will help keep customers coming to 
vour store instead of to department stores that also have 
j-welry counters. 

There are some pitfalls for unwary jewelers, too: 

1. A nearby appliance store may make your invest- 
ment in appliances unprofitable from every angle. 

2. Small jewelers should think twice before going into 
heavy appliances with their large inventory costs. Only 
a well-financed store can make it successful. You can’t 
keep inventory on consignment. 

The Vines point out it’s not just the profit from sale 
of appliances that counts. 

In telling their story. the Vines recall several examples. 
Typical is that of the young couple, planning to be mar- 
ried shortly, who wanted just the right kind of toaster 
and wanted to buy it themselves. They found it at Vines 

-and stayed to purchase a diamond. They've been good 


customers since. 





Diamond Industry 1952 


(From page 144) 


| 


lhe gravels are trom 2 to 5 teet thick ind are covered by 
9-10 feet of clav or sand overburden. The underlying rocks are 
metamorphosed, igneous and sedimentary rocks of pre-Cambrian 
age, with intrusive granites nearby. 

Diamonds average 20-22 stones per carat. Gravels yield 2.5 
carats per cubic meter (60-75 cts per 100 loads). 

Gold Coast production in 1952 reached a record level of 
1.752.878 * carats in 1951. A re- 


2.189.557 carats, compared with 1. 


evised figures. 


markable feature of this hign output was the increase in the 
quantity of diamonds produced by licensed African diggers 
(1,509,262 carats, as against 680,295 carats produced by the 
European companies). In 1951 production was about evenly) 
distributed between companies and African diggers. 

The total number of diggers licensed in 1952 was 78 
284 more than in 195]. 

The value of diamonds exported in 1952 was £5,547,027, some 
what less than in the previous year. 

Figures for the proportions of gemstones to industrial for 
recent years are not available. However. for the years 1944-48 


thev were as follows . 


Gem Industrial 
(weight per cent) (weight per cent) 
1944 29 7] 
1945 33 67 
1946 3 69 
1947 35 65 
1948 36 64 


Figures for the same years showing the per cent of gem and 
industrial in terms of value show that the Gold Coast is equally 
concerned with the market for both gem and industrial qualities. 
The details follow: 

Gem Industrial 
(per centof value) (per cent of value) 


1944 o4 46 


1945 57 43 
1946 54 46 
1947 o4 4h 

37 


1948 63 
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CAROUSEL 


Charming lazy-susan table server. 
Cruets for vinegar and oil, shakers 
for salt and pepper, jar with stain- 
less steel spoon for mustard. All of 
blown-glass with aluminum caps. 
Base of turned wood in French 
Provincial finish. The complete set, 
Sg ee ree $8.00 


something for everyone ... 


in Gitt Items by INLAND! 


Everyone loves getting or giving these beautiful platinum 
decorated Inland Glass conversation pieces. Exquisitely 
styled, always useful, attractively priced, they’re sure to 
appeal to every homemaker—every gift shopper. 


Nationally advertised in BETTER HOMES & GARDENS, AMERICAN 
HOME, SATURDAY EVENING POST, McCALL’S.. .sell on sight! 











2-CUP CARAFETTES 


For individua! service. 

Come with matching 

coasters. Each...$1.60 
Gift sets from $3.00 





SALAD CHEF 
SHAKER SET 


Two beautifully 
matched spice shak- 
ers. Gift Boxed, $1.75 





SALAD CHEF CONDIMENT SET 





Two quaint Condiment Jars of 
blown-glass, each with stainless 
steel serving spoon and polished 
aluminum cap. Useful for catsup, 
mustard, horseradish or mayon- 
naise. Gift Boxed. The set... . $2.00 


SALAD CHEF 
PETITE CRUETS 


Blown glass. One for 
oil, one for vinegar. 


Gift Boxed...... $1.75 


INLAND GLASS WORKS 










| _,. MORE PROFIT 





INSTANT COFFEE MAKER 
AND TEA SERVER 
With Strainer Cap and 

Stirring Spoon. 


4-cup $3.00.... 6-cup $3.50 


CARAFE WITH 
NEW WIRE RACK 
COFFEE WARMER 

Hand-blown glass. 
8-cup size with 
Wire Rack... $4.50 
12-cup size with 
Pin ccc anes $5.00 








SALAD CHEF QUARTETTE 
Four handsome blown-glass pieces 
to make salad serving an art. 
Shakers for salt and pepper, cruets 
for oil and vinegar, each with 
gleaming aluminum cap. Set of 4 
pieces, Gift Boxed........... $3.50 


| LOOK TO INLAND FOR | 
| GIFT ITEMS THAT MEAN | 
MORE STORE TRAFFIC | 


...FOR YOU! Ny 


DIVISION OF CLUB ALUMINUM PRODUCTS COMPANY 
6101 W. 65th Street « Chicalgo 38, Illinois 





REPRESENTATIVES 


John E. Naumann Company 
1836 Euclid Ave. 
Cleveland, Ohio 


Percy D. Messenger 
99 Bedford Street 
Boston, Mass. 


Walter B. Osterman 
2/7 Broadway 
New York, New York 


Eugene E. Ruffing 
2602 Alco Ave. 
Dallas 8, Texas 


Douglas J. Sherman 
/02 E. 97th St. 
Kansas City, Missouri 


Martin M. Simpson & Co. 
1562 Merchandise Mart 
Chicago, Illinois 
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John 3. McDonald 
Southwind Apt. No. 4 
350 Gulf Drive, Sarasota, Fla. 


Ralph |. Wall 
1640 Camulos Ave. 
Glendale, California 


Robert Welsh 
1002 W. Franklin St. 
Richmond, Virginia 


Lee Berberich 
2003 E. 14th St. 
Qakland, California 


a 
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CANTERBURY 











Fine English 
dinnerware 
designed specifically 
for casual 
American living 


° e Blue 


* decorations ~~ Fs 


on blue body ™~ 
. e Green h . re, : ee 
decorations e 16-piece 
on blue body starter sets 
e Undecorated CANTERBURY 
or TULIP $8.95 
: a a ae ee TULIP Undecorated $6.95 


We believe that the solid-colored body of Blue Mist 

in Booths Ribstone Shape—will establish a new 

trend. The ribbed surface decoration is confined 

to the rims of the plates and the outside perimete) 

of the serving pieces. Here are modern decorations 
under the glaze—simple, informal—for daily use 

and a lifetime of service. 

Write today tor illustrated Brochure #28 giving all 
details of styles, sizes and prices. MIDHURST IMPORTING 


CORPORATION. 129 Fifth Ave... New York 3, N. Y. 


Pooths 


fine English dinnerware 
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Production bv interests of the Consolidated African Selection 
frust durine the vear ending December 31. 1952. amounted to 
615.029 carats, of which 15 per cent were gem goods and 85 


per cent were industrials. 


PORTUGUESE WEST AFRICA-ANGOLA 


| 


Production for thr past tiree years follows 


Overburden removed Gravel treated Output 
(cubic meters) (cubic meters) (carats) 
1950 L9O!L8I9 1 058.058 938.867 
195] 5.290.313 | 221,436 134.324 
1952 65 .581.755 1.352.803 743,302 


Total production since the beginning of operations up to the 
end of 1952 has been 16,463,079.99 carats. To reach this figure 
more than 21,900,000 cubic meters of gravel had to be treated 
and over 70,800,000 cubic meters of overburden removed. 

The 1952 production was divided into 59 per cent gem quality 
and 41 per cent industrial. 


TANGANYIKA 

Normal activities were resumed by Williamson Diamonds Ltd. 
during 1952 when a new sales agreement was reached between 
that company and the Diamond Corporation Ltd. As a result 
of the withholding of deliveries by Williamson in 195], there 
was a large increase in diamond exports from Tanganyika in 
1952, after the new sales agreement had been consummated. 

\ summary of Tanganyika production for the past three years 
follows. Production is almost entirely from Williamson’s mine. 
Alamesi Ltd. produces at most a few thousand carats a year. 


Year Production 
Gravel Diamond 
Treated Recovered 
Loads Carats 
1950 738.614 164,996 
195] 619.913 108.625 
1952 871.460 143,023 


Diamond exports from Tanganyika for the past three years 





were. 
Year Exports 
Cuttable Industrial Total Value 
Carats Carats Carats £ 
1950 40,77 29,796 70,567 823.875 
195] 4.423 1,165 8 588 88.953 
1952 901.166' 130.232’ 331.398 4.124.5777 
' Provisional f res 
BRAZIL 


No reliable diamond production figures are available for Brazil. 
Mining operations are spread out over a very large area, and 
are in the hands of individual miners. It is believed that the 
majority of transactions are unrecorded, hence official figures 
are wholly unreliable. It is stated that Soviet agents are buying 
large quantities of diamonds at prices far in excess of current 
market prices, and that these purchases are being smuggled 
out of the country. 

It is estimated that Brazil produces yearly about 200,000 carats 
of diamond, of which about half is industrial grade. 


BRITISH GUIANA 


The diamond deposits of British Guiana are a continuation 
of the Venezuelan fields. Like them, they are alluvial deposits 
derived from the conglomerates of the Roraima series. The 


principal producing area is along the Mazaruni River, particulars 
its tributaries the Eping, Kurupung and Issineru Rivers. Produc- 
tion is by individual miners or small groups. Most of the 
deposits ire too small to be operated by mechanical means. 
Maximum production was reached in 1923 when 214,474 carats 
were reported. Production figures for the past five years follow: 


THE JEWELERS’ CIRCULAR-KEYSTONE 








It Golle Without Fail 


because 


It Lights Without Fail 


---and that’s not all! 


Look at this 3-point Zippo sales-story= 
the Most Powerful Story Behind Any Lighter! 
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it lights without fail on the very It lights in a breeze. Lights even “it lights for life or we repair it 
first zip. Why zip, zip, zip? in rain. Outdoor-indoor favorite. free'’—maker's guarantee. 


Look at this choice of handsome Zippos —a model to suit every customer preference ! 


ee 
m/e a r 
,*s 
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Bear 

& ee 

eieseenenseneennnlllll 
ENGINE TURNED MODEL TOWN AND COUNTRY SPORTS SERIES LEATHER-CRAFTED SERIES 
Chromium plate, enriched by Choice of six sports designs, Attractively decorated with Comes in handsome black or 
exquisite smart-looking en- beautifully inlaid in perma- designs featuring popular blue Morocco, tan or red 
gine turning. nent ceramic colors. sports, engraved in cclor reptile or brown alligator. 
Retail Price. ....... $5.75 Retail Price... ccece $8.50 Retail Price........ $4.75 Retail Price........ $6.00 








BRUSH FINISH—PLAIN TACH-A-LOOP HIGH POLISH—PLAIN 


Plated in fine quality chro- Same as “Brush Finish— The gleam and sparkle of 

mium, buffed to a velvety, Plain » with looped hinge for chromium plating of the fin- a eT 
soft-toned brush finish. attaching chain or strap. est quality. Sradieré. Pa. ta Caneds: Zieee Manufecterian Co. Coneda. 
Retail Price........ $3.50 Retail Price........ $4.00 Retail Price.....--- $4.75 Ltd., Niagara Falls, Ont. Prices slightly higher in Canada. 
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THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 


2A 


SPODE 
Remy 


ENGLAND 





Fine English Earthenware 





. ° SPOUE 
English Bone China COPELANcS CHima 
ENGLANO 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, Lt. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





“French Provincial” 


Informal Dinnerware FROM CALIFORNIA 


by Herman C. Kup 


per 
HANDPAINTED UNDERGLAZE 


. . OVENPROOF 


All the flavor and charm of French Provincial living with authentic 
scenes from French provinces identified by backstamp lovely 
blues, greens, pink and burgundy . framed by yellow and green 


borders and graceful gadroon edge 
l6-pc. Starter Set 
(4 ea. of 1034"' dinnerplate, b & b, tea cup & saucer) 

Also available in complete open stock 


Write for full-color illustrated literature 


HERMAN C KUPPER, INC. 39-41 W. 23rd STREET 


NEW YORK 10, N. Y. 


Special—$14.95 























“TEMPO” 


by “Royal Vienna Augarten 


A refreshingly new and modern informal dinnerware 
of china which has been famous for over two centuries 


The white translucence of these striking pieces is eloquently 
accentuated by the simplicity of design. Complete open 
stock dinnerware. 5-piece place setting, $13.00 retail 
*T.M. Reg 
SEI 
GIFI 


THE COMPLETI 
SHOW, HOTFE! 


LINE Al 
NEM 


rHit 
YORKER, 


NEW 
ROOM 


. 
, 5 i A t mporting its Y,, "= 


225 Fifth Avenue New York 10, N. Y. 


YORK 
9()7. 




















SPACE SAVING—5 PIECE PLACE SETTING EASEL 


The perfect means of creating the most effective displays of 
chinaware with the minimum use of valuable space. 
Designed ExcLusIvELy for plates of traditional shape. 
PATENTED and obtainable only through us. 


273—3%" x 13%4”. $19.20 doz. 
# 233—Not illustrated, same as #273, without loop. $14.40 doz. 


# 263—Not illustrated, for Couper, square or conventional] 
shapes. $25.80 doz. 


+ 203—Not illustrated,same as + 263, without loop. $21.00 doz. 
Write for illustrated price list of StincLE Tray EASELS and 
Five-Piece Place Setting Easels. 


Leading designers and manufacturers of plastic display easels. 


Western Art Co. 


1596 York Avenue Dept. 48 New York 28, N. Y. 
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Year Carats 


1948 36.563 
1949 33,94] 
1950 37,462 
195] 43.260 
1952 38.305 


(n attempt at formal mining eperations was made by Kurupung 

cers, Ltd., a company jointly owned by British and American 
nterests. An advance of $132,000 by E.C.A. was used to 
rospect an area on the Kurupung River, as well as thei 
Sanganag concession. Sampling results in five test pits indicated 
alues of 0.25 carats per cubic yard, while many pits were 
ompletely negative. The total value of diamonds produced 
‘as about $1,000, and although the charter of the company has 
ot been formally surrendered, it has discontinued its activity. 


VENEZUELA 


[he diamondiferous area of Venezuela is situated in the State 
Bolivar, particularly in the area known as the Gran Sabana. 
Diamond-bearing alluvial gravels have been reported also in 
the State of Amazonas. These areas are along the Brazilian 
undary and are little known and sparsely populated. A 
series of conglomerate, sandstone and shale, up to 8,000 feet 

thickness, called the Roraima Series, covers much of this 
irea. The extension of this same formation into British Guiana. 

: called there the Kaiteur Series. Streams having their head- 
vaters in these rocks frequently carry diamonds, suggesting 
that the diamonds in the later and present day alluvial deposits 
were derived from these older sediments. 

[he chief diamondiferous areas are Reserved Zones, in which 
cround may not be denounced, as in most other mineral deposits. 
but are subject to exploration and exploitation by special con 
tracts. In areas of free avail, a miner or group of miners are 
illowed to work an area no greater than 10 meters square at an\ 
lime, 

The most important area at the present time is the Parai-Tepui 
lcabara, or third district, about the Sukurun River. This area was 
vorked freely by individual miners until 1945 when a large area 
yas concessioned to the Compania Venezolana del Diamante. 
S. A., of which the governmental Corporacion Venezolana is th 
principal stockholder. The Minister of Mines and Hydrocarbons 
innounced that further concessions to exploit diamonds at Peran 
tepuy will be granted to this company. 

Late in 1951 the government released a new area along the 
('rinam River from the National Reserves to the free zone. New 
liscoveries have been reported from this zone. 

Production figures for the past five vears follow: 


Year Carats 
194% 19.513 
1949 96 062 
1950 60.389 
195] 63.22 / 
195? 98 99] 


OTHER COUNTRIES 


Other countries where diamonds are found in small quantities 
nclude India, Borneo. Australia, Southern Rhodesia, Surinam, 
ind the United States. Total production from these, chiefly India 
ind Borneo, is estimated to be about 5,000 carats yearly. 

Diamonds in India are found in the Cuddapah, Anantapur 
Bellory and Kurnool districts of Madras, and in the Panna, 
Charkhari, Bijawar, and Ajaigarh States of the Vindhva Pradesh. 


; , , , _ " 
, . assy AY 
j 4 { ye { r ‘ 4 hi a ¢ ] 7 . a --* : ) . { 


\bout 95 per cent of! the reported production comes from the 
Vanna State. The Directory of Indian Mines and Metals (Mining. 
(,eological and Metallurgical Society of India, 1952) reports the 
950 production by four companies to have been: (1) Panna 
Viamond Mining Syndicate, 468 carats valued at 110.328 rupees: 
2) Haji Ali Mohamed and Sons, 1,015 carats valued at 118,345 
upees; (3) Mahalaxmi Diamond Mining Works, 14 carats valued 
it 1291 rupees; and (4) Charkhari Mining Works, 1,272 carats 
alued at 187,893 rupees. Thus the total production for 1950 was 
1.046 carats. More recent production figures are not available. The 
Panna Diamond Mining Syndicate is reported to have recovered a 
229 carat green diamond at its workings near Rewa. 
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CREATIVE HANDS OF FINLAND 


WAERTSILA 
°F FINLAND 


<a> WAERTSILA—NOTSJCE CRYSTAL 
(27 WAERTSILA— ARABIA CHINA 





Decorative and utility gifts 
Open stock dinnerware in many patterns 
Stemware and tumblers—decanters and pitchers 


Crystal and ceramic artware—engraved crystal 





MARJATTA by Waertsila-Notsjoe, the expressive hand- 
' ? 


- , , 
M + . . — * 7_7o+’ “ees + j a eae s ..* 
blown shape let sevVelt sizes Ui clear cCrvstal, 2reeH OF Smtr 


_, 


WINDFLOWER by Waertsila-Arabia, handpainted wider 


+] ’ slave f thre vor . Qyrineg VI Liohtred fra? / Caiecn , 
fie Qlaze 1M the colors Of spring on Hignnred sturdy Falence 


~ 


WAERTSILA CORPORATION 


225 FIFTH AVENUE, NEW YORK to, NEW YORK 
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Stainless Steel Blades 


by voll amplou 





ff 
For New Goods or Repairs 











A. Bottle Opener (Ring Type} 
C. Knife Blade (Medium) 


B. Cap Lifter (Hook Type 
D. Cheese Scoop 








Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 








NORTHAMPTON CUTLERY COMPANY e¢ 
NORTHAMPTON 2, MASS: = @ 





ESTABLISHED 1671 
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Solve your Giftware Box problem .. . once and for all! 

Buy direct from manufacturer, for dependable supply, uniform quality, lower cost. 
This #33 assortment of nested fancy gift boxes is ideal for Gift and Art Wares of 
all kinds. Prompt delivery guaranteed. Order direct from this ad. Two or three 
each of the larger sizes . . . five to eight each of the smaller ones. Choice of 4 
colors, silver and white, white modern (embossed). coppertone or Ivory Enamel. 
Consists of 2! handy sizes from 3x3x3 to 12x!2x8 ; 

Write for illustrated catalog listing 24 other special assortments and hundreds of 
oe JEWELRY and GIFT BOXES. Available plain or imprinted or in special 
esigns 


“THE PACKAGE IS PART OF THE PURCHASE” 


PICTORIAL PAPER PACKAGE CORPORATION 


232 S. LAKE STREET Aurora, Illinois 
I5t!6 MERCHANDISE MART Chicago, Illinois 


Pictorial Paper Package Corp. 
Aurora, Illinois 


[] Please send Special 72 Gift Box Assorted #33.. 


USE THIS HANDY 
ORDER COUPON 


C) Send illustrated Catalog of Complete Line...........__ we es 
Name 

ChE TeGER 6 KA nee seer cdCRRR ad eeemedsmcdudunth Asis 

Address 

City... 


State 
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VAM ee a 
Lintridge Chena 


350-380 SOUTH RAYMOND AVENUE 
PASADENA 1, CALIFORNIA 


(colored shoulder, gold bands) 


The smart, the adaptable fine dinner china pattern in eight sparkling 
shades. Dark teal green, light sage green, grey, blue, coral,-yellow, pink, 


and sand. $15.50 a 5-pc. place setting. Write for your free folder. 





Sl Daieable WKN Gitts 
AllYear! = 





No. 992 is a 

Two-Piece Ensemble. Non-Tip 
Bean Bag Ash Tray with Carousel 
Safety Top and Cigarette Server. Top and 
bowl are burn-proof finished alchemist gold 
The base, rich gold thread brocade. Choice 
of green, gold, white or black patterns 
Packaged in ‘show case” plastic gift boxes. 
Set retails for $5.00. 


No. 955 Single Ash Tray Packaged $3.00 


No. 994 Four-Piece Ensemble includes Pair 
of Bean Bags, Cigarette Server and 


These beautiful 
smokers 
accessories 
are needed in 


every home 


every Evans Lighter Packaged $17.50 
Send for literature on the complete DUK-IT 
office Line. Over 100 beautiful smokers accessories tn 


metal, glass, walnut, leather. 


McDONALD Products Corporation 


Since 1930 
ee ; 219 DUK-IT Building Buffalo 10, N. Y. 
* Showrooms: NEW YORK—225 Fifth Ave., CHICAGO—Merchondise Mart 
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Southern Rhodesia diamond production for the nine-montl 
period January to October 1952 was 45.3 carats valued at £452. 
No production was reported for 1951. 

No production figures have been reported from Borneo. How- 
ever, it was reported that the small-scale diamond cutting industry 
in Kalimantan operates principally on rough produced in the 
\Miartapura area. In 1950, 975 carats of cut stones were manutac- 
tured; in 1951, the figure was 2,830 carats, and during the first 
halt of 1952 the figure was 757 carats. Presumably. therefore, the 
production of diamonds in borneo for the past three vears has 


been in the rder of 2.000 carats vearlvy. 


This is a digest of Part Il of the complete report of 
Phe Diamond Industry in 1952. Following the digest 
of Part Ill, soon to be published by JC-K, the full 
report will be published in book form and will be 
available from Jewelers’ Circular-Keystone, 100 East 
12nd Street. New York 17. N. Y. 


Low Cost Phone Promotion 


Telephone service used by retailers usually provides 
more brief local calls than the jeweler will use in the 
course of the month. Therefore, a considerable number 
of calls can be made at no added expense if they are only 
local calls and each one is kept very short. 

One jeweler “uses up’ this available telephone service 
by having someone in his watch repair department call 
customers who have brought a watch in for repairs dur- 
ing the past several years. The caller gently but firmly 
reminds the people that a watch needs a “physical check- 
up’ just as much as a person does, and suggests that the 


watch be brought in for a “spot check 





The jewele keeps Someone working through the list so 
that every prospect gets a call about every 90 days. By 
keeping the calls short and to the point, and local only, 
the ieweler gets this extra use from his telephone wit! 


adding a penny to his phone bill. 





Can You Top This? 

in her newspaper ads, Rose Lind, Jacksonville, 
Florida jeweler, emphasizes “Jewelry Made to Or- 
der.”’ In response to the ad, a woman phoned Miss 
Lind and asked if the jeweler could make for her a 
pair of gold initial earrings. Price was no object 
either because the woman Was willing to spend all of 
$1 for them. 


Miss Lind politely stated that she could not under- 
take the job. However, the customer was not satisfied 
and said she knew a man in town who made that 
type of earrings “‘while vou waited.” 

A short time later. the woman appeared at the 
Lind store and showed the owner the earrings. She 
tried to persuade Miss lind to make an exact pair of 
earrings for $l. saving it was not a difficult job. 
Miss Lind responded with an emphatie “NO!” 

Turning to leave. the woman indignantly said, “Of 
course, vou don't think I’m going to pay you for 
teaching vou how to do it!” 

H rite us a note about your unusual business experience 
(Literary style is unimportant) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 











i EMBER 20 


SEPT 
THRU SEPTEMBER 


EL 
ALBANY HOT 


Sponsored by ALLIED EXHIBITORS, INC., 3832 Wilshire Boulevard., Los Angeles 5, California 
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The lighter with 


the flame you aim... 














































the Beattie Jet Lighter 


out in front for jewelers’ profits! 








TILTED jet 


flame for pipes 


UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

fame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 


The Flame 
you aim 





Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

2. The only jet lighter that works on standard 
lighter fuel, always at hand. 

. Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 

. Guaranteed to work. 

. 10 models retailing from $6.85 to $27.50. 

. Consistently advertised. 


For full information or display material write to 


BEATTIE Ta fh snsusere: INC. 


While you are at the Waldorf. J visit our nearby office at 


19 East 48th Street.’ New York City 


CONAV  W 
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Gear Your Merchandising to Get Future 
Business of Graduates 


“Too many jewelers, when commencement rolls around 
direct their publicity towards the parents, rather than t 
the yraduates themselves, | declared W alter Z. Grunning 
president ol bernard & Grunning, New Orleans, La 
“Sales are made to adults, but it is important to think 









of graduates in the light of future customers. 

“For a number of years we have seen to it that man 
vraduates of the city schools come to our store—if not t 
make purchases, at least to accept personally a free gift 
Records show that the following year, 20 per cent of then 
return to make purchases and in five years oO per cent 
of them are On OUT books. 

“Several weeks before graduation we secure a com 
plete list of graduates. We send to each one a miniatur 
diploma within which ts a card offering congratulations 
and a card advising that we have a small gift to offer to 
celebrate the important occasion. When they visit th 
store our salesmen make it a point of showing the gradu 
ates moderate priced silverware, watches and jewelry, not 
so much with the idea of their making an immediate pur- 
chase, but rather to acquaint them with our merchandise.’ 





Selling Slants ... 


A breakfast food concern offers authentic 
“Treasure Maps” to buyers of their food. 
The maps pinpoint actual treasures, pirate 
and otherwise, known to be buried through- 
out the country. (Maybe the breakfast food 
is supposed to give you strength to dig ’em 
up.) 

A treasure hunt where you hide the trea- 
sure and then tell how to find it can some- 
times produce a “gold mine” of sales. Local 
merchants can get together on this kind of 
affair; first hide the merchandise and then 
give out clues to the location with every pur- 
chase. 








Watch Repairs Move to the Fore 
Stohlton’s, known as “Your Chestnut Street jeweler . 
in the beautiful Marina District” of San Francisco, has 
taken the watch repair department out of the back of th 
store and set it up in an adjoining store, right in front 
Henry Stohlton reports that the move has already caught 
on wonderfully well since May 15 when the new “Stohl 

tons Watch Hospital” was opened. 

Dramatizing the importance of watch repairs is_ the 
key to the Stohlton plan. “We let the customer think h 
has an important deal on, and we fix his watch and treat 
him as if we like him,” Stohlton says. Customers wit! 
repair problems now get to talk them over with a watch 
maker who can make an estimate or give an opinion with 
an air of authority. ‘ 

“Tt has proven LOO per cent better than we ever ex 
pected,” Stohlton Says. 

The watch hospital has a sign in its window which 
says: “If Stohlton can’t fix your watch—throw it away.” 
A staff including American, German, Swiss and Swedish 
craftsmen can take care of just about anything in un 
usual or special watches that might turn up. 
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Sth WESTERN JEWELRY and SILVERWARE SHOW 


HOTEL BILTMORE, LOS ANGELES, AUGUST 16-19 





You, too, can follow Santa's 
advice and do your Christmas 


Shopping at the Biltmore in 
Rooms 2225 and 2232 


THE BALL COMPANY 


Los Angeles 


California 





VISIT US 








ROOM 2322 


PILTMORE HOTEL 








The PALOMAR (CO. 


E. W. REYNOLDS COMPANY 
WATCHES 
JEWELRY 

SILVERWARE 
APPLIANCES 
CLOCKS 
See us in Rooms 2200, 2201, 


2202, 2211, 2212, 2213, 2214 
at the Hotei Biltmore 
E. W. Reynolds Company 


315 West Sth Street 
Los Angeles 13 





IF IT'S JEWELRY 
WE HAVE IT 
AMERICA’S MOST COM: ..CHENSIVE 
JEWELRY LINE. 


Higbee-Dorrer& Co. 


315 W. 5th St., Los Angeles 
or 
See us in Room 2223, Biltmore Hotel, 
at the Jewelry Show. 


sf nee ee — so 
. . SAPPHIRES .. 





PHILIP WOLMAN CO. 


WHOLESALE 
METROPOLITAN BUILDING 


SEE OUR COMPLETE SHOWING 
of 
NEW MERCHANDISE 
Room 2229, Biltmore Hotel 














DIAMONDS . . RUBIES 
PEARLS ... EMERALDS .. . CATSEYES 
200 W. Sth St... Les Angeles 
Come 
to the 


WESTERN JEWELRY & A G5 
SILVERWARE SHOW § s 
at the 
BILTMORE, = 
Aug. 16-19, and see the 
WESTON Sculptured Medals 
& Aut 





omobile Emblem Ke ys 


in ROOM 2229 


PHILIP WOLMAN & CO. 


sre rm + . 
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MORE ascveriser 
snd MORE agencies 
se MORE 5c 
io JC-K. 


. than in any other magazine in 


the jewelry field. 


because— 

As survey after survey proves, / 
out of 10 jewelers choose JCK as 
“the first publication of greatest 
value to them.” 


Where you have active Reader In- 
terest, you find dramatic Advertis- 
ing Response. 
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Undersells them 


all — ladies 17- 

Jewel beauty, 

heavy 10K yel- 
g 


low rolled-gold 
plate case, J-B 


AT A . 4% cord attachment 


PROFIT 


WITH THESE 


TOWNE 


WATCH 


LEADERS 









TOWNE 


17-JEWEL 
SUPER - SPECIALS 


i 5995 


a 
¥ 


SNA YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 





























FULLY i 
packed quality 

GUARANTEED mM. \ price-beater. 

10-DAY 

INSPECTION 


Presentation 
Boxes... 


75¢ each 


Order these 
terrific sellers 
today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 





1 oe ee eee ee Oe Oe De Oe OO 























ft 
' TOWNE WATCH CO. a 
: 29 East Madison St., Chicago 2, Illinois ~ 
- Ship __ Towne Men’s Specials - 
. Ship Towne Ladies’ Special . 
a Ship Presentation Boxes ‘ 
: [] Send complete catalog - 
i | 
‘ Name ‘ 
8 Address _ ’ 
: City State - 
& ~ 
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Money-Saving Remodeling Scheme 


One of the things which goes a long way to put the 
stamp of “modernity” on a modern store is its low ceil- 
ing. By the same token, you can install all new fixtures 
and flooring, etc., but if you leave the old high ceiling, 
which usually has an old-fashioned patterned sheet metal 
covering in older buildings, the store doesn’t look modern. 
Today's low “hung” ceilings make the store look wider, 


and hide unsightly pipes and ducts. 





The photos show one of the Adam stores in Boston be- 
fore (left) and after high ceiling was painted black. 
Ceiling seems to be at height of lighting fixtures. 


Lou Resnick, construction manager and architect to1 
the Adam Hat Stores, has found a way to get the eftect 
of a modern hung ceiling at a tiny fraction of the usual 
cost. As the “before” and “after” photos show, Resnick 
simply had the old “drop” lighting fixtured replaced by 
four-foot-square “egg crate” fixtures. Then he had the 
ceiling, and the upper part of the walls, painted black. 

When the lights are on, the eye sees only the lighting 
fixtures and imagines that the ceiling is flush at lighting 
fixture level. The idea is highly effective, and has been 
picked up and used successfully by a number of other 
types of stores recently, always with great saving in cost. 


Jewelers’ Ads Offer Gift Ideas 
For Father’s Day 

Jewelry stores in upstate New York and nearby Canada 
capitalized on Father's Day last year with special store 
displays and newspaper ads emphasizing that jewelry met 
chandise is ideal for father. 

In Rochester, New York, Hershberg s used the theme. 
“A grand guy is waiting for one of these” in its news- 
paper ads. Featured were a pen and pencil set, a mono- 
gram ring, tie bar, gold cuff links, pocket lighter, watches, 
wallets, etc. The ad copy stated: “Gifts that Dad will 
treasure always. Illustrated are merely hints of our ex 
tensive collection of smart, practical accessories for men 
On our counters you'll find a wide variety of friendly to 
fabulous gifts in every price range.” 

White’s, another Rochester store, used the following 
theme in a newspaper ad: “At White’s you'll find gifts 
Dads really go for.” The store recommended lighters, pen 
and pencil sets, watch attachments, wallets and tie bar and 
cuff link sets. 

Across the border in Toronto, Ont., Birks Jewelers used 
a newspaper ad to promote Father's Day. Art work de- 
picted a father seated in his arm chair, smoking a pipe 
and reading a paper. Around him were sketched a variety 
of gift suggestions, including a tobacco pouch. lighter. 
pipe, hair brush, silver money clip. cuff links, etc. 
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Movie Tie-in Promotion Draws Interest 
to Costume Jewelry 


When the movie “The Mississippi Gambler” played 
Elmira, N. Y., Alpert’s Jewelry Store tied in with a special 
promotion which focused attention on costume jewelry. 

The glamorous film personality, Ruth Hampton. who 
appears in the picture, made a personal appearance in 
Alpert’s store, wearing a succession of matching earring 
and necklace sets of costume jewelry which she gave away 
to the person in the crowd who was first to guess cor- 
rectly the price of the set. Miss Hampton also gave away 
100 autographed photographs. 

\lpert’s used this personal appearance in the store to 
keynote newspaper advertising and store display of a 


wide variety of pieces of costume jewelry. 


~ . — 
Hollowware ‘Storeroom’ Impresses 

Armstrong Jewelers, in Waco, Texas, has always de- 
voted about 20 per cent of the store’s display space to 
sterling hollowware. It is scattered throughout the store, 
sometimes a few trays in a stand on a counter or in a 
section of wall shelving behind the watch or jewelry coun- 
ters. The focal point is a “bride’s corner’ where a great 
deal of hollowware is combined with glass, china and 
flatware. The “corner” alone sold a volume of $150,000 
last year, with increased hollowware sales accounting for 
an important part of the business. 

As a final impressive “surprise” showpiece, Arm- 
strong’s has its hollowware storeroom, to which cus- 
tomers are shown when they give any sign of serious 
interest in the merchandise. Here the store's large all- 
sterling hollowware inventory is arranged neatly on tiers 
of shelving, in bins and on tables. Notched supports give 
each type of piece a permanent place. Each item is in a 
transparent plastic container or wrapping, to guard 
against dust and oxidation while leaving the silver visible. 

Mr. Armstrong admits that the store’s exceedingly large 
inventory (averaging 100 teasets on hand) is a bit over- 
strength. However, the wide choice, so impressively dis- 
played in the storeroom, makes a lasting impression on 
customers. Women in particular are delighted at the 
impression of unlimited variety, and at the neat, well 
lighted, specially constructed fixtures for storing the 
silver, and are bound to mention it to their friends. 

Robert Morrow, an executive of the store, designed the 
storeroom as a final “clincher” display for hollowware. 
It is in a balcony-mezzanine room. 


Watch Repair Interest-Builder 

One jeweler, who realizes that knowledge arouses in- 
terest, distributed mimeographed sheets showing a dia- 
gram of the “innards” of a typical wrist watch. Each 
part was labeled, and a few sentences described in non- 
technical terms the role the various parts play in driving 
or controlling the hands. A few sentences at the bottom 
pointed out that anyone who understands what “makes 
a watch tick” will realize that this fine little machine 
deserves a fair chance to do its best, and can only get 
that chance if it is periodically checked, adjusted and 
cleaned. 
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Running A Successful 
Sale ls An Art... 


By Manny 





Silverman 


. ' or tie a 
Many jewelers nave saia to me, and | quote 
| WI wise ala - +A - ' yi ft: i @, ' _ ~ 
ny did | go into a luxury tield? Look how 
. “a fo ae '" | 3 4 o | 
eCQs f C Tor the TOOQ store ona Tor The - as 


~ 


ing store. People must eat and must be 


clothed. This jeweler is very short sighted. 
He does not realize how many many mer 
chants there are competing in the so-called 


necessities tields. He does not exploit the 
tact that: 


1. When people get married. 


2. When boys and girls graduate 
from schools; that over 90% of pur- 
chases made for these two occasions 
alone, come directly from jewelry out- 
lets. Please notice that | said jewelry 
outlets, not jewelry stores. 


Jewelry outlets have increased tremendously 
in the past decade. Department stores now 
sell watches and diamonds. House to house 
organizations that heretofore only sold tea, 
brushes, or pots and pans now sell diamonds 
anda watches. Ready to wear stores now 
have jewelry departments and that perennial 
headache, the upstairs discount house, is 
responsible tor selling tremendous quantities 
of diamonds and watches. 


It is necessary! It is a must! that the 
jeweler learn how to compete with 
these outfits, that he strive to keep 
these sales in his store. His advertis- 
ing, his windows, his displays must sell 
the consumer and convince him that 
he is the recognized specialist in the 
jewelry field. 


We can help you attain this objec- 
tive. Our men have the knowledge and 
the experience to show you how to 
operate and compete profitably in the 
present competitive market. 


WRITE! WIRE! PHONE! 


See Me "Show Time," Waldorf-Astoria—Room 666 


SILVERMAN SALES ENTERPRISES 


580 Fifth Ave., New York 19, N. Y. 
Tel: Plaza 7-4693 
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the Niash “‘CUFFMASTER, © 


TRADE MARK 


the finest cuff link back 
ever made for the Jewelry Trade 


*Patented 
Design 
155,535 

Patented 
Construction 

2,472,958 

Infringers 
will be 


prosecuted 


if 1D 
> ; g { ; @ 


S a 
TYPE SA (es 








TYPE H TYPE HA TYPES 
HARO HARD SOLDER SOFT SOFTSOLDER TYPES WITH 
SOLDER WITH ANGLE SOLDER WITH ANGLE SWIVEL JOINT 


Check these important features: 
|. Beautifully polished rounded top. 
2. Longer stem for easier soldering. 
3. Better spring action. 
4. No lapping or additional finishing work. 
5. Variety of attachments for soft or hard soldering. 
6. Available in gold, silver, gold filled, brass and 
other metals. 


NIASH REFINING CO, '"S™SSAUST, wow york 3 


























MODERN STERLING! 
CROWN SILVER’S Hew 





CONSOLE STICKS 
of ELEGANCE « 1000 
3'4"" base, 3'4"' tall 


Retail $49.00. 


MODERN 
AS 





TOMORROW— 

TRADITIONAL MAGNIFICENT 

AS ALL OF TIME. xe) 20) 8: fl sss 
Decorators = <=. 4 ta 


from coast to coast 
are hailing ‘Silhouette’ 
as the biggest style news 
in silver in years. Magazines 
like Town & Country, Good House- 
keeping and others feature it 
editorially. Be the first to feature 
it in your town. 


Retails at — 


CATALOG AVAILABLE. 


WIRE OR WRITE 


CROWN SILVER, 


366 5th AVENUE, NEW YORK. N. Y. 


ee 





Pin-Pointing Watch Repair Promotion 


\ Colorado jeweler slants his watch repair promotion 
toward the specific needs and interests of various groups 
of prospective customers. Every month he mails a letter 
to members of one group or profession, such as doctors, 


lawyers, architects, city officials, school teachers, ete. 
His crisply-worded letters of two o1 three paragraphs 
always point out some special reason why people in that 
particular profession or business need and rely on ac- 
curacy in a watch, and suggest that they stop in for 
a check-up. 

The biggest group this jeweler contacts is the parents 
of all students registered in the local high schools. To 
these, he suggests that it isnt fair to expect a youngster 
to be on time if he doesn t have a watch in 200d repair. 
\ll the letters except those to this largest group go first 


class. 





Selling Slants... 


A store in Redlands, California, sends post- 
cards to relatives of Redlands men four days 
before their birthdays, with a reminder of 
gifts appropriate to the occasion. A box in 
the store’s daily ad lists the names of the 
“birthday boys.” and practically everyone 
who reads the paper looks to see who is on 
the list for the day. 





How does the store get the names and the 
dates? Well . if you lived in Redlands, 
and you had a birthday coming up . . . what 
would you do? So do they. 
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Ad Stresses Reputation, Experience 

“Could you accurately price this diamond ring? If 
not, where you buy is important. 

That was the theme of a newspaper ad used by Scheet 
jewelers, Rochester, N. Y.. to stress the importance of 
dealing with trustworthy merchants when buying dia 
monds. Under a sketch of a diamond ring, copy said: 
“One diamond may be worth up to four times as much 
as another of identical size, because of qualities which 
you can’t judge just by looking. Nor can a jeweler, 
unless he has the necessary scientific instruments and has 
made a thorough study of gemology to supplement his 
own experience. 

“Remember. when you're buying diamonds, there 1s 
no substitute for a trustworthy reputation and a special- 
ized gem knowledge. Scheer has possessed these price 
less qualities for over half a century.” 
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‘Sneak Preview’ Sells Pearls 

When Hurdle’s Jewelry Shop in Boulder, Col., re- 
ceived the opportunity to display the Imperial Pearl 
Syndicate’s “Lot 88” cultured pearl collection last year, 
C. L. Hurdle decided to run a “sneak preview | for 9VO 
of his store's best customers and prospects to add extra 
interest to the event. 

Invitations went out to the names on the list, inviting 
them to see the pearls betore the general public Was ad- 
mitted. The invitations were in the form of folders which 
contained information on the history of pearl culture, 
and stressed the unusual variety and beauty of the pearls 
to be shown. 

The time selected for the “sneak preview” was in the 
evening, and since shopping hours cease at 9:90) In 
Boulder, Hurdle’s “open house” invitation got good re- 
sponse. The store’s salespeople. well briefed on pearls 
and pearl culture, found that interest ran high, and many 
sales were made as a result. 

The following day, newspaper ads and radio announce: 
ments announced the pearl collection to all. and an oul- 
standing seabottom-theme window with a mermaid cen- 


terpiece was unveiled. 





Selling Slants ... 


Church and civic groups are constantly in 
need of funds to further their charitable work 
—a fact that prompted a store in Youngs- 
town, Ohio, to put on this unusual promotion 
that paid big dividends. 

The store invited various charitable groups 
to compete for $1,000 by having members 
and their friends save the store’s cash register 
receipts for one month between Nov. 15 and 
Dec. 15. Total dollar and cents value of the 
receipts of any group at the end of that period 
determined their competitive standing. The 
organization with the highest total won the 
$1,000. Thirty-six groups entered the con- 
test with the church groups predominating. 

Total cash value of the receipts was $140,- 
000 and receipts turned in by the winning 
church totaled $22,000. Each group was re- 
quired to total their receipts before Dec. 22. 











News-Letter Promotes Watch Repair 


\ Colorado jeweler has had a good deal of success with 
a mimeographed news-letter which he sends out every 
month as a business booster for his watch repair busi- 
ness. It’s a useful service which benefits the repair de- 
partment and the traflic created benefits the whole store. 

The jeweler’s news-letter, which goes to every member 
of the community’s Junior and Senior Chambers of Com- 


merce, lists date, hour and location of all meetings of 


groups such as the Elks, Kiwanis. etc., all picnics and 
sporting events arranged by business. fraternal or civic 
eroups, and all worthwhile lectures, ete. 

\t the end of the news-letter, the jeweler points out 
that “You'll be able to get to these events on time and 
avoid being a straggler if your watch keeps accurate 


time.” 
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MONARCH 


price-marking 
speeds impulse 
buying 






Neat, legible Monarch price-marking on every item of merchandise 
in open displays makes a good impression on customers. Makes quick 
sales of more items easy. Answers price questions without waiting 
without risk of mistakes or misunderstandings. 

For faster turnover—especially in sections where any degree of self 
service is used—your store needs Monarch price-marking. Inexpensive, 
hand-operated, Monarch price-marking machines save hours of ted- 
ious clerical work. There are Monarch tickets, tags and labels for 
every kind of merchandise. Mail the coupon today. 


The new Monarch Junior 60" does a lot of 
work, accurately, speedily and at low cost. 
Price-marks 74 sizes and styles of Monarch 
labels. Hand-operated. 


$110.00* 


F ©.B. Factory 





<_ om =, 


\] 


tickets, tags and 





Monarch 
Junior Price- 
marking machine. Hand-operated. (Also 
available with motor drive.) Price-marks 60 
sizes of 9 styles of tickets, tags and labels. 


$75.00* 


F.O.B. Factory 


FILL OUT, CLIP AND. MAIL 


*Prices quoted are for U.S., possessions and Mexico 
State and City Tax when applicable extro 





| 
| 
| the MONARCH | 
Marking System Company | 
| 216 South Torrence Street, Dayton 3, Ohio 
| Please send sample Monarch tickets, tags and labels; also illus- | 
| trated folders about fast, economical Monarch price-marking 
| machines. | 
: STORE NAME | 
| — aDDRESs 
| 

| POST OFFICE ZONE STATE | 
a eeninmeeneniealtas altel 
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your material jobber 
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TITTLE 


mm FELITTIITI TIPPER EE APE IPRRP ERED E SERS S SEES LEE i eR AP EPP EESELi ee eiiieieeeesesiiil Geese eeeaeiiiiiieiiiiiisiiiili iii iii iitiei till iiiiiiiiiiiiliiiiiiil 








Everybody Wants A 
TREASURE DOME 


Sensational demand. Makes old watches 
modern, useful timepieces ... glorifies 
medals. Nationally advertised. Market test- 
ed, sales proven, presold. 80% of customers 
have heirloom watches. Gain goodwill, 
repair jobs with Treasure Domes. Proud 


possession, perfect gift. DuPont Lucite 





Dome. Ebony, mahogany, blonde wood 


bases. Impulse item. Display with watch; 





see them sell. 


RETAILS FOR $3.95 
%2 doz. $14.22; 1 doz. up $24.00 pr CAROL BEATTY CO. Dept. J3-A 


doz. Shipped prepaid if check with 7410 Santa Monica Blvd 
order. No C. O. D. (6 doz. shipped 





Los Angeles 46, Calif. a 


open account to DAB rated stores.) 





BECOME “GAVEL 
weavquarrers” FREE Gavel Display Case! 


3 Gavels in assorted Men's and 
Ladies’ sizes in Rosewood, Cocobolo, 
Ivory Plastic; with mounted Sterling 
Silver Bands and 2 assorted Sound 
Blocks . . . gives you complete sell- 
ing assortment. Beautiful Walnut 
Case is free! This Sales- Making 
““Space Saver’ measures only 2" 
x 16"'. Has dust proof hinged glass 
top. Contents only $25.62 net. Be- 
come ‘“‘Gavel Headquarters’’. Send . 
for Free Display Case Deal today on 
trial basis. Return collect if not 
completely satisfied. 





Send for Illustrated Price List 
of Complete line 


LIGNUM VITAE PRODUCTS CoRP. 
99A Boyd Avenue ° Jersey City 4, N. J. 
World's Largest Gavel Manufacturer since 1890 


























The Repairman’s an Expert 

Used watches accepted as trade-ins sell quickly in one 
store where the jeweler places their sale in the hands of 
his watch repairmen. All the used watches are displayed 
in the repair department. and every three or four months 
the store runs a special advertisement with pictures of 
the watch repair staff. “Many customers,” this jeweler 
says, “have the utmost faith in the repairman s judgment 
of a bargain in a used watch which he himself has 
reconditioned.” 

By keeping the used watches entirely apart from the 
selection of new timepieces, the store avoids contusing 
customers who come in for a new watch, and at the same 
time sells many used watches to persons who would not 
consider buying a new one. All used watches purchased 
as gifts are sold in the jeweler’s own watch boxes. 





Selling Slants... 


A Cheyenne, Wyoming, retailer found this 
promotion to be the best traffic builder of the 
year. He had the help of local theatre mana- 
gers with it. 

It was a contest, in which contestants had 
to vote on the best movie (in terms of atten- 
dance) among those scheduled to come to 
town in the coming month. A $100 defense 
bond went to the winner estimating atten- 
dance most closely for the most popular 
movie; 100 guest movie tickets went to run- 
ners-up. 

The retailer set up a display in his store to 
help the contestants. The display listed facts 
about the stars, studio and director of each 
movie, and other facts that might help in 
picking a winner. 

Many customers came to the store to look 
over the display, then went home to think it 
over before coming back to cast their vote. 
All this extra traffic increased sales consider- 
ably. 











Syracuse Stores Push Radio Sales 
Prior to Decoration Day 


Two Syracuse, New York, jewelers went all out for 
radio business prior to Decoration Day. Henry Jewelry 
Corp. and Wilson’s both employed high-powered news- 
paper ads to launch their promotions of car radios. table 
models and portables. The management of both stores 
agreed that the period preceding Decoration Day offers 
excellent possibilities for radio sales, especially to cus- 
tomers planning to spend time out of doors or in then 
automobiles on the road. 

While Henry’s built its promotion around car radios. 
Wilson s pushed portable and table model radios. 

' Dia ¢ 

OLR OWN BUSINESS PROBLEMS None of ow 
customers care particularly about any of our persona! 
business problems and to discuss them only means thal 
they will be spread. with great embellishment, about the 
whole community. Customers are primarily interested in 
the merchandise or service we have to sell. not in ow 
business problems involved in doing so In our place ol 
business. 
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CIRCULAR-KEYSTONE... 


ARTICLES ON MERCHANDISING 


Perhaps we can be pardoned for polishing our placques a bit. But this year’s 
award for distinguished editorial performance hits the nail squarely on the 
head. In INDUSTRIAL MARKETING ’s annual competition, JC-K was singled 
out for the best series of articles on merchandising. What could be more proper 
for a merchandising magazine? In fact, recognition of the sound, solid and 
sales-effective merchandising job JC-K does, month in and month out, year in 
and year out, means more to us than any other award we could have won. 


The series of articles that won this recognition was a continuing coverage of the 
problem of how to merchandise diamonds. JC-K tackled the problem 
thoroughly, on every front. . . fashion, sales facts, technology, sales training, 
world-wide market perspective, promotion. 


This is typical of the way in which JC-K serves its readers... giving them - 
merchandising, sales and business help that they put to work in their own 
stores. It is the major reason why,7 out of 10 jewelers say JC-K is their “most 
helpful’ magazine. . . and why it has the greatest paid circulation in the field. 








To JC-K, the most important “‘award”™ of all is the demand for copies of the 
diamond merchandising series, from jewelers throughout the country. This 
booklet was planned to fill requests from jewelers for extra copies for their 
own use. Thousands have been distributed to fill the trade demand. If you'd 
like a copy, write to JC-K, 100 East 42nd Street, New York 17, N. Y. 

25¢ per copy.) 
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Directory of Trade Associations 













































































































NATIONAL Idaho Retail Jewelers Association--M. G. Sexty, 215 N. 8th St.. Boise; Earl W 
Murphy, Exe Secy., Idaho State Chamber of Commerce 24 [Idaho Building, 
Boise 
. ‘ " or a chi rt © 
Vames given in each case are those of president and secretary. wes ™ eer genes te ee te Pin ae end Pe a gg nr 
American Gem Society Oscar Kind. Jr 1342 Chestnut St Philadelphia, Pa Illinois Watchmakers Association Harold I Herron, 6 East Lake Bt Chicag 
A} International Committee Chairman); Alfred L. Woodill, Exec. Dir Herb Johnson, 4°03 _N. Clark St Chicago 
149 “Wilshire Rivd Los Angeles. Calif Indiana Jewelers Association Stanley D. Goldberg, 536 Lincoln Way, La Porte; 
American National Retail Jewelers Assoviation -—Leo F. Henebry, 209 S_ Jeffersor Roy John, Exec. Secy., 808 State Life Building. Indianapolis. 
St.. Roanoke. Va.: Charles M. Isaac. Exe Vv. P 51 Fifth Ave., New Indiana, Watchmakers Association of—J. Hershel Monroe, 125 W Broadway 
York. N. ¥ Princeton; Harold K. Calvert, 812 State Life suilding, Indianapolis 
American National Watchmakers Association—!. Phillip Sommer, 1524 Beaver Av lowa, Horologi-al Association of—William L. Braklow, 2411 University Ave., Des 
N.S.. Pittsburgh. Pa.: George M. Montgomery, 933 Dove Lawn, Louisville, Ky Moines; Hoyt D. Snyder, Humeston . 
American Stone importers Association—Robert L. Dreher, 48 West ‘48th St., New lowa Retail Jewelers Association—William S. Joseph, 320 Sixth Ave Des Moines 
York. N. Y.: Llovd V. Tassner. 10 West 47th St., New York, N. Y Howard W. Dresser, Exec. Secy., 19% East State St., Mason City 
American Watch Association—S. Ralph Lazrus, 200 Hudson St., New York, N. ¥ Kansas Retail Jewelers Association—William E. Sellers, 812 Commercial St 
illiam HW. Fox. Eree Seey 29 Broadway. New York, N. Y Emporia: E. George McMahon, Exec. Secy 112 South Market, Wichita . 
American Watch Institute—James G. Shennan, Elgin National Watch ¢ Elgin Kansas State Horological Association—Eugene P. Wetzel, 650 N. Poplar St 
Ml.; R. J. Gunder, Hamilton Watch Co., Lancaster, Pa Wichita; R. M. Kirkland, Plainville | 
Associate Jewelers, Inc.—-Philin Skalet. 62 West 47th St.. New York, N. ¥ Kentucky Retail Jewelers Assoclation—Mark Scearce, Mark Scearce Jewelers 
Tobias N. PRerver. Exe Dir 977 Broadway. New York. N. ¥ Shelbyville: W. K. Ewing, 330 W. Chestnut St Louisville , . 
ieee ot of Traveling ‘tewelers—Joseph L. Davis. 608 Fifth Ave., New York Kentucky Watchmakers Association—John B. Cantrell, Lexington; W. W. Jenki 
Archer L. Chapin, 18 Park Road, Maplewood, N. J Louisville } — ;' ~ 
eeeueeee Jewellers Association——-Adam Purves Hamilton Ontario: Normar q Louisiana peerernyrem Association—Marco lWLukinovich, Metairie; Richard Nato, 
each 72 Richmond S&8&t V Toront ew Obriear : 
Clock Manufarturers Acsoriation of America—Othnei! G. W'l!tams. Winsted, Conn Louisiana Retail Jewelers Association—L. J. Bernard, 146 Baronne St., New 
George S. Stearns. Ir... 915 Church St... New Haven. Conn Orleans; S. Goldberg, $29 Ryan St., Lake Charles 
Costume Jewelry Trade Association—Ernest S Heller, 411 Fifth Ave New York Maine Retail Jewelers Association—Henry Nolin, 79 Lisbon St., Lewiston; Li 
N. ¥.: Robert Reiter. Counsel, 1311 G St... Washington, D. ¢ Tardif, 40 Main St., Waterville si Sot, etd 
Diamond Council of America—Rarnett ©. Helzberg 1013a MreGee St Kansas City Maryland-Delaware-District of Columbia Jewelers Association—Huarry Grol Ith « 
Mo Melvin Rudolph, 541 S. Clinton St., Syracuse, N. Y Shipley Sts Wilmington, Del.; Carl A. Doubet, Jr., 10th & Orange Bt 
Diamond Manufacturers & Importers Association of America—Wallace W. Har Wilmington, Del ; : — 
wood. 4 West 58th St., New York, N. Y.: Leo L. Kaplan, 630 Fifth Ave., Massachusetts, Horological Association of—William R. FE. Hebert, If Sout! 
New York N Y Drive Worcester: Victor J Seskevich Exec. secy S Lakeside Ave 
Educational Jewelr ufacturer ssociati ry ; osa. 154 E. Broadway Vorcester ) 
2 a + Mogae - sony omy it So Fitth Ave New York Massachusetts-Rhode Island Retail Jewelers Association—William H. Shreve, 33 
Pan Boylston St Boston: Russell I. Ferguson, 58 Main St Ware, Mass 
Fountain Pon and Mechanical Pencil Manufacturers Association —Wi'ber K. Olsor Michigan Horological Association—Charles Fischer, 154 Bagley Ave., Detroit 
311 Ave. H. Fort Madison, Iowa; Clyde T. Nissen, Exec. Secy., 19 West Richard Wm. Brock, Kalamazoo 
44th St New York Michigan Retail Jewelers Association William Martinek 2717 E Front §& 
Gemologi-al Institute of America—Dean Edward H. Kraus, Mineralogical Labora Traverse City E. Goldey, Exec. Secy 1504 Olds Tower, Lansing 
tories, University of Michigan, Ann Arbor, Mich.; Fred J. Cannon, 315 Minnesota Retail Jewelers Rasesiation Williar P. Stiles, Wells; William ‘¢ 
West Sth St Los Angeles. Calif Walsl kxe Secy 1006 Northwester sal Building Minneapolis 
Gem Trade Laboratory——-(Now part of the Gem Trade Laboratory of the Gemologica Minnesota Watchmakers Association--Lester Gish, Virginia; Mitchell Kellar, - 
Institute of America. 5 East 47th St., New York. N. Y S. 4th St Minneapolis 
Horological Institute of America—Howard S. Schrantz. 111‘ Enclid Ave., Cleveland Mississippi Retail cocaine Association Irvin D. Sachs, 417 Washington Av 
Ohio; Forrest E. Peters, Exec. Secy., 817 14th St., N.W., Washington, D. C Greenville; George He uler, 1405 Washington St., Vicksburg 
Jewelers Board of Trade—Fred A. Bullock. 7 Feverly St Providence, R. I Missouri Horological Aamesiation Walter G. Stephenson, 7635 Fairham Ave... Ut 
Horace M. Pec! 113 Turks Head Building. Providence, R. I versity City Robert W Pieschel. 716 Chemical Buildin St. Louis 
Jewelers Security Allian-e—Walter Eitelbach, 2 West 47th St., New York, N. ¥ Missouri Retail Jewelers Association—Henry Drosten, 901 Locust St St. Le 
Richard C. Murphy. Exec. Secy. 535 Fifth Ave., New York. N. Clinton Holt, 110 E. High St Jefferson City 
Jewelers Viailance Committee—G WI. Neimever, 82 Fulton St.. New York. N. Y-:; Nebraska Retail Jewelers Association—Robert W. Meyer, 121 W. Third St., Gra: 
P. Irving Grinberg, Exec. Vice-Chairman, 45 West 45th St., New York, N. Y. Island: Corey W. Chase Holdreg: 
Jewelry Crafts Acsociation—Rarnett Ech 196 West 44th St New York, N. ¥ Nebraska State Horological Association—-Michael Hansen, Kirkpatrick B 
Henry L. Sperling Exec. Secy., 20 West 47th St New York. N. ¥ Omaha; William Yost, Milford 
Jewelry Industry Council—Meurice Adelsheim, Sr.. Chairman. 811 Nicollet Ave New England Watchmakers Association—Thomas J. Fagan, 292 Boylston St., B 
Minneapolis, Minn Albert E. Haase, President, 608 Fifth Ave Ni ton. Mass.: Victor J. Seskevich, 8&8 Lakeside Ave Worcester, Mss 
York. N. ¥ New Hampshire Retail Jewelers Association Herman DPD. Page, 105 Congress St 
Jewelry Research Foundation —J. Carlton Bagnall, Sr., Chairman of the Executiv Portsmouth; Mrs. Herman D. Page, 105 Congress St., Portsmouth 
Committee. 76 Atherton St Rostor Mass. : Irving Cheskir Exe Sec New Jersey Retail Jewelers Association—Raiph M Fava, f Van H _ 
O80 Fifth Ave New York N y Paterson; H e Blitz Exe Secy ~2i S Nort! Carolin (Ave At 
Machine Chain Manufacturers Association—Albert G. Berghahn, 735 Allens Ave., City 
Providence, R. I.; Hans Bemberg, 70 Ship St., Providence, R. I New Jersey, Watchmakers Association of—L. H. Hayenga, 8&5 Nesbit Ter 
Manufacturing Jewelers Sales Association—John A. Cerrito, 387 Charles St Irvingto Emil 7. Chessa 67th St.. West New York 
Providence, R. I., Charles C. Bulkley Exe Secy Sheraton- Biltmore New Mexico Retail Jewelers Association Adair Gossett, 217% South Canyon St 
Hotel. Previdence, R. I Carlsbad; Sam Rankin, Hi 
Metal Findings Manufacturers Association tory H. Dillingham, Industrial Trust New Mexico Watchmakers ‘asagsnenion I Butterfield, 2314 E. Central Ave 
Building. Providence, R. I Gordor iff, 101 Sabin St Providence m J Alibuquerqu KE. N. Click Albuqu 
National Association of Watch and Clock th Srooks Palmer, 295 Madisor New York and New Jersey Associated Credit Jewelers—Jay C. WLightermar 
Ave New York, N. Y Earl T. Strickler, Box 3 333 North 3rd St West 125th St New Yorl N. ¥ William Wagner. Ex See 
Col im hia Pa Fifth Ave New York 
National Gift and Art Association Ralph Gunschel, Red Wing, Minn.; William New York State Retail Jewelers Assocation | Francis Thibault, 234 Genes: > 
E. Little 220 Fifth Avy New York. N. ¥ Utica: Malcolm P. Campb: Main St., Canandaigua 
National Jewelers Association Arvin g J. Wolfgang, 123 State St., Detroit, Mich New York State Watchmakers Association Morris Gordon, 161 Union S 
 Willtem Wagner. Exe Sey 545 Fifth Ave New York N ¥ Schenectady: Richard A. Robbins, Exe Seo 13 Mill St Binghamtor 
National Wholesale Jewelers Association J M Mont ymery, 109 N Wabash AV‘ North Carolina oe Jewelers Association R mond R Landsherger R18 BB ~ 
Chicas Iil.; Thomas A. Fernley, Jr., Exec. Secy., 1900 Arch St Philadel North W ny Ned W. Coher R31 Jefferson Ruilding, Greenshor 
nhia Pa North Carolina ‘Watchmakers a rowerers Association—Paul Arnold, 207 §& 
New England Manufacturing Jewelers & Silversmiths Association—FEmil E. Fachor Tryon St ‘harlotte: D Liberty St., Winston-Sals 
125 Dexter St Providence R I: George R. Frankovict Exe secy North Dakota Jewelers and Be wala oe teaaliats Kenneth Helmers, Li 
Sheraton-Biltmore Hotel, Providence, R. 1 M. Weil Oakes 
Platinumsmiths’ Association pee Mehrlust, 6 West 48th St., New York, N. Y North hiduie Retail Jewelers Association--Iver Larson, Mandar 
reorge F. Brecht. 17 West 45th St.. New York, N. Y Ohio Retail Jewelers Association—Howard TT. Evans, 239 North Ma 
Sterling Silversmiths Guild of America—Donald W. Leach, 340 Quinnipiac St., Urbana: Hug N. Beatti 117 Euclid Ave Cleveland 
a Conn.; John F. Ambrose, Exec, Vice-President, 551 Fifth Ave Ohio Watchmakers Association Sutton ¢ Girod 52 E. 152nd St C 
Ney York N } How%rd Glass Wells Ave NI Cantor 
United sarctentoal Association of America—Norman D. Luth, 7014 Seville, Hunt Oklahoma Horological Association Willard W. Mote, Ponca City; Finley M. Re 
— Park, Calif.; Orville R. Hagans, Exec. Secy., 1901 E. Colfax Ave 1900 W. Park. Cklahoma ty 
Denver, Colo Oklahomaa Retail Jewelers eesannabion Robert J. MeCurley, 124 East Main 8! 
United States Stone and Bead Importers Association—Sau!l Siegel. 15 West 37tl Norman; Hugo Kofmetl Dunear 
St New York, N. jy Ben Blank, Exe Secy 171 Madison Av Neu Oregon Retail Jewelers Association—-William R. Johnson, 723 8S. E. Grand Av 
York, N } Portland; Edward N Weinbaun Exe Secy 824 Ss. W Fifth Ave 
Watch Material Distributors Association cf America—Eugene J. Sobel, 318 91 Portland . 
St.. N.W Washingto: Ir ¢ i Donald Richard hex secs 1 Svan Pennsylvania Retail Jewelers Association—Charles H. Heine, 5 South 40th & 
Arch St.. Philadelphia, Pa Philadelphia; Andrew J. Mulherin, Jr., Exec. Secy., 5 South 40th St 
Philadelp! 
Pennsylvania, Watehmakers Association ef—George Niesslein, 519 Ivy Si Pitt 
STATE burgh: George W Mevers 1740 Mossfield St Pittsburgh, ‘ 
Rhode Island, Watchmakers Association of—Arthur @. McLaughlin, 70 Was! 
ssi Providence Hi. tor | Pease 7 kn pire St Providence 
Names given in each case are those of president and secretary. South Carolina Retail Jewelers Association—Robert L. Lewis, 212 E. Main & 
; . Spartanburg: Wilbur L. Riddle, Laurens 
Alabama Retait Jewelers Association——W Garfield Goodwin, 323 N 19th St South Dakota Retail Jewelers Association—L. A. Horwitz, 120 S. Phillips A‘ 
7 mel ‘aul M. Byrne. 123 N Ith St.. Birmingham. Sioux Falls; Ivan Landstron 2 St. Joe St Rapid City 
Arizona Retail Jewelers Association Albert Firestein, 136 W. Washington St.. Tennessee Retail Jewelers Association William P. Griffin, 214 Sixth Av “ 
’hoenix; Sidney J. Karp, 142 West Main St., Mesa Nashville eph M. Willi: 1 Sixth Ave., N., Nashville 
Arizona Watchmakers Association—Carl Stevenson, Phoenix; Edward Lewis, 291° Tennessee Watchmakers§ and ‘Jewelers ' Association—Buford E Anthony, 22 
16th St Phoeni Elliston Place Nashville H ; Johnson, 2210 Bennett St Chattan Ra 
Arkansas Retail Jewelers Association—Keathley Scisson, 1201 Oak St., Crossett; Texas Retail Jewelers Association—Sam L. Major, Jr ‘olorado City; H. E. D 
Harold Stanley, 207 Main St., Little Rock EX Secy 209 Browder St Dallas 
California, Horological Association of—L. F. Wells, 238 S. Market St., Inglewo Texas Watchmakers Association—-Lucian Thomas 1301 College Ave., Luht 
man D. Luth. 107 N. Long Beact Blvd Compton R. B Raymond. 50a West Jeffersor Ave., Dalla 
California Retail Jewelers Seneca — Barnard. 520 Fifth St Eurel Vermont Retail Jewelers Association—John C. Collins, 30 Kingman St., St. A 
Frank E. Robinson, Exe Secy Ke: irney St San Francisco Ivan Burhnan Waterbury 
Colorado. Master Watchmakers Aesesintion of—-Edward M Hewitt 413 Colorad Virginia, oo, Association of—C. R. Knowles, 614 W. 3lst St., Ric! 
tuilding. Denver. Co H. k Parks, 309 E. Plume St Norfolk 
Connecticut Retail Jewelers Association—Charles E. Butler. 972 Chapel St., New Virginia Retail Jewelers Association—W. H saumgartner, Wytheville; Frank 1 
Haven; Lee Isenberg, Exec. Secy., 800 Main St., Hartford. Moose, 207 S. Henry St., Roanoke 
Florida Retail Jewelers Association—Charles G. Rhoads, Orange Ave. and 2nd St Washington Retail Jewelers Association—Horace Raphael, 5th & Pike, Seatti 
Pierce; Robert L. Bechtel, 228 Datura St., West Palm Beach Ed Smith, Exec. Secy., 714 American Building, Seattle 
Florida State Watchmakers Association—W. L. Wood, P. O. Bor 307, Quincy; West Virginia Retail Jewelers Association—William A. Caplan 8 W. Pike § 
W. Sage, Mount Dora. Clarksburg: Robert L. Williams, 210 Court St Clarksburg 
re Bane Jewelers Association—James M. Rudder, 207 Peachtree St., N.E Wisconsin Retail Jewelers Association -Harmon McCarthy, 113 W. Wisconsin Ave 
lanta; Tom Wilson, Douglas. Neenah; B. W. Heald, Exec. Secy., 794 N. Jefferson, Milwaukee 
— "Retail Jewelers Association—Samuel Lachman, 1160 Fort St., Honolulu; Wisconsin Watchmakers Association—C. R. Christoffersen, 2123 Green St., Racine 
Thomas R. Shields, Exec, Secy 201 Dillingham Building, H nolulu Ed Medla, Kenosha 
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TAX COMMITTEE GETS TO WORK. Victor Paul, chairman of the Retail Jewelers Tax Commit 
tee, announces that the organizing stage is past. Offices are established at 597 
Fifth Ave., New York, and statistical studies are already under way to obtain 
the data to back up the comprehensive industry brief that will be presented when 
the Ways and Means Comm. of Congress reSumes hearings. The Tax Committee recog- 
nizes that the jewelry industry can only get relief through a revision of the 
entire excise tax structure, but it will confine itself to these main jobs: to 
present the effect of the tax on this industry; to attack the diScriminatory as- 
pects; and to cooperate with other industries similarly afflicted. The scale of 
contributions has been set low to encourage participation by every person and 
firm in every branch of every segment of the jewelry industry. 


"UNFAIR" PM PRACTICES LISTED. The Federal Trade Commission has revised its trade 
practice rules in the matter of PM's. Main unfair practices now listed are: pay- 
ing PM's to saleSpeople without employer's knowledge; push effort which "unduly" 
hampers sales of competing products; push agreements which substantially reduce 
competition; PM agreements not also available to competing stores. 


JEWELERS' PX PROTEST CALLED INADEQUATE. With the outcome depending to a large extent 
on volume of mail from jewelers to their congressmen, there have nevertheless 
been too few jewelers taking the trouble to provide this "grass roots" Support 
to the drive to limit Armed Forces PX competition with jewelers. This is the 
Opinion of Bernard Burnstine, chairman of the NJA Committee on Post Exchanges. 
Burnstine has been arguing for elimination of more jeweiry store merchandise 
from PX permitted lists, and expressed his disappointment recently when the 
House Armed Services subcommittee failed to include such a recommendation in its 
report. 


RONSON APPOINTS W. D. EVANS. W. D. Evans, formerly general sales manager of the 
Elgin National Watch Co., has been appointed vice-president in charge of market- 
ing by the Ronson Art Metal Works. He will Supervise all sales, advertising and 
merchandising activities for Ronson. 


HLGIN NATIONAL APPOINTS T. 0. WRIGHT. The Elgin National Watch Co. announced the 
appointment of T. 0. Wright as general sales manager. He was formerly western 
district sales manager for the company. 


{AMILTON RE-ELECTS FOUR DIRECTORS. Hamilton Watch Co. completed election of direc- 
tors by re-electing four who have been board members for many years: Clifford J. 
Backstrand, pres. of Armstrong Cork Co., Hamilton director since 1945; J. W. B. 
Bausman, agriculturist, a director since he replaced his father, a founder of 
the company, who died in 1940; Col. J. Hale Steinman, co-publisher of Lancaster 
newspapers and a director since 1940; and Charles G. Watt, president of Watt & 
Shand's department store, board member since 1920 and son of another Hamilton 
founder. 
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X America’s most complete line of popular-priced clocks and watches 






+ New designs and styling by Henry Dreyfuss 


x 
= 
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+ Nationally advertised in the biggest consumer campaign 
in Sentinel history 











AMERICAN 
Retail Jewelry *~ Brand new, profitable point-of-sale merchandising dis- 
SHOW play deals 
August 9-13 
Waldorf-Astoria # American made and guaranteed by INGRAHAM 
New York City 
- + Write Advertising Department, The Ingraham Co., Bristol, 
Silver Foyer Conn., for free consumer folders, envelope stuffers, and 
Booths N & R newspaper mats. 











4 pages of Sentinel TIME 


See Page 257 for the Name of Your Nearest Sentinel Jobber 
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pesicNeD BY HENRY DREYFUSS 
MADE AND GUARANTEED BY 
INGRAHAM COMPANY 
BRISTOL, CONNECTICUT, U.S.A. 


WATCHES 












JEWELED With precision-ground genuit 
SHOCK-RESISTANT movemeltl Stainless 
unbreakable crvstal. Gilt numerals and hour m 
silverect metal dial. ( hror if Ccist a de] I 


chrome plated expansion band, vellow cas 


cold color CXPanision band. 


WW-258 Dart deluxe, chrome cass Retail $6.50* 
WW-259 Dart deluxe, yellow cass Retail $7.50* 


| 
“Dart watches tactorv-mounted on counte) 





" SN No. 175 Deal 
SS Dart deluxe, chrome cast Retail $39.00* 
No. 176 Deal 
Dart deluxe, yellow case Retail $45.00* 


WRITTEN ONE YEAR GUARANTEE! 








ELED With precision-ground genuine sapphires, 
CK-RESISTANT movement. Stainless stee] bare 
ossed leather strap, unbreakable crvstal. Gilt numer- 
nd hour markings, silvered metal dial. 





V /-220 Dart, chrome CilSe Retail $4.95* 
WW-222 = Dart, yellow case Retail $5.50* 


a Shee es 


ful theft-proof counter display with _ si 
rt watches factory mounted. a SEM : 


p 122 Deal Dart, chrome Case Retail $29. 70* 


7), 


A 124 Deal Dart, yellow case Retail $33.00* 


" ITTEN ONE YEAR GUARANTEE! 
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PRICES AND SPECIFICATIONS SUBJECT TO CHANGE, ALL PRICES ARE PLUS TAXES 








WATCHES 


eA . 
Pe 


SENTINEL 
CLICK 





p GENUINE INE 


ENTING, 
Zc $298 


‘is / 


“Eee 





One of Americas most popular pocket watches. 
Dependable, SHOCK-RESISTANT movement, cant be 
overwound,. Chrome plated case, unbreakable crvys- 
tal, Rotating second indicator. 


Retail $2.95* 
Retail $3.50* 


PW-200 Click, plain 
PW-207 3 Click. radium 


Display deal with six “Click” watches factory- 
mounted. 


Retail $17.70* 
Retail $21.00* 


No. 114 Deal Click, plain 
No. 115 Deal Click, radium 





. tinel SWEEP 


Handsome pocket watch with sweep second 
hand, perfect for timing sports, photography, 
etc. SHOCK-RESISTANT movement, rugged, accu- 
rate. Durable chrome plated case, unbreakable 
crystal. 


PW-228 Sweep Retail $3.25* 





Counter display card with six “Sweep” watches 
factory-mounted. 

















ARROW DE LUXE 


ARROW 


SHO K-RESISTANT NIOVEMENT. GENUINE SAPPH 


[EWELS. Handsomely stvled in LO kt. rolled ¢ OO] Id ( 


stainless steel back. Available “gh “i eae | strap 


deluxe model with sparkling gold plated expan 
band. 
WW-262 Arrow, leather sti ip Retail $7 







fy 


iV 


WW-263 Arrow deluxe. CxXPansion ban Re tail $8 95 


Display deal with six “Arrow deluxe watch 
gold plated CX\Pahston bands ractory-mounte 


display. 
No. 180 Deal Arrow deluxe Retail $53 


WRITTEN ONE YEAR GUARANTEE! 















No. 160 Deal Sweep Retail $19.50* 








PRICES AND SPECIFICATIONS SUBJECT TO CHANGE. 






IL PRICES ARE PLUS TAXES. 











DESIGNED BY HENRY DREYFUSS 
MADE AND GUARANTEED BY 


INGRAHAM COMPANY Y 


BRISTOL, CONNECTICUT, U.S.A. 


















4 | 
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Y £399 small 


| afar 




















LITTLE STAR 


* -” ii =. Ee 

;\ ~ | . 

ss / 2 & 
| # . yo Beautitully stvled miniature 40-hour alarm 
ATS | = oe tor night table or vanitv. Smart ivory case 

' ‘ } _! } ' 

a : lia | ; legible numerals and hands. clear stvrene 

: € 2 
* j — m4 } ’ } 
LITTLE PAL ee crystal. Single key Winds time and alarm Felt 





0? padded base. 
ricas best value in miniature alarms. Easy to O 1 ite] 7 : : 
' = - ittle Star, plan cetal . 
. doubles AS bedside clock for home OT travel, 4] on tar, plain ‘ $3 95 
KEY winds time and alarm. 10-hour movement 0-42 Little Star. radium Retail $4.50* 
icase in baked enamel ivory finish, Felt padded 
Display Deal consists of three plain and three 
6-27 Little Pal, plain dial Retail $3.95" radium “Little Star” alarms, two each, fac- 
hte tory mounted on counte) card. 
9” 0-28 Little Pal, radium dial Retail $4.50* 
No. 150 Deal Litt!e Star Retail $25.35* 


120 Display Deal consists of three plain and 
radium “Little Pal” alarms. two ot each tactorv- 


nted on counter card. -_— 


No. 120 Deal = _ Little Pal Retail $25.35* 








ens x Re: 3 
we » 
eae Se ~— a 
Si . = : 
: Pe = 
> a 


' ' : , ‘ ’ : ’ } 
SOME, modern +) hour alarm with striking satin New modern Drevtuss-design d t{O-hour alarm 
hed frame. Hared metal case. Legible numerals. Beautiful, durable lustrex ivory plastic case and bass 
shaped hands. Single key winds time and gleaming brass plated frame. Shatter-resistant 
Felt padded base. crystal. 
0 Flair, plain dial Retail $4.50* R-80 Dapper, plain dial Retail $2.98" 


0 Flair, radium dial Retail $4.95 * R-81 Dapper, radium dial Retail $3.50* 






PRICES AND SPECIFICATIONS SUBJECT 1O CHANGE. ° ALL PRICES ARE PLUS TAXES. 














& 
PRS 


~ Dat see De 
yRlikie’ MEMO 

Selt-starting electric with distinctive chime 
alarm that rings 1-2-3. then repeats. (CSleaming 
deep ribbed sepia front, ivory case, 


SA-20 \emo, plain Retail $5.95 


Ae tne Oe WAFER SA-21 Memo, radium Retail $6.95’ 


\ wafer-thin self-starting electric wall clock designed 
for the modern kitchen. EKasy-to-read numerals, bold 
contrasting hands sweep second hand. Durable 
two-p1ece metal case in chrome, white, red, or vellow. 





SK-174 Water Retail $4.95* 














* 


Se iti K of LITTLE GOTHI¢ 


Popular-priced $-day alarm. Handsome metal case 


in baked enamel ivory finish. Bold numerals and Self-starting electric, bell strikes hour and half ! 
hands. Thumb-fit keys, cant be overwound. Felt Traditional stvling, beautifully decorated dial 
padded base. mahogany veneer case, 12” high, 64” wide. 
available with 8-day movement, front wind. 
8D-198 Dawn, plai Retai wo" ” 
sich ane eitieteeaies SSC-182 Little Gothic, electric Retail $24 5 
8D-199 Dawn, radium Retail $5.50* 8D-128 Little Gothic, 8-day Retail $22 10 


PRICES AND SPECIFICATIONS SUBJECT TO CHANGE, ° ALL PRICES ARE PLUS TAXES. 
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R SENTINEL From Your Jobber... 





ALABAMA 


Birmingham 
Standard Jewelry Co., Inc. 
2103 First Ave., No. 
Birmingham 3, Ala. 


ARIZONA 


Phoenix 
EW. Reynolds Co. 
Phoenix, Arizona 


CALIFORNIA 


Los Angeles 
E. W. Reynolds Co. 
315 W. Fifth St. 
Los Angeles, Calif. 
Sun Coast Mdse. Co. 
410-412 S. Spring St. 
Los Angeles 13, Calif. 
San Francisco 
Continental Mdse Co. 
575 Mission St. 
Son Francisco, Calif. 
E. W. Reynolds Co. 
657 Mission St. 
San Francisco, Calif. 


COLORADO 


Denver 
Albert F. Long 
505 Colorado Bldg. 
Denver 2, Colo. 


DISTRICT OF COLUMBIA 


Washington 
Bluestein Co., Inc. 
318—9th St., N. W. 
Washington 4, D. C. 
Orgel Brothers 
930 F St., N. W. 
Washington 4, D. C. 


FLORIDA 


Jacksonville 
Jenkins Jewelry Co., Inc. 
25 East Adams St. 
Jacksonville 2, Fla. 
Miami 
L. Luria & Son, Ine. 
980 Southwest | st St. 
Miami, Fla. 
Miami Diamond Center 
17 N. E. Second St. 
Miami 32, Fla. 


GEORGIA 
Atianta 

M. Ellman & Co., Inc. 
197 Mitchell St., S. W. 
Atlanta, Ga. 
Ewing Brothers 
5 Plaza Way, 
Atlanta 2, Ga. 
D. Geeler 
23 Broad St., S. W. 
Atlanta, Ga. 
Sommers & Sommers 
324-329 Candler Bidg. 
Atlanta, Ga. 


Augusta 
A. A. Friedman Co. 
805 Ellis St. 


Augusta, Ga. 


Valdosta 
Southern Wholesale Jlrs. 
Valdosta, Ga. 


ILLINOIS 
Chicago 

A. C. Becken Co. 
22 W. Madison Ave. 
Chicago, Ill. 
Bieler-Levine Co. 
5 N. Wabash Ave. 
Chicago 2, Ill. 
Emil Braude & Sons 
538 S. Wabash Ave. 
Chicago 5, Ill. 
Dennis D. Grenn Co. 
29 E. Madison, Suite 1616 
Chicago 2, lil. 
Bob Scheffres Co., Inc. 
29 E. Madison 
Chicago 2, Ill. 
Stein & Ellbogen Co. 
55 E. Washington 
Chicago, Ill. 
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INDIANA 


Indianapolis 


Baldwin-Miller Co. 
238 S. Meridian St. 
Indianapolis, Ind. 
Sha-Vel’s 

546 S. Meridian St. 
Indianapolis, Ind. 


IOWA 


Des Moines 


M. A. Lumbard Co. 
504 Shops Bidg. 
Des Moines, lowa 


KANSAS 
Wichita 
H.R. Wade & Sons 


216 Bitting Bidg. 
Wichita, Kansas 


KENTUCKY 


Louisville 
Gleeson Jiry. Co. 
604 W. Main St. 
Louisville, Ky. 


LOUISIANA 


Crowley 
J. C. Wilfert Co. 
First National Bank Bldg. 
Crowley, La. 

New Orleans 
Dixie Wholesale Co. 
121 Chartres St. 
New Orleans, La. 


Leonard Krower & Son, Inc. 


P.O. Box 755 
New Orleans, Loa. 


MAINE 


Portiand 
H. E. Murdock Co., Inc. 
491% Congress St. 
Portland, Me. 


MARYLAND 


Baltimore 
American Jewelry Co. 
1 No. Liberty St. 
Baltimore, Md. 
Baltimore Jiry. Co. 
104 Fayette St., W. 
Baltimore, Md. 
Engel-Pack Co., Inc. 
20 Hopkins PI. 
Baltimore |, Md. 
U.S. Jewelry Co., Ine. 
Baltimore & Liberty Sts. 
Baltimore, Md. 


MASSACHUSETTS 


Boston 
|. Alberts’ Sons, Inc. 
383 Washington St. 
Boston 8, Mass 
D. C. Percival Co., Inc. 
373 Washington St. 
Boston 9, Mass. 
S. E. M. Co., Inc. 
5 Bromtield St. 
Boston 8, Mass. 


MICHIGAN 


Detroit 


The Gorenflo Co. 
1940 E. Jefferson Ave. 
Detroit, Mich. 


MINNESOTA 


Minneapolis 
S. H. Clausin & Co. 
41 North 1 2th Street 
Minneapolis, Minn. 


MISSOURI 

Kansas City 

Franklin Bros. 

4th Floor Sharp Bidg. 

Kansas City 6, Mo. 

B. Stiffleman & Son 

1111 Grand 

Kansas City, Mo. 
St. Louis 

Eisenstadt Mfg. Co. 

317 N. 11th St. 

St. Louis, Mo. 


NEBRASKA 


Omaha 


J. P. Byrne and Sons 
204 W.O. W. Bidg. 
Omaha, Nebr. 


NEW JERSEY 


Newark 


Heller and Heller 
1025 Broad St. 
Newark 2, N. J. 


NEW MEXICO 


Albuquerque 


Rio Grande Jewelers 
517 W. Central 
Albuquerque, N. Mex. 


NEW YORK 


Leon Sales Co. 
1372 Hertel Ave. 
Buffalo 16, N. Y. 


Ira Levitz Inc. 
33 Court St. 
Buffalo 2, N. Y. 


H. Polner Inc. 
Ellicott Square Bldg. 
Buffalo, N. Y. 


New York City 


Belenky Bros., Inc. 
97 Canal St. 
New York 2, N. Y. 


Murray M. Braunstein 
366 Fifth Ave. 
New York 1, N. Y. 


Morris Brett and Co. 
12 E. 46th St. 
New York, N. Y. 


Carmody Products, Ltd. 
19 W. 24th St. 
New York 10, N. Y. 


A. Cohen and Sons Corp. 
27 W. 23rd St. 
New York 10, N. Y. 


Donchin and Co. 
366 Fifth Ave. 
New York, N. Y. 


!. Draizen 
67 Chrystie St. 
New York 2, N. Y. 


Drobenare Bros., Inc. 
68 Nassau St. 
New York, N. Y. 


Fried and Yellin 
53 Chrystie St. 
New York 2, N. Y. 


B. Friedberg, Inc. 
35 West 125th St. 
New York 27, N. Y. 


K. B. F. Distributing Co. 
71 Nassau St. 
New York 7, N. Y. 


Lieberman Bros. 
64-66 Nassav St. 
New York 7, N. Y. 


L. Luria & Sons, Inc. 
140 Fifth Avenue 
New York 10, N. Y. 


J. F. Mansfield Clock Co., Inc. 


15 Maiden Lane 
New York, N. Y. 


Pesselnik and Cohen 
20 Eldridge St. 
New York, N. Y. 


Richard Polumbaum Co., Inc. 
8 West 40th St. 
New York 20, N. Y. 


C. Schever Co. 
1 Maiden Lane 
New York, N. Y. 


Sterling Mfg., Inc. 
1828 Amsterdam Ave. 
New York 31, N. Y. 


Phillip Tanz Co. 
253 Fifth Ave. 
New York 16, N. Y. 


Tepper Co. 
111 Fifth Ave. 
New York 3, N. Y. 


Nat Zuckerman 
135 Fifth Ave. 
New York 10, N. Y. 


New York—cont. 


Rochester 


Garson Jewelry Co. 
319 Burke Bidg. 
Rochester 4, N. Y. 


Present Company 
14 Franklin St. 
Rochester 4, N. Y. 


Morris Rosenbloom & Co, 
29-33 St. Paul St. 
Rochester 4, N. Y. 


Syracuse 
H. S. Miller Co. 
333 So. Warren St. 
Syracuse, N. Y. 


A. H. Pond Co., Inc. 
120 E. Washington St. 
Syracuse, N. Y. 


Utica 
George J. Tapper Co., Inc. 
115 Genesee St. 
Utica 2, N. Y. 


OHIO 


Cincinnati 
The Wallenstein-Mayer Co. 
31 E. 4th St. 
Cincinnati, Ohio 


Cleveland 
The H. W. Burdick Co. 
3622 Prospect Ave. 
Cleveland 15, Ohio 


The A. H. Ficken Co. 
850 Euclid Ave. 
Cleveland, Ohio 


J. H. Gross Co. 


651 Hippodrome Annex Bidg. 


Cleveland 15, Ohio 


The Scribner & Loehr Co. 
1148 Euclid Ave. 
Cleveland 15, Ohio 


Toledo 
Heyne and Groves, Inc. 
207 Produce Exchange Bidg. 
Toledo, Ohio 


OKLAHOMA 
Oklahoma City 


Samuel Gordon 
515 Perrine Bidg. 
Oklahoma City, Okla. 


PENNSYLVANIA 


Philadelphia 


A. J. Baltin & Co. 
740 Sansom St. 
Philade!phia 6, Pa. 


Aisenstein and Gordon, Inc. 
712 Sansom St. 
Philadelphia, Pa. 


J. B. Bechtel & Co., Inc. 
729 Sansom St. 
Philadelphia 6, Pa. 


Jack Kellmer Co. 
722 Chestnut St. 
Philadelphia, Pa. 


M.A. Perlhard Co. 
713 Sansom St. 
Philadelphia, Pa. 


Louis Sickles 
914 Walnut St. 
Philadelphia, Pa. 


Edward Tinkleman, Inc. 
715 Sansom St. 
Philadelphia, Pa. 


William S. Waples 
731 Sansom St. 
Philadelphia, Pa. 


Pittsbrugh 
Biggard & Co, Ine. 
800 Penn Ave. 
Pittsburgh 22, Pa. 


Grafner Bros. 
818 Liberty Ave. 
Pittsburgh, Pa. 


The Samuel Weinhaus Co. 
808 Liberty Ave. 
Pittsburg, Pa. 


Pennsylvania—cont. 


Scranton 
E.R. Parker 
314 Penn Ave. 
Scranton, Pa. 
Wilkes-Barre 
Watchmakers Sup. House 
461 Long's Commercial Bidg 
Wilkes-Barre, Pa 


SOUTH CAROLINA 


Columbia 
Hamilton Distributors 
1609 Main St. 
Columbia, S. Car 


TENNESSEE 


Memphis 
Mednikow and Paul, Inc. 
7th Floor Shrine Bidg. 
Memphis 3, Tenn 
Sandown & Kendo! 
635 Exchange Bldg 
Memphis, Tenn 
Cel-Max Whise. Jewelers 
582 So. Main St. 
Memphis, Tenn. 
Nashville 
Gold-Silver & Co. 
512 Deaderick St. 
Nashville 3, Tenn 


TEXAS 

Dallas 

Lyles-Van-DeGrazier Co 

204 Life of America Bidg 

Dallas, Texas 

Rex Sales Wholesale Jiry. 

502 Lacy Bidg. 

1521 Commerce St. 

Dallas, Texas 

Texoma Whise. Jirs. 

400 N. Akard 

Dallas, Texas 


Fort Worth 
Wolf & Kler Whise. Sup. Co 
1308-10 Main St. 
Ft. Worth, Texas 

Houston 


Taylor and Co 
508 San Jacinto St. 
Houston, Texas 


San Antonio 


B. M. Hammond Co 
117 W. Commerce St. 
San Antonio 5, Texas 


UTAH 


Salt Lake City 
Primrose Jirs. Supplies 
314 Ness Bidg 
Salt Lake City, Utah 


VIRGINIA 


Richmond 
Richmond Jirs. Sup. Co. 
10 West Broad St. 
Richmond, Va. 


WASHINGTON 


Seattle 
Mayer Brothers 
P.O. Box 1914 
Seattle 11. Wash. 
Marv-Minze! Co. 
1417—dA4th Ave. 
Seattle 1, Wash. 
Spokane 
S. H. Clausin & Co. 
314 Rookery Bidg. 
Spokane, Wash. 


WISCONSIN 


Milwaukee 
A. C. Kuesel & Co. 
213 W. Wisconsin 
Milwaukee, Wis. 
M. Weingrod Co 
623 N. Second St 
Milwaukee, Wis 


HAWAII 


Honolulu 


Jos. Schwartz, Ltd 
71 Merchant St. (Box 3438 
Honolulu |, Hawa 
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TEWETERS CIRCULAR- KEYSFONE'S REPORT ON* THE NATIONAL JEWELRY FAIR 


\! JA Convention 


gw 


JULY 26th TO JULY 30th 





Manufacturers Exhibit Exciting New 
Plans and Products for Fall Selling 


Directors Report Good Attendance at '53 Jewelry Fair; Lively 
Business Sessions Well Attended by Retailers 


cine the great me- 
tropolis of the mid-west, became a jeweler’s 
city on Sunday, July 26th, as jewelers 
arrived in town from all parts of the 
country to attend the opening of the Na 
tional Jewelry Fair and the annual conven- 
tion of the National Jewelers Association 
at the Conrad Hilton Hotel. The wide scale 
national interest in the convention can be 
attested to by attendance figures for the 
first day, Sunday, July 26th. Over 2200 
retail jewelry representatives registered the 
first day—a figure which represents an all- 
time high for the National Jewelry Fair. 
More than 250 exhibitors showed their new 
lines for the coming season. 

Several exhibitors reported that orders 
were excellent—in fact, better than their 
fondest expectations. The majority of ex- 
hibitors questioned, however, said that 
orders were being taken on a moderate 
scale. Numerous retail jewelers stated they 
were “window shopping” but were also 
placing orders in anticipation of good busi- 
ness during the remaining months of the 
year. 

The opening business session was held 
on Sunday evening, July 26, at 9:00 p.m. 

Irving J. Wolfgang, NJA President, made 
an address of welcome. Mr. Wolfgang an- 
nounced that at the last meeting of the 
Board of Directors, a Code of Ethics for 
the conduct of retail jewelry business had 
been adopted, to be used on a local level. 





IRVING WOLFGANG—"Our association 
adopted a Declaration of Principles." 


“Our association,” he said, “also adopted 
a national Declaration of Principles for its 
membership. These principles are very sim- 
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ple, and if followed, can become the foun- 
dation of a sound retail business for every- 
one. The three main points of our Declara- 
tion of Principles are: (1) Practice truth 
in advertising and fairness in selling. (2) 
Conduct retail jewelry business on a plane 
that will satisfy the requirements of ap- 
proved ethical standards. (3) Use the 
Golden Rule as a guide for their relations 
with their customers, their fellow jewelers 
and the public.” 





FRED DREIFUS—"We are _ confronted 


with the same old problem: excise taxes." 


Following his introductory speech, Mr. 
Wolfgang introduced Fred B. Dreifus, Drei- 
fus Jewelry Co., Memphis, Tenn., who 
served as moderator of a panel discussion 
on “Taxes and the Jewelry Business.” 


EXCISE TAX PROBLEM 


In opening the panel discussion, Mr. 
Dreifus stated, “As we convene here to- 
night in the opening session of the 1953 
Convention of the NJA, we find ourselves 
confronted with the same old problem— 
excise taxes. 

“During the war the jewelry industry, 
in cooperation with the war effort, made 
absolutely no effort to secure any change 
in the law. After the war, in 1947, we did 
appeal to the Congress for relief. Our 
reception was chilly—we were told that 
the Government needed the revenue and 
that was all there was to it.” 

Mr. Dreifus then posed the following 
questions: “Is this need for Government 
revenue a greater responsibility of the 
industries which are saddled with this 
discriminatory tax than of other competing 





industries? In a great democracy such as 
ours, should not all industries bear this 
burden equally? Can we make our people 
and our Congress recognize the great jp. 
justice that they are engaging in by cop. 
tinuing to discriminate against a fey 
industries?” 





GEORGE FRANKOVITCH—"We have a 


united industry front.” 


The first speaker on the panel was George 
R. Frankovitch, executive assistant, Retail 
Jewelers Tax Committee. Mr. Frankovitch 
briefed the large audience about the conm- 
mittee’s endeavors in the past. 

He stated, “The first policy resolution 
of the committee emphasized the import: 
ance of maintaining a united industry 
front. It was essential, if we hoped to suc- 
ceed, that we steer a course that would 
prevent the dissipation of our energies in 
handling intra-industry differences of view- 
point. We have asked every segment of our 
industry to give us the benefit of its 
counsel and to refrain from pleading any 
special cause outside the framework of 
the committee. I am pleased to report 
that we have a united industry front.” 


A PROGRAM TO PURSUE 


Mr. Frankovitch later remarked, “In 
order to accomplish its objective—repeal 
of the jewelry. excise tax, your committee 
proposes to pursue a program that: (1) 
Presents factually and forcefully the effects 
of the excise tax on the jewelry industry. 
(2) Attacks the discriminatory aspect of 
selective and narrow based excise taxes. 
(3) Enlists the cooperation of other in- 
dustries suffering under excises so that a 
united front can be presented against the 
discriminatory nature of such taxation.” 

The final panel speaker was H. A. Gold: 
berg, Cooper’s, Inc., Portsmouth, Va. Mr. 
Goldberg, a past president of the NJA, is 
an NJA representative on the Retail Jew 
elers Tax Committee. 

“I practically have been a member of 
the Jewelers Excise Tax Committee from 
the very inception, and I can tell you now 
that your present committee as it now 
stands is one of the finest that the industry 
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has ever had, and they have surrounded 
»selves with people who know and have 


then 
just what should be done, 


the knowledge ho 
and the proper time to do it. 





H. A. GOLDBERG—"This is a fight, and 


a very strong one at that.” 


Mr. Goldberg continued, “Of course it 
takes money to do all these things, and if 
every jeweler would contribute a small 
sum to this committee, we would have the 
necessary monies to fight the excise tax, 
and you can believe me when I tell you 
that this is a fight, and a very strong one 
at that.” 

At the conclusion of Mr. Goldberg’s ad- 
dress, the moderator invited audience par- 
ticipation. Retail jewelers in the audience 
were unanimous in the opinion that the 
excise tax was discriminatory and called 
for concerted action by all members of 


the jewelry industry. 


SYNTHETIC STONE DISCUSSION 


At the Monday morning business session, 
Dr. Frederick H. Pough, the noted gemol- 
ogist, spoke on the subject, “The Synthetics 
Are Pushing the Naturals Around.” Dr. 
Pough stated that jewelers and manufac- 
turers are beginning to recognize the 
“heauty that is to be found in new syn- 
thetic stones.” 

He went on to say, “Another and very 
valid reason for the limited acceptance 
that is now beginning may be the price 
maintenance that we have seen. Until 
1946 the jeweler had nothing but the 
cheapest synthetics to offer... 

“Summing up, we find that the jeweler 
is being forced to carry synthetics sooner 
or later for many reasons. First, because 
of reduced supplies and higher costs for 
natural stones. Secondly, because the ex- 
pensive synthetics come in an interesting 
price range. Thirdly, because they are 
beautiful and not carrying them is asking 
for competition. Fourthly, because he has 
got to learn about them anyway to protect 
himself and he might as well get the 
benefit. Lastly, because he owes it to 
his position in his community to keep his 
customers informed of the newest develop- 
ments, !0 show them it pays to buy at 
home.” 


CREDIT STORE OPERATION 


Following Dr. Pough’s address, a panel 
of experts discussed, “How to Conduct a 
Successful Credit Jewelry Business.” Jay 
C. Lighterman. Tappins, Inc., New York 
City, served as moderator. Members of 
the panel included: Louis H. Manning, 
Cole & Erwin, Inc., Detroit. Mich.; Irving 
N. Chayken, Armstrong’s, Hammond, Ind. ; 
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Leo Marks, Leo Marks Jewelers, Toledo, 
Ohio; Seymour Greenberg, Royal Diamond 
& Watch Co., Inc., Yonkers, N. Y.; and 
Herman Wasserman, The Watch Shop, 
Inc., Louisville, Ky. 

Since credits and collections is always 
the liveliest division of a general forum 
on instalment business, the North Assem- 
bly Room was literally packed with re- 
tail jewelers, many of whom participated 
in lively discussions. 

A typical question raised by the audience 
was, “Should the salesman discuss down 
payment and credit terms with the cus- 
tomer at the time of the sale?” Panel 
member Irving Chayken differed with the 
majority; he felt that salesmen should sell 
and handle credit terms as well. Especially 
is this desirable in small towns, Mr. 
Chayken stated. In the opinion of the 
moderator, Jay Lighterman, the salesman 
should not, under any circumstances, dis- 
cuss credit terms with the customer. This, 
he stated, is the specific job of the credit 
manager who is more capable in weighing 
a credit risk. 


AUDIENCE PARTICIPATION 


Another question raised by the audience 
was, “Can a retail jeweler continue to 
operate as he has for the last 30 years, 
making use of all the gimmicks, or should 
he strive to become the leader in _ his 
community in selling diamonds, watches, 
silverware and jewelry that normally is 
bought in a high-class store?” 

So enthusiastic was the audience’s re- 
sponse to this panel discussion, the moder- 
ator was compelled to call a continuation 
of the session in the afternoon. 

At the request of a number of retail 
jewelers, a special forum was held Mon- 
day night. July 27th, for the purpose of 
discussing Fair Trade in the jewelry in- 
dustry. 

Fred B. Dreifus was called upon to 
serve as moderator of the Fair Trade panel. 
Members of the panel included: Jay Ru- 
dolph, Rudolph Bros., Syracuse, N. Y.; 
Leo Weisfield, Weisfield’s, Inc., Seattle, 
Wash.; Sidney Singer, Finlay Straus, Inc., 
N. Y.; and George Appel, Barr Bros. 
Jewelers, Chicago, Ill. 

At the very outset of the meeting the 








moderator implored the large audience to 
discuss this vital subject calmly and with 
fairness. He cautioned the audience that 
he would not permit names of manu- 
facturers, distributors or retailers to be 
mentioned. 

Jay Rudolph, taking the negative view, 
stated that he thought it would be best 
to eliminate existing Fair Trade laws since 
they worked against the legitimate jeweler 
and protected the unethical dealers. 
George Appel, disagreeing with Mr. Ru- 
dolph, declared that the retail jeweler 
needs a new set of Fair Trade laws which 
“have teeth in them.” 

At the conclusion of addresses by panel 
members, the discussion was opened to the 
audience. In an animated debate, it was 
apparent that all jewelers present desire a 
strong Fair Trade law. One of the many 
retailers to voice an opinion, Dave Martin 
of Chicago, stated that too many jewelers 
failed to support local and national or- 
ganizations in the fight for strong Fair 
Trade laws. Many jewelers, he stated, fail 
to contribute their time or money. 

The final business session was held 
Tuesday morning. The guest speaker was 
Isaac Benwitt, C.P.A. and an authority on 
instalment jewelry business practices. His 
subject was “Carrying Charges for Retail 
Jewelry Stores.” 


COST OF CREDIT SERVICE 


“Each merchant,” Mr. Benwitt declared, 
“should be aware of his cost of credit ser- 
vice. From my experience, the very mini- 
mal of cost follows (stated as a percentage 
of instalment sales): money or interest— 
2.7%; collection expense—1.5%; accounts 
receivable bookeeping—1.5%; and _ bad 
debt and repossession losses—1.3%. The 
money or interest cost assumes money is 
worth 6% per annum whether borrowed or 
own capital, and that the average con- 
tract is written for a period of 12 months 
with a down payment of 10% (credit ex- 
tended is 90%). 

“The U. S. Treasury department has 
reported the collection of $227,100,000 in 
Federal excise tax on jewelry for 1952. 
Assuming that watches account for 30% 
of total jewelry sales, and that 80% of 


Retail jewelers actively participated in all NJA business meetings, which were 
well attended. Above, a member of the panel discusses credits and collections. 
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watches sold are $65 or less, the average 
percent of excise taxes to jewelry taxable 
sales is 17.6%. The excise tax collections 
would represent, accordingly, about $1.3 
billions of sales. It has been estimated that 
store members of your association have an 
annual sales volume of about $500 million. 
The percent of a typical carrying charge 
to total sales will vary with the rate 
charged, percentage of cash sales, percent- 
age of down payments, and average length 
of credit extended. 

“Assuming that the amount of credit ex- 
tended is 70% of sales (after deducting 
cash sales and down payments), the aver- 
age length of contract is eight months and 
the rate is 6% per month; the carrying 
charge would be approximately 4% of sales 
volume. 

“The introduction of a carrying charge 
of this type might mean as much as $20,- 
000,000 of additional income per annum, 
with practically no additional expense to 
the members of this association.” 

At the conclusion of Mr. Benwitt’s 
speech, a group of panel experts discussed 
the subject of carrying charges. The audi- 
ence then asked questions. A typical ques- 
tion raised was, “If an account pays out, 
within what time should the carrying 
charge be remitted?” Another question 
was, “Are carrying charges put on mer- 
chandise after or before federal and state 
taxes are charged? In other words, is the 
carrying charge based on the full amount 
which includes tax, or on the actual price 
of an item before the tax is added?” 

The NJA annual banquet was _ held 
Wednesday evening. July 29th, in the 
Grand Ballroom, Palmer House. Visitors 
were treated to a star-studded stage show 
with famed names from stage, TV, radio 
and night clubs. 


HON. JOSEPH MARTIN 
ADDRESSES JEWELERS 

The highlight of the banquet was the 
speech delivered by the Hon. Joseph W. 
Martin, Jr., Speaker, House of Representa- 
tives of the United States. 
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The Board of Directors of the NJA, above, convened 


~~ 


In his opening remark, Mr. Martin said, 
“The making of jewelry is one of the old- 
est trades of which American historians 
can find record. Our native Indians made 
the first jewelry in America. The Puri- 
tans were not long here before they started 
to turn out jewelry, and the Pilgrims and 
the Dutch were users of pioneer jewelry. 

“The origin of the modern industry is 
said to have taken place in my own native 
town, North Attleboro, Mass., as early as 
1786. 

“The jewelry industry and its allied re- 
tail trade,” Mr. Martin stated, “give em- 
ployment to a large segment of our pop- 
ulation when we consider the numbers 
who originate and fashion the jewelry, the 
selling and distribution forces, and then 
the thousands who are employed in the 
stores which you gentlemen operate in 
every citv and town throughout the land. 


“It is good to know that in recent years 





The 1954 National Jewelry Fair, 
according to an announcement 
made by Chairman Clarence 
Olsen of the Convention Commit- 
tee. will be held at the Conrad 
Hilton Hotel, Chicago, on July 
25-29 inclusive. 

"In line with the practice which 
has proved so successful for the 
last several years, there will be 
the usual Sunday afternoon and 
evening preview, Mr. Olsen said. 
"This year's first-day attendance 
by representatives of outlets that 
sell jewelry to consumers was over 
2200, about 250 more than in 
1952. Total attendance by retail- 
ing's representatives will be about 
4500, or between 300 and 400 


more than a year ago.’ 

















several times during the convention. 


the industry has flourished with the up. 
swing of the nation’s production and the 
inability because of the war and post-war 
conditions to flood American markets with 
goods imported from abroad. 


NEED FOR IMPORTS 


“There is room in the jewelry trade for 
the importation of some jewelry as well 
as gems. No one wants an embargo on 
foreign imports because in many instances 
these imports supplement for a store the 
goods coming from our own factories. 

“However, we do have the right to in- 
sist that the United States shall not be a 
dumping ground for foreign products. We 
must see to it that the jewelry industry is 
not weakened or destroyed. The men and 
women engaged in this industry are skilled 
artisans, and they are most essential to the 
production of many defense items in time 
of war. 

“We must ever be alert in the protection 
of American industry. I will cite an ex- 
ample of the need for alertness: just a 
few days ago, the House was considering 
a customs simplification bill. While the 
bill was being considered, some one slipped 
in a proviso for the free importation of all 
jewelry under three dollars. The existing 
rate, as you all know, is one dollar. The 
argument was made that values have gone 
up and the three-dollar schedule would 
merely equal the rise in costs. But there 
was a catch in the proposal. Actually the 
proviso would permit the exacting of for- 
eign valuation so that would practically 
mean the bringing in free of duty all 
jewelry selling under twelve dollars. The 
alertness of a Congressional committeeman 
resulted in this proviso being knocked out 
and the one dollar rate continued, which 
means that goods valued only under three 
or four dollars can come in free of duty. 

“T know that the jewelry industry asks 
no snecial favors, and I know too that you 
men allied with that industrv are seeking 
no favors. But we do have responsibilities 
to cee that the industry and the retail trade 
have a fair and square opportunity to com: 
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pete with foreign sweatshops and cheap 
labor. 


HEAVY MILITARY BUDGET 


“The Communist menace hangs like a 
heavy cloud over the horizon of every 
country. This Red threat makes it neces- 
sary for the free world to spend billions 
upon billions for armaments and defense 
that it would like to spend for social gains 
and a better life for the world’s needy. 

“But the first consideration must be that 

: of security. We must help the people of 
the free world to get security from Com- 
munist domination, as well as political and 
religious freedom. We too have the obliga- 
tion to give private business enterprise the 
opportunity to flourish and prosper so that 
; it in turn can give employment to all of 
our people at good wages and under good 
working conditions. 

“Because of this great need for security, 
we must maintain world supremacy on the 
eround, in the air, and on the seas. Be- 
cause of the need for this security, we must 
continue for a time to contribute to the 
building up of military strength of nations 
who like us want freedom. 






“It is unfortunate that we are obliged to 
tax our people for billions upon billions 
for military defense. Just think what could 
be done with this money if we did not face 
this menace to our freedom! Think of the 
slums that could be cleared, the roads and 
bridges that could be built, the schools and 
churches that could be constructed, the 
sick, the aged, and the unfortunate who 
could be aided with just a part of these 
vast sums. 

















TAXES ARE TOO HEAVY 


“We originally had hoped to reduce this 
year some of the heavy burden of taxes— 
individual, corporation, and excise taxes. 
We know they are too heavy. We know 
they must be reduced to give the nation a 
healthy and expanding economy. Because 
the new Administration knows the need to 
check inflation, protect the value of the 
dollar, and preserve solvency, it was neces- 
sary to delay the contemplated tax reduc- 
tion until next year. 

















“When the Second Session of the 83rd 
Congress convenes next January, we will 
eliminate the excess profits tax and remove 
this shackle from our expanding economy. 
At that time, we also will be able to give 
relief to the millions of individual tax- 
payers. You all know that individual tax 
reductions will increase the purchasing 
power of the people and stimulate the en- 
tire economy. This. effect very likely is 
just as beneficial to the payers of excess 
profits taxes as the elimination of the 
excess profits tax itself. 


TAX REDUCTIONS ESSENTIAL 


“The removal of the excess profits tax 
and the reduction of individual income tax 
rates are essential, but they should come 
at the same time. We must make sure that 
there is no preference in the granting of 
tax relief as we return to a system of a 
Federal Government that will call for less 
taxes from the people. There is need to 
review all of the tax schedules, and this 
review will be made by competent com- 
mittees set up to study a more equitable 
adjustment of our tax burden. 

“The Congress which the people elected 
last November has squarely faced the stern 
facts of the situation. The Congress has 
put a stop to the wild and reckless spend- 
ing policies of recent years, and the ex- 
penditures have been deeply cut. When the 
record of the First Session of the 83rd Con- 
gress is completed, it will show that we 
have cut the Truman budget by over twelve 
billions of dollars. Unfortunately, only 
about five billions of these savings can 
apply to the present fiscal year. However, 
they will contribute to bettering conditions 
in the future. 

“While making these tremendous savings, 
we get vigorous protests from all groups in 
the country. Everybody is for economy, 
but they want the economies to come from 
the other fellow. Unfortunately, our finan- 
cial condition is such that all of us must 
make a sacrifice so that we can put the 
United States back on a sound, solvent 
basis. 

“Despite the threats to our freedom from 
without and our Government financial sit- 
uation, I sincerely believe that our nation 








is in for a long period of prosperity and 
good times. There is plenty of evidence 
to support such thinking. 


EARNINGS HIT RECORD HIGH 


“During the past six months, the earn- 
ings of the American people reached 
record-highs, and unemployment was at 
an all-time low. In June of this year, the 
employment figure was 63,172,000, the 
highest it has ever been. Average weekly 
earnings in all fields of manufacturing 
have been higher for every month of 1953 
compared with 1952. The average hourly 
earnings for factory workers also reached 
a record high this summer. 

“During the first six months, personal 
income rose to a new high rate of $285 
billion, which is 8 per cent above the same 
period in 1952. The total national income 
for 1953 has now exceeded the rate of 
$300 billion a year, another all-time record. 


“The savings deposits of the American 
people also reached an all-time peak during 
this same period, a total of $66,230,000,000. 


“Figures compiled by the Securities and 
Exchange Commission and the Commerce 
Department reveal that American business- 
men have boosted their programs for capital 
outlays in 1953 to the highest level in our 
history. The program calls for $27 billion 
worth of capital outlays in 1953. Such op- 
erations on the part of American business 
reflect wide confidence in the future of our 
country. They also reflect confidence in 
the new Administration and the changes 
already made and the others to be made in 
the atmosphere in Washington. 


‘MUCH TO BE DONE’ 


“Our great nation is still in its infancy. 
In the relatively short time since Bunker 
Hill, we have accomplished much. There 
is much still to be done, but we will do it. 

“We must all band together, forget our 
differences, and unite in the joint struggle 
to keep our country strong and prosperous. 
With that goal in mind, we will be able 
to beat back the menace threatening our 
freedom and preserve our great America 
and all its liberties for the generations 
to come.” 








These pictures were taken at "Life" maga- 
zine's party during NJA convention. Below 
l. to r., Peter Noyes, Oneida; Bob Gunder. 
Hamilton; D. E. Sanderson, Oneida; and 
Dr. F. H. Pough. Below center, |. to r., Bill 
O'Meara, A.S.R. Corp.; Miss Ina Hundinger 
of "Life"; and Mr. and Mrs. Meyer Barr. 
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‘Life’ Visits the 





Jewelry Fair 


Right, |. to r., S. C. Hemingway, Jr., In- 
ternational Silver; Clarence Olsen, Chi- 
cago jeweler; J. B. Stevens, International; 
and Jay Lighterman, N. Y. jeweler. Below 
right, |. to r., Norman Kernis, Chicago 
jeweler; George Morrison, International; 
Irving Chayken and Al Newmark, retailers. 
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‘Write Your Congressmen 
To Terminate PX Abuses 
Burnstine Urges Jewelers 


Relief from the type of competition 
thrust upon jewelry retailing by military 
exchanges may depend directly upon the 
written expressions of opinion to Congress 
from the “grass roots” level of the trade. 

This is the considered opinion of Bernard 
Burnstine, chairman of the National Jewel- 
ers Association’s Committee on Post Ex- 
changes. Mr, Burnstine, who is a key 
leader in the campaign to terminate unfair 
competition offered by military exchanges, 
is emphasizing this vital point to the trade. 


JEWELERS URGED TO WRITE 


“Retail jewelers are not writing in sufh- 
cient numbers to Congress on this point 
of unfair competition,” Mr. Burnstine told 
THe JEWELERS’ CiRCULAR-KEYSTONE. Grass- 
roots expressions of interest from the trade 
are of the greatest importance, he points 
out in urging retailers to write their 
senators and representatives their views on 
military competition with private business. 

A House Armed Services subcommittee, 
which has been investigating the military 
exchange situation, is scheduled to issue 
a final report calling upon the military to 
“clean house,” and to enforce strict com- 
pliance with the exchanges regulations that 
were promulgated in 1949. The subcommit- 
tee does not recommend any revisions in 
the list of articles which exchanges are 
permitted to stock and sell. 


HOUSE REPORT A ‘DISAPPOINTMENT’ 


The subcommittee report is termed “a 
disappointment to the trade” by Mr. Burn- 
stine, who points out that “there is too 
much temptation” inherent in 1949 regula- 
tions and in the list of articles which may 
be stocked and sold. The exchanges still are 
permitted to sell far too many articles, he 
says, that are not in keeping with the 
“convenience and necessity” concept upon 
which the exchange system was founded. 

There are no definite plans in Washing- 
ton at the present time for asking Congress 
to legislate corrective action upon the 
Army, Navy, and Air Force. But this 
avenue leading toward relief is always 


available, and any further failure of the 
military services to stop unauthorized sales 
in exchanges may result in a request for 
legislative action early in 1954. 
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Tax Committee Readies 
Data for Future Excise 
Hearing Before House Unit 


Completion of the organization stage of 
the Retail Jewelers Tax Committee was 
announced July 9 by Victor Paul, chair- 
man. Offices have been established at 597 
Fifth Ave., New York, and George R. 
Frankovich and Sidney G. Tickton have 
been designated executive assistants to the 
Committee. 

Statistical studies are being made by the 
Committee and the data it obtains will be 
incorporated in a comprehensive brief to 
be presented to the House Ways and Means 
Committee at forthcoming hearings on 
excise taxes. 


VICTOR PAUL 


Chairman 
of the 
Retail 

Jewelers 
Tax Committee 





In discussing the Committee’s objective 
and program, Mr. Paul said: 

“Repeal of the jewelry excise tax is the 
objective of the Retail Jewelers Tax Com- 
mittee, Inc. This Committee of jewelers is 
vitally interested in the tax on jewelry 
and its effect on the industry. It is not, 
as a jewelry tax committee, prepared to 
deal with the effect of excises on other 
industries. Nor will the Committee attempt 
lo present any overall tax program for the 
economy that must necessarily consider all 
aspects of federal taxation. 








Copper, Aluminum Controls 
To Continue Until ‘55 


Federal allocation of steel, copper, alu- 
minum and at least six other scarce com- 
modities is now slated to extend through 
June 30, 1955—the longest period of 
product control authority voted by Con- 
gress since World War II. 

Present plans of the U. S. Commerce 
Dept. calls for continued review and pos- 











“This Committee fully recognizes that 
the problem of the jewelry excise tax jg 
inescapably related to the problems of 
other industries suffering under these dis. 
criminatory excise burdens. It is now 
clear that relief for the jewelry industry 
can only be accomplished through a reyj. 
sion of the overall excise tax structure. 
It is also evident that any overall excise 
reconsideration will result in relief only 
if due regard is paid to the general revenue 
requirements of the government.” 

In order to accomplish its objective, 
repeal of the jewelry excise tax, the Com. 
mittee shall, according to Mr. Paul, pursue 
a program that: 

1. Presents factually and forcefully the 
effect of the excise tax on the jewelry 
industry. 

2. Attacks the discriminatory aspect of 
selective and narrow based excise taxes. 

3. Enlists the cooperation of other in- 
dustries suffering under excises so that a 
united front can be presented against the 
discriminatory nature of such taxation. 

Said Mr. Paul: “The Committee program 
is not inconsistent with programs that ad- 
vocate a balancing of the budget by raising 
compensating revenue by other methods of 
taxation including broader based sales 
taxes, either at the retail or the manufac- 
turer level, or by a reduction in govern- 
mental expenditure. Its program refrains, 
however, from taking a stand on these 
broad fiscal problems, permitting these 
issues to be handled by those responsible 
for the overall fiscal polices of the govern- 
ment. 

“Tt is clear that the jewelry excise tax 
affects every segment of the industry,” he 
added, “and accordingly the widest possible 
participation in this important industry 
fight is being sought. Members of the two 
national retail organizations of the jewelry 
industry are being solicited for national 
support. The scale of contributions has 
been set very low deliberately so as to 
encourage every person and firm in the 
industry to participate.” 








sible further rationing of the three basic 
metals, as well as cobalt, nickel, lead, 
stainless steel, tungsten, and zinc, for an- 
other two years to military and atomic 
energy contractors. 

The machinery of allocation was con- 
verted on July 1 from the Controlled 
Materials Plan to the Defense Materials 
System (DMS), a somewhat more liberal 
plan of allocating than CMP _ involved. 
Under DMS, the Commerce Dept. plans 
to earmark scarce materials only for de- 
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jense and atomuc energy contracts and 
subcontracts. 

There are no plans for allocating steel, 
copper, or aluminum to manufacturers oi 
civilian-type goods. But scarce producis, 
such as nickel, will continue to be rationed 
to civilian-product manufacturers. 

Nor is there any provision in the new 
Defense Production Act for control of 
prices, wages, or credit. Also absent from 
the new law is authority sought by the 
White House for establishing a new Small 
Business Administration. SBA, under 
present plans, would take over functions 
of the Small Defense Plants Administration 
and would be empowered to make loans 
to small firms in need of funds for working 
capital or expansion purposes. SDPA, 
meanwhile, has been extended until July 
31, in order to give Congress more time to 
decide what to do about the SBA proposal. 

In addition to the new authority to allo- 
cate scarce materials, the Administration 
also is authorized to extend for two more 
years its defense financing programs for 
increasing productive capacity, loan guar- 
antees for defense plants, and procurement 
contracts applying to key metals and scarce 
materials. 





Navy Uses Jewelry Processes 
To Produce Ordnance Parts 


Navy technicians on the West Coast are 
using a process long known to the costume 
jewelry industry in order to work out new 
techniques for producing complex ordnance 
components. 

A precision investment casting facility, 
opened recently at the Naval Ordnance 
Test Station, China Lake, Calif., provides 
the apparatus for making parts which re- 
quire very precise tolerances. Generally, 
the method is the same as that employed 
by jewelry manufacturers in turning out 
extremely intricate items. 

Basic step in the process is to produce 
an expendable pattern, usually—but not 
necessarily ——_ made of wax. A _ ceramic 
slurry is poured around the pattern. This 
mixture solidifies in about 20 minutes, 
forming the mold for casting. 

A carefully-controlled firing cycle com- 
pletely eliminates the pattern material, 
leaving a clean cavity identical to the 
pattern. This action also cures the ceramic 
and provides a preheated mold. 

Casting then may be done by gravity 
pouring, centifuging, or by application of 
a vacuum to the bottom of the mold. The 
Navy says any alloy commonly cast by any 
other process may be cast in this manner. 

One advantage of precision investment 
casting is the absence of a centerline on 
finished castings. Another is the econom- 
ical characteristic of this form of casting 
when only small or medium-quantity pro- 
duction is desired. 





NEMJ&SA Admits New Members 


Three firms were accepted into member- 
ship by the New England Manufacturing 
Jewelers & Silversmiths Association at a 
meeting of its board of directors on June 11. 

They are: La-Mar. Inc., Providence, R. I.; 
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Mays Manufacturing Co., Inc., Providence, 
RK. I.; and Berkay Jewelry Co., Inc., New 
York (associate). 


Swiss Watchmakers Prepare 
New Sales Training Film 


A new sales training film, “Answers That 
Sell The Fine Swiss Watch,” has been 
prepared by The Watchmakers of Switzer- 
land. . 

The 16mm sound film employs an over- 
the-counter technique in explaining how 
to answer customer questions that are 
directed at the average American jeweler 
day after day. Subjects include compara- 
tive pricing, guarantees and jewels. 

Selection of questions was based on an 
extensive survey of retail jewelers and their 
store personnel. Experienced sales experts 
in the watch field provided the answers. 

To obtain authentic shots of store ex- 
teriors, mobile camera crews visited a num- 
ber of successful retail shops. For the 
inside scenes, an actual store interior was 
painstakingly reproduced, complete with 
wall and floor showcase displays. 





A trained clerk explains the fashion appeal 
and "built-in quality'' of a timepiece to a 
customer in the new sales training film pro- 
duced by the Watchmakers of Switzerland. 


Retail jeweler and watchmaker groups 
can obtain copies of the film without charge 
by writing to The Watchmakers of Switzer- 
land Information Center, Inc., 730 Fifth 
Ave., New York 19, N. Y. Name of or- 
ganization, expected showing date, together 
with an alternate date, should be included 
with the request. 


Action on Excises Unlikely 
Until Next Session of Congress 


It looked in late July as if the matter 
of excise tax reduction was fated to go 
over until the next session of Congress. 
In spite of pressure for removal of jewelry 
and other retail excises and adjustments 
in others, Congress apparently got started 
too late. 

Besides, having acceded to White House 
request in extending the excess profits tax 
in order to obtain $800 million in revenue, 
it seemed hardly consistent to erase or 
reduce excises and in effect cancel out 
most of the EPT gain. 

A great many congressmen concede that 
retail and other excises are too high, are 
harmful to business, and in some cases 
unfair. Treasury Department promises to 
submit overall tax adjustment proposals 
next January. 





Congress, facing an election year, is 
quietly getting ready for a mass attack on 
the tax front and chances are good that 
whatever the Treasury proposes in the way 
of tax reductions will be bettered by the 
legislators. 
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Simultaneous Providence 
Showings for Wholesalers 
To be Held in November 


Plans are moving forward in Providence 
for another big jewelry showing for the 
wholesaler. 

It will be held from November 8 to 19 
inclusive at the Providence Sheraton-Bilt- 
more Hotel, the scene of a showing in 
May that attracted 829 wholesalers from 
all parts of the country, Canada, Cuba and 
other foreign points. 

The showing of spring lines wil] in 
reality be two showings, conducted simul- 
taneously. Since the May showing the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association has organized a 
showing division. This division has been 
alloted three floors of rooms at the Shera- 
ton-Biltmore and is accepting registrations 
from manufacturers desirous of showing 
their lines and bids for reservations from 
wholesalers who plan to attend. 

It is the plan of the division to conduct 
similar showings each fall and spring. Its 
purpose is to accord bona fide manufac- 
turers of jewelry and allied items and 
company-sponsored sales representatives an 
opportunity to show their lines to the 
wholesaler each May and November. It is 
operating on an industry-wide basis and, 
within certain space limitations, is accord- 
ing this showing privilege to all who 
qualify, both members and non-members 
of the association. 

The Manufacturing Jewelers’ Sales Asso- 
ciation, Inc., co-sponsor with the NEMJ&SA 
in the May showing, also has been alloted 
three floors of rooms at the Sheraton- 
Biltmore. It also is lining up exhibitors 
and notifying the wholesaler group of its 
showing plans and dates. 

Plans are to continue to offer the whole- 
saler a one-stop display of merchandise 
for the coming season under one roof, and 
to make the wholesalers’ visit to Provi- 
dence a pleasant as well as_ profitable 
experience. 

According to present plans the simul- 
taneous showings will exceed in size and 
scope all previous showings held in Provi- 
dence. Care will be taken that exhibitors 
and buyers properly qualify for participa- 
tion in the event. 


At the June meeting of the Southern 
California Guild of the American Gem 
Society .... last meeting before the sum- 
mer recess . . . Dr. Richard Jahns, Pro- 
fessor of Mineralogy at California Insti- 
tute of Technology, discussed “The Growth 
of Gem Crystals.” Dr. Jahn is the author 
of 35 publceations and is an international 
authority on pegmatites. 
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Samelius Retires as 
Director of Elgin School 


William H. Samelius, renowned horolo- 
gist, retired July 1 from active directorship 
of Elgin Watchmakers College, Elgin, IIl. 
Samelius will become honorary director for 
life of the school he has headed since 1921, 
one year after it was founded by Elgin 
National Watch 


Co. 





RAYMOND F. WILLIAM H. 
SOUCIE SAMELIUS 
Appointed Retires After 
director of 32 Years 
Elgin as Directcr 
W atchmakers of Elgin 
College Schoo! 


Raymond F. Soucie, who joined the col- 
lege’s staff last year as assistant to Samelius, 
succeeds him as director. A graduate of 
the college, Soucie instituted and instructed 





a watchmaking department at Emily Grif- 
fith Opportunity School in Denver betore 
going to Elgin. 

Samelius, a third-generation member of 
a family which once made watches for 
Swedish royalty, has taught many students 
from foreign countries as well as from all 
48 states. His name has been given to the 
Samelius-Saito Library for Horology in 
Tokyo, Japan’s largest. He holds honorary 
membership cards trom many state watch- 
maker’s associations, is chairman of the 
technical board of the United Horological 
Association of America, and a member of 
the educational committee of the Horolog- 
ical Institute of America. 

Raymond F. Soucie, the school’s new 
director, is one of Samelius former stu- 
dents, having been graduated from Elgin 
Watchmaker’s College in 1946. He is a 
member of the executive council! and a re- 
gional vice president of the HIA and a past 
president of the American Federation of 
Vocational Teachers. 


Sixteenth Century ‘Bulino’ 
Uncovered in Milan Shop 


An engraving tool believed to have been 
used by Benevenuto Cellini during the 
sixteenth century was uncovered recently 
in Milan, Italy. This hallowed “bulino,” 
as it is called, was found in a shop called 
Buccellati’s, where it has been handed 





JIC Supplies Retailers With Check List 


For Silverware Advertising and Promotion 


A “Master Check List for Silverware 
Advertising and Promotion” for use by 
retail jewelers in making yearly plans and 
in checking on those plans, month by 
month, throughout the year, has been re- 
leased to its retail membership by the 
Jewelry Industry Council. 

Designed to be filed or hung on the wall 
for ready reference, the Council’s check 
list is printed on four pages of heavy 
yellow paper, size 81% by 11 inches. 

It offers retailers ideas and 
on the following major categories: (1) 
(2) monthly schedule 
events 


reminders 


markets for silver: 
of opportunities and events; (3) 
the jeweler can create in order to attract 
attention to silver; (4) information on 
where to tell the silver story—outside and 
inside the store; (5) information on possi- 
of adver- 
basic 


combination-use 
information on 


bilities in the 
tising media: (6) 
window and in-store possibilities; and (7) 
sources of prospect mailing lists. 

An explanatory leaflet which 
pinies the Council’s silverware check list 
for retail jewelers gives information on 
the reasons why the list was created. It 
also gives examples that show how such a 
list helps jewelers as well as suggestions 


accom- 


on how jewelers can put the list to work. 
In outlining the reasons for the creation 
of the list the Council’s leaflet gives re- 
tailers the following message: 
“This check list on the retail jeweler’s 
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merchandising possibilities for silver was 
created at the suggestion of retail jewelers. 

“In asking for such a list these jewelers 
did not have in mind a desire to increase 
their knowledge of silver merchandising 
methods. 

“What they wanted was a ‘ready refer- 
ence outline’ of existing possibilities which 
when consulied would start trains of 
thought that would remind them to use 
knowledge they already possess. 

“One jeweler put the situation in these 
words: ‘It’s not how much you know that 
counts in merchandising. It’s what you 
remember to use that pays off.’ 

“*The trick is,’ 
member to use what you know. 


lhe added, ‘how to re- 


5 99 


In announcing the issuance of this new 
help for retailers, Council’s President Al- 
bert E. Haase stresses the fact that this 
check list is not a merchandising manual, 
but rather a memory jogger, created at the 
request of retailers to help remind them 
to use merchandising tools which they are 
apt to forget about. 

“The retail jeweler,” Mr. Haase con- 
tinued, “keeps an inventory of silverware 
he has on hand and an inventory of the 
names of his customers and prospects. The 
Council’s new publication is simply a third 
inventory list—an inventory of ways and 
means which he can use to move his silver- 
ware inventory into the hands of his own 
list of his store’s customers and prospects.” 





down through the centuries. The too] jg 
still used occasionally in this shop {o, 
work on fine pieces of pierced and ep. 
graved jewelry. 

Mario Buccellati is a modern goldsmith 
with old ideas, and in his shop, where 
he works with five sons and several aggjs. 
tants, tools which date back four centuries 
are still in use. Buccellati is keeping 
alive the same techniques used by Bene. 
venuto Cellini when he created his age. 
defying masterpieces. 





Above, a workman at the Milan studio of 

Buccellati is shown using a "bulino" chisel 

on a bracelet made of white gold and 

studded with diamonds and rubies. The open 

space wil! hold a cabachon ruby when the 
piece is completed. 





New Tissot Watch Line 
Shown at Sales Meeting 


The semi-annual sales meeting of the 
Holzer Watch Co., Inc., American dis- 
tributors of Tissot watches, was held June 
27 at the firm’s executive offices, 501 Fifth 
Ave., New York. 

Highlight of the meeting was the pre- 
miere showing of the Tissot century date 
watch which will commemorate the 100th 
anniversary of the Tissot factory in Le 
Locle, Switzerland. The new timepiece will 
be advertised in Life, Esquire and Holiday 
this fall. 





Future sales and promotion plans were out- 

lined at the recent sales meeting of the 

Holzer Watch Co. by Theo. Kreuter (left), 

sales manager, and Julian R. Holzer, presi- 
dent. 


Also shown at the meeting were a new 
line of men’s automatics and _ ladies 
watches which were received with much 
enthusiasm. Outstanding in the ladies’ line 
were new diamond watches which will be 
advertised this fall in Vogue and Harper's 
Bazaar. 
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Executive Appointments 





Joins Ronson 
as V.P. in 
Charge of 
Marketing 


WILLIS D. 
EVANS 





Louis V. Aronson, II, president of Ron- 
son Art Metal Works, Inc., has announced 
the appointment of Willis D. Evans as vice 
president in charge of marketing. As head 
of the marketing department, Mr. Evans 
will supervise all sales, advertising and 
merchandising activities for Ronson. 

Mr. Evans was formerly general sales 
manager of the Elgin National Watch Co. 
Prior to his association with Elgin, he was 
with the W. A. Sheaffer Pen Co. for 19 
years aS managing director of the firm’s 
Canadian affiliate and general manager of 
their eastern division. 





Appointed 
General 
Sales Mgr. 
of Elgin 


TAYLOR O. 
WRIGHT, JR. 





The appointment of Taylor O. Wright, 
Jr, as general sales manager of Elgin 
National Watch Co. has been announced 
by A. L. Rowe, vice president in charge 
of marketing. 

Wright was promoted from manager of 
the company’s western sales division head- 
quartering at San Francisco, a position he 


has held since 1950. 


Named Advg. 
Mor. of 
Oster Mfg. 
Co. 


CHARLES F., 
PEARSON 





on Oster, Jr., president of the John 
ster Manufacturing Co.. Racine, Wis., 
‘nounced recently the appointment of 
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Charles F. Pearson as advertising and 
sales promotion manager. 

Prior to joining the Oster Co., Mr. 
Pearson was sales manager of the Food 
Freezer Division of Gibson Refrigerator 


Co. 





New Hamilton Appointments 


Two changes in the management organ- 
ization of the Hamilton Watch Co. were 
announced June 11 by L. F. Halligan, vice 
president in charge of sales. 





ROBERT WADDELL R. J. GUNDER 
Director of Director or 
Public Advg. and 

Relations Sales Promotion 


Robert Waddell, tormerly director of 
advertising, was named director of pulic 
relations and R. J. Gunder was made di- 
rector of advertising and sales promotion. 
Mr. Gunder was formerly sales promotion 
managef. 

Mr. Waddell has been associated with 
Hamilton since 1927; Mr. Gunder since 
1928. 


Elected V.P. 

of Metals 

& Controls 
Corp. 


JEROME OTTMAR 





ferome Ottmar of Metals & Controls 
Corp., Attleboro, Mass., was elected vice 
president of the firm at a recent meeting 
of the board of directors. 

Since 1938 Mr. Ottmar has been affiliated 
with this corporation in several capacities 
in engineering, advertising, sales promotion 
and sales management. At present he is 
manager of engineering and sales in the 
General Plate Division which produces, 
among other things, precious, semi-precious 
and composite base metals. In addition he 
is sales promotion manager for the Spencer 
Thermostat Division. 













Fekula 
To Direct 
Styling 
at Gruen 






ALEXANDER M. 
FEKULA 






The Gruen Watch Co. announced re- 
cently the appointment of Alexander M. 
Fekula as vice president in charge of 
styling. 

Previously Mr. Fekula had been director 
of merchandising for Elgin National Watch 
Co.; vice president of Julius Goldstein & 
Son, Mobile, Ala.; watch buyer for Mont- 
gomery Ward & Co., and manager of the 
watch department for Hardy & Hayes Co., 
Pittsburgh, Pa. 


Named 
Director 
of Sales at 
Hamilton 


A. A. (GUS) 
COLVIN 





The appointment of A. A. (Gus) Colvin 
as director of sales of the Hamilton Watch 
Co. was announced recently by Lowell F. 
Halligan, vice president (sales). He suc- 
ceeds E. B. Silvius, recently resigned. 

Mr. Colvin, a veteran of 28 years in the 
watch business, was formerly western dis- 
trict sales manager. Before joining the 
Hamilton sales force in May, 1951, he had 
been a manufacturers’ agent contacting the 
jewelry trade in the western states. Prior 
to that he had been associated with the 
Waltham Watch Co. for 20 years. 





Mason Named Gem Curator 
Of Natural History Museum 


The American Museum of Natural His- 
tory in New York announced recently the 
appointment of Dr. Brian H. Mason as 
curator of physical geology and mineralogy. 
He will have responsibility for all the 
exhibitions, collections and research of the 
museum pertaining to minerals, gems, rocks 
and all aspects of physical geology. 

Dr. Mason, a native of New Zealand, 
received a Ph. D. degree from the Univer- 
sity of Stockholm in 1943. A former geolo- 
gist for a Dutch oil company, he has been 
a research officer for the New Zealand 
Government and senior lecturer in geology 
at the University of New Zealand. Dr. 
Mason has most recently been Associate 
Professor of Mineralogy at the University 
of Indiana. 
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Ass't. Secy. of J. R. Wood 
Observes 50th Year with Firm 


More than 100 employees of J. R. Wood 
& Sons who have worked ten years or more 
with Henrietta “Gussie” Sulzer, honored 
her recently at a surprise banquet cele- 
brating her 50th year with the diamond 
engagement and wedding ring manufac- 
turing firm. 


"Gussie" Sulzer is shown here receiving a 
bracelet from her boss, W. Waters Schwab, 
whose secretary she has been for the last 
33 years. The bracelet was presented to her 
at a surprise anniversary celebration held 
recently in her honor. Other presents she 
received included a $500 cash gift from the 
company's stockholders and surprise gifts 
of a television set, cabinet and a traveling 
bag from fellow employees. 


“Gussie” started with J. R. Wood in 
1903 as a stenographer and was soon earn- 
ing $18 a. week which, according to her, 
“was very high in those days.” Today she 
is also an officer of the corporation—as- 
sistant secretary. 


Silver Service for Cruiser 
Produced by International 


E. J. Gare & Son, jewelers of Northamp- 
ton, Mass., recently commissioned the 
Sterling Hollowware Division of Interna- 
tional Silver Co. to produce a _ cruiser 
service for the U. S. Northampton. The 
city of Northampton presented the silver 
service to the ship on March 7. 





In addition to this bowl, tray and eighteen 

cups, the cruiser service of the U. S. 

Northampton also consists of one pair of 

five-light candelabra, two platters, two 

round trays, two compotes and two celery 
and olive dishes. 


This cruiser service of English Middle 
Georgian silver with the shell and gadroon 
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motif is authentic in every detail. The 
designs and tools were originally secured 
in Shefheld, England, where such services 
were made for many years. 





Meyer Jewelry Co. Purchases 
New Gem for Detroit Display 


The 25-carat Moon of Baroda, a pear 
shape diamond with a centuries-old history 
in Asian royalty, was purchased recently 
by the Meyer Jewelry Co., Detroit, Mich. 
The purchase price, according to a news- 
paper report, was $100,000. 


The giant gemstone was purchased from 
the Rudolph Deutsch Co., of Cleveland, 


which bought it from an Indian prince in 
1944. The pear-shaped stone was displayed 
the second week of July at Meyer’s main 


Detroit store—Woodward and Grand Circus 


Park. 





























Pretty Joan Lingeman, selected recently as 
the Meyer Jewelry Company's "1953 Trea- 
sure Chest Girl,’ models the 25-carat Moon 
of Baroda which the firm has acquired. 


According to Meyer Rosenbaum, presi- 
dent of the Meyer Jewelry Co., the gem- 
stone will be added for display to the firm’s 
$250,000 Treasure Chest Collection. 


—————  — -_——»> 


Over 400 Expected to Attend 
Indiana Jewelers’ Banquet 


Northern Indiana jewelers will bring 
their intensified 1953 program to a climax 
with a banquet to be held October 11 at 
the Marquette Park Pavilion in Gary. 
Donald R. Troxel of Gary, secretary of 
the Lake County Jewelers’ Association, 
the organization sponsoring the event, an- 
nounced that Indiana’s Governor, George 
N. Craig, has been asked to deliver the 
principal address. 

Four hundred jewelers, their associates, 
employees and friends are expected to 
attend the affair, Mr. Troxel said. Out-of- 
town guests will include representatives 
of jewelry manufacturers, wholesalers and 
retailers. 

“The banquet will be the culmination of 
our program for 1953,” stated Harold Hess 
of Gary, president of the association. He 
added: “We are exerting an effort this 
year to lend greater organizational vitality 
to our association.” 

Mr. Hess reasserted the jewelers’ oppo- 

















sition to the federal excise tax on jewelry, 
He said that the Lake County organizatiop 
is supporting the national effort for jt; 
repeal. 












Changes in Sales Organization 
Announced by Hamilton 

‘Two changes in the Hamilton Watch Cp, 
sales organization, effective August 1, were 
announced by Lowell F. Halligan, vice 
president (sales). 


































EARL S. 








A. Cc. 
SCHACHEMAN LOHR 
Middle Western 
Atlantic District 
District Sales Mgr. } 
Sales Mgr. f 


Earl S. Lohr, formerly a Hamilton sales- 
man in the Cleveland terrifory, was trans 
ferred to the Pacific coast becoming district 
sales manager for that region. 

A. C. Schacheman becomes district sales 
manager for the Middle Atlantic territory. 
He was formerly a Hamilton salesman in 
Pennsylvania. 








Third Dinner-Dance 
Of Golden Circle Club : 


On Friday, June 19th, the members of 
the Golden Circle Club of New York and § 
their ladies enjoyed the third annual [Ff 
dinner-dance of the organization. Orchids 
for the ladies and carnations for their 
escorts provided the finishing touches to 
the completeness of the preparations made 
by the entertainment committee headed 
by George Kramer. : 











GEORGE KRAMER 







Third Annual 
Dinner-Donce 
Chairman 









[t was a snug party of about sixty, held 
in the exquisitely beautiful Sky Garden 
and Terrace of the Hotel St. Moritz over- 
looking Central Park. President Leo David- 
son spoke but briefly, dedicating the even- 
ing to enjoyment of a fine dinner, good 
entertainment and the distribution of 2 
limited number of beautiful door prizes. This 
annual affair is assuming a firm position 
as one of the industry’s outstanding social 
affairs. 
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Uy. S. Time Corp. Produces 
Two Hundred Millionth Watch 


The two hundred millionth timepiece to 
be completed in the 96-year-old history of 
the United States Time Corporation came 
off the assembly lines of its Middiebury, 
Conn., plant during the latter part of June. 

For sentimental reasons, the watch 
selected for the honor was an Ingersoll. 
Although the firm now produces several 
brands it was the Ingersoll that played the 
most dramatic part in the firm’s long career. 


The Robinson twins, office employees of the 
U. S. Time Corp., compare the first Ingersoll 
with the latest to come from the firm's 
assembly lines. At left, Martha holds the 
cumbersome Ingersoll ‘Yankee made in 
1892; at right, Mary displays the 1953 
Ingersoll lady's wrist watch. 


’ 
' 


It was in 1892 that the old Waterbury 
Clock Co., with 35 years already behind it, 
joined forces with Robert H. Ingersoll & 
Bro.—Waterbury manufacturing and Inger- 
soll merchandising and selling. In 1922 
Waterbury absorbed entirely the Ingersoll 
name and marketing of the watch, making 
Ingersoll a division. In 1944, in order to 
end confusion caused by use of the two 
older names, the official designation of 
U. S. Time was adopted. 


Comprehensive Study Planned 
On U. S. Foreign Trade Policies 


Fate of the U. S. Reciprocal Trade Agree- 
ments program after 1953 depends to a 
large extent on outcome of a_ searching 
study slated for later this year into Amer- 
ican foreign trade policies, programs, and 
their effect on domestc economy. 

Current plans are to create a special 
commission on foreign economic policy. 
It will be composed of five senators, five 
representatives, and seven members named 
by the White House. 

Members to be selected by the President 
are expected to be drawn largely from 
industry and business—although there is 
nothing to prevent appointment of govern- 
mental executives. 

Instructions to the commission will be to 
examine, study, and report (to the White 
House and Congress) on the subject of 
the foreign economic policy of the U. S. 
and to recommend policies, measures, and 
practices which will foster high levels of 
trade with other countries without endan- 
sering either national security or the domes- 
tic economy. 

Authority will be given to hold hearings 
and to otherwise carry out any necessary 
Investigation deemed advisable. Govern- 
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ment departments and agencies will be 
instructed to provide requested information 
and data on the subject. 

Report and committee recommendations 
are to be submitted within 60 days after 
Congress reconvenes next January. 

Result of the commission’s work is in- 
tended to provide the basis for a revamp- 
ing of foreign trade legislation when the 
expected extension of the reciprocal trade 
agreement authority expires next June. 


ee 


NEMJ&SA Completes Survey 
In Providence-Attleboro Area 


The New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association has com- 





pleted its 1953 wage survey for the jewelry 
industry in the Providence-Attleboro area. 

Separate wage surveys were conducted 
for manufacturers of rolled gold plate, 
machine chain and findings. These results 
were incorporated into the master survey 
for the manufacturing jewelry industry. 
Wage results were submitted by 135 com- 
panies, whe employ 15,000 workers in the 
Providence-Attleboro area. 

The results of this survey are available 
only to members of the association who 
contributed information. 

This survey over the years has preven 
a useful guide in assisting member com- 
panies to keep wage rates in line with the 
bulk of the industry located in that area. 
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Goldstone Visits Japanese Pearl Growers, 
Looks Into Recent ‘Thin Skinned’ Shipments 


Joseph Goldstone, president of the Im- 
perial Pearl Syndicate, returned during the 
past month from a trip to Japan. Accom- 
panied by Mrs. Goldstone, he was gone for 
a total of seven weeks. 

The brightest news connected with the 
future supply of cultured pearls, Mr. Gold- 
stone reports, is that the trade can look 
forward to greatly improved, uniform 
quality. 

One of the most important items of busi- 
ness which Mr. Goldstone attended to on 
his recent trip was to look into the reasons 
for the comparatively large number of “thin 








skinned,” or insufficiently coated pearls 
which have appeared on the American 
market recently. 

These pearls, Mr. Goldstone found, came 
almost entirely from small growers who 
marketed their crops too early, failing to 
allow the pearls to accumulate a sufficient 
coating. The growers to whom he is refer- 
ring are the really small operators, working 
with tiny oyster beds near their homes. 
Under the combined squeeze of Japanese 
inflation and the desire to turn over a quick 
buck, these people have been sending low 
quality merchandise to market. 
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The Japanese have laws intended to cyr. 
ivi: tii.s type of operation. They come under 
the jurisdiction of the Department of Mip. 
istry and Agriculture. Mr. Goldstone held 
extensive conferences with officials of this 
department and with the President of the 
Bank of Japan, which holds strong stakes 
in this industry, on the matter of “thin 
skinned” pearls. He has been assured, he 
reports, that strong, adequate steps will be 
taken to see that shipments of inferior 
pearls are eliminated. 

Turning to market conditions here at 
home, Mr. Goldstone said that, due to 
steadily increasing production facilities in 
Japan, the trade can expect that approxi- 
mately 20 per cent more cultured pearls 
will be available during the coming year, 
Prices are expected to remain at their 
current level. 

The above picture applies mainly to the 
small-to-medium sized pearls, Mr. Goldstone 
pointed out. Full round pearls measuring 
seven millimeters and up will still be hard 
to get. 





one 
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Mr. and Mrs. Joseph Goldstone with one 
of the prized souvenirs of their recent trip 


to Japan — an autographed, full-color 
photograph of General and Mrs. Mark W. 
Clark. 


To alleviate the shortage of larger pearls, 
Mr. Goldstone predicted increasing accept- 
ance of Mabe pearls. These are formed by 
gluing the pellets directly to the shell of 
the oyster. The resulting coating creates 
what is actually half a pearl. However, 
when the formation is completed, a semi- 
round gem is formed by grinding part of 
the oyster shell to a shape which makes up 
the remaining body of the pearl. In creat- 
ing jewelry settings, this shell portion of 
the pearl is hidden. At an external glance, 
the Mabe setting looks exactly like a full, 
rich pearl. This type of pearl, however, 
rates a price tag which is only about 16 
per cent of that which goes with full round 
pearls. 

Going into further detail on the pricing 
structure of cultured pearls, Mr. Goldstone 
said that there are two main reasons for 
the failure of prices to fall despite greatly 
increased production. 

1) Inflation in Japan has led to increased 
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wages for the skilled workers of the cul- 
tured pearl industry. 

2) Chinese sources for the mother-ol- 
pearl pellets which stimulate the oysters 
to produce the pearls has been cut off with 
the Communist conquest in Asia. Where 
these pellets were formerly secured at low 
cost from China, taey now have to be ground 
from the shells of Pig Toe ciams found in 
Mississippi. Producing these pellets in the 
United States and shipping them to Japan 
has run the cost up considerably. 

Part of the tightened supply on cultured 
pearls, Mr. Goldstone added, has also been 
due to the unprecedented sucvess of recent 
promotional efforts in this country to in- 
crease consumer acceptance and demand 
for cultured pearls. Especially good re- 
sults were reported from Imperial’s recent 
Gift Pearl Promotion, during which five 
million individual brochures were mailed 
to consumers, 

In keeping with continued business ac- 
celeration, Mr. Goldstone reported, Im- 
perial has just recently added several 
thousand square feet of working space to 
its main office and manufacturing facilities 
in Chicago. 

On the lighter side. Mr. and Mrs. Gold- 
stone report that their trip to Japan was 
a smashing social success. They were en- 
tertained twice by General and Mrs. Mark 
W. Clark, by Ambassador and Mrs. Robert 
Murphy, and bv half a dozen other military 
and political notables. 





Named to 
Industrial 
Relations 
Post at 
Gruen 


FRED SMITH 





Fred Smith has been appointed to the 
newly created position of vice president in 
charge of industrial relations for the Gruen 
Watch Co. He formerly held a similar 
position with another Cincinnati manufac- 
turing firm, and is widely known as a 
lecturer and writer on industrial relations. 





—-_ 


‘Know Your Jeweler’ Promotion 
Staged by Buffalo Jewelers 


Forty-eight jewelers in the Buffalo, N. Y., 
area got behind a “Know Your Jeweler” 
promotion that was acclaimed by the trade 
as one of the strongest joint public rela- 
tions gestures ever made by the industry 
in Western New York. 

More than 50 per cent of the member- 
ship of the Jewelers’ 24 Karat Association 
of Western New York actively participated 
in the event which was coordinated by 
Jack Goldstein of Glickstein’s Jewelers. 

Each of the participating stores was 
provided with a merchandising kit, includ- 
ing window and interior display material. 


Mayor Joseph Mruk of Buffalo, himself a 
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jeweier by profession, issued a _ tormal 
proclamation on “Know Your Jeweuer 
Week,’ providing publicity in the local 
press. 

Focal point of the event was a special 
tabicid section in the Sunday newspaper, 
featuring ads by participating stores and 
editorial material devoted exclusively to 
the jewelry trade. 

Mr. Goldstein said results of the promo- 
tion were very favorable from an institu- 
tional standpoint and that it may mark 
the start of a series of such local promo- 
tions on a cooperative basis. 

Serving on the committee with Mr. Gold- 
stein were: Stanley P. Spisiak, president 
of the Jewelers 24 Karat Association of 
Western New York; Harry Lipman, H. 
Polner, Inc.; Maurice Teibel, Leeds Credit 





Jewelers; L. Aronson, Kay’s Jewelers; 
Grace M. Massman; Milton Levy, Levy 
Jewelers; Marvin Gingold, Mills Jewelers, 
and John M. O’Dea. 


Kreisler's Men's Jewelry Line 
Has Many New Plus Features 


Nearly 100 new items are included in 
Kreisler’s completely revamped line of 
men’s jewelry according to Julien E. Keilus, 
sales manager. He pointed out that in 
addition to a new 125 per cent markup, 
the line also features eleven free displays, 
a complete new package series and a new 
merchandising approach. 

Mr. Keilus stated that besides increasing 
retail markup, all Kreisler jewelry will be 
priced to include federal tax. 


































recovers every 
grain of value... 


We need your business to keep our 
plant working at capacity, for we are 
consumers of all kinds of precious 
metals for many, many purposes. 


Through our scientific refining methods 
and modern equipment we operate on 
the most economical basis possible. It 
is not surprising, therefore, that 
Goldsmith shippers are so well pleased 
with our returns that they continue to 
send their old gold, silver, platinum, 
filled and plated scrap to us regularly, 
including sweeps, polishings and sink 
settlings. 

Include your trade-in movements and 


" obsolete watches. They often bring 
substantial returns. 





GOLDSMITH BROS. 


SMELTING & REFINING CO. 
111 N. WABASH AVE., CHICAGO 2, ILL 
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ANRJA Trade Show Exhibitors 
(From page 121) 


K 
Kalberman, J., & Co............ Space 95 
Kaplan, Lazare, & Sons, Inc........ Suite 
Karp, David & Co., Inc....... Room 4-V 
Karpeles, Maurice J., Inc....... Space 111 
Karpeles Rosary Co........... Space 112 
Kaspar & Esh, Inc......... Suite 680-682 
ON rr Space 119-120 
Kaufman, Bert L., Co........... Space 22 


Kaufman, Jack L., Inc. 
Spaces 27-28-29-34-35 & 36 
Kaycraft Co., Inc............. Space 203 


Keystone Silver Co., Inc. 


Spaces 313-314 


Kimler & Daniel, Inc........... Space 97 
Kingsley Stamping Machine Co. 
Room 589 


Kirk, Samuel & Son, Inc..Room 4N & P 





Kirk’s Sheffield Cutlery...Suite 994-995 
Kocher, Walter, & Co.....Spaces 201-202 
Korn, William, & Co. 

Spaces 77, 78, 81, 82 and 88 


Kramer Jewelry Co......... Spaces 58-59 . 


Kreisler, Jacques, Mfg. Co. 
Spaces 37-38 and Suite 642-644 


Krementz & Co........ Suite 915-917-919 
L 

L. M. D. Jewelry Mfg. Co.....Space 306 

Lady Alice Pearls............ Space 220 

DE, DOD og bi vcucsucdeees Space 3 


Lampl, Walter, Inc..Spaces 85, 86, and 87 
Lasner Jewelry Corporation. ..Space 305 
ee nee Space 508 
Leading Jewelry Mfg. Co. 

Spaces 309-310 & Room 659 
Ledo Jewelers 

Spaces 309-310 & Room 659 
Lehman Bros. Silverware Corp. 


Spaces 216-217 
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...to please you! 

honest shipments—no substitutions: the quality of each 
piece equals, or exceeds, the samples. 

complete order deliveries: full shipments the rule, back 
orders the exception. 

Ralph Singer Company 

(formerly Agnini & Singer) es - 
Dept. JK-8 656 N. Western Ave., Chicago 12, Illinois i ae 7 
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$48 per doz. pr., KEYS ) 








..to please your “choosy” customers 

~ beauty guaranteed for life: a pledge that the genuine gold or 
thodium plating in each exquisite piece never changes 
color, tarnishes or wears off... that the imported stones 
are permanently set, never lose their brilliance. 


fashion awareness: 32 years of timely creative designs, 
literally “‘Jewels of the Hour. 
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Lieber & Lerner Co., Promotional 
Diamond Rings 
Space S-2 and Room 577 


Sg rere ere Space 8 
Rewetm, Bee, BG... ...0cccess Room 4. 
Levitz, M., & Co......... Suite 567.569 
Life Magazine. Space “E” Silver Corridor 
Lifton, Harold, Co., Inc....... Space 96 
Lignum Vitae Products Corpn..Space 192 
Linde Air Products Co...... Space §.24 


Longines-Wittnauer Watch Co., Ine. 
Tower Suite 
Lovebright Diamond Co., Inc. 
Suite 780-782.784 
Luria, L. & Son, Inc. 
Space 44 and Chinese Salon 


M 
Manchester Silver Company.. .Space 29 
Manhattan Novelty Corp...... Space 207 
Manscope Optical Company. .Space 224 
Marathon Company .............. Suite 
Marhill Co., Inc............. Space 106 
Marks, Fred W. ............ Room 585 
Masin Watch Co......... Display Room 


Mautner Company, The....Spaces 65.66 
Maximillian Bonded Luggage. .Space 123 
Medana Watch Company...Spaces 41.42 


Mele Mfg. Co., Inc........... Space 118 
Mercury Ring Corporation. ...Space 409 
Mido Watch Company..... Spaces 41.42 


Milglo Jewelry Mfg. Co. 

Space “H” Silver Corridor 
Minnesota Mining & Mfg. Co.. .Spacé 130 
Miro Container Co............. Space 98 
Modern Onyx Mfg. Co., Inc. 

Space “F” Silver Corridor 
Monarch Watch Co., Inc...... Space 303 
Morel Jewelry Displays, Inc... Room 675 


Napier Company, The....Spaces 301-302 
National Silver Company..... Room 685 
National Silver Deposit Ware 
SE ain ce pike e a o-ad Space 105 
New England Mfg. JIrs. & Silver- 
smiths Assn. 
Space “G” Silver Corridor 
New Hermes, Inc. ............. Space 6 


oO 


Ollendorff Watch Co., Inc. 

Spaces 39, 40 and 51, 52 
Oneida, Ltd. ........ Spaces 4F, 4G, 4H 
ee Space 64 


Paper-Mate Eastern, Inc. 
Space “P” Jade Room Foyer 
Parker Pen Company....Spaces 407-408 
Paulson, Henry, Company. .Spaces 91-92 
Pennino Bros., Inc........... Room 691 
Pereline Mfg. Co., Inc......... Space §-3 
Perregaux, Paul, Watch Co....Space 79 
Phyllis Originals, Inc.....Spaces 320-321 
Piccard, Lucien, Watches....... Space 7 
Pik Manufacturing ........... Space 109 
Plainville Stock Company. .Suite 794-795 
Polishook, K. & Son, Corp. 
Suite 978-980-982 
Polumbaum, Richard, Co., Inc. 
Spaces 515-516 
Poole Silver Company...... Spaces 80-84 


Reed & Barton............ Suite 779-781 
Reich, M. A., & Co....... Suite 853-855 
Remington-Rand, Inc. ......... Space 14 
Rice, Irving W., & Co., Inc...Room 575 
Richie Premium Corpn........ Space 122 
Roamer Watch Company...Spaces 41-42 
Robbin Products ............ Space 327 


Robinson, Edward B.....Spaces 226-231 
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Art Metal Works, Inc. 
—_— Spaces S-4, S-5 


ee ee Space 213 


S 


bin, Alex, & Sons, Inc. 
_— Space 318 & Room 693 


St, Thomas, Inc.............- Room 587 
Sarkin, David, Inc....... Spaces 311-312 
Savoy Watch Co............. Room 665 
Gautem, EMG. ..cccccccc cesses: Space 131 
ee SS PPT TTT eT Space 304 
Schiffman, M. W., & Co...... Room 559 


Schless-Hardwood Co., Inc. 
Display Room 
Schwarez, Adolf & Son, Inc., Dela- 
ware, Delgard, Paul Perragaux 


Winton Watch Co., Inc....... Space 41l 
Wook, Jc Mi, B Be Bik oo sc ccoes Suite 





‘Watch Out for Forged Checks’ 
Secret Service Warns Retailers 


U. S. Secret Service warns retailers to 
be “doubly alert” in cashing government 
checks for strangers. In recent weeks, 
forgery activity has become intensified, 
Secret Service agents disclose. 

Most of the forged government checks 
are being cashed in retail stores by mer- 
chants who fail to insist upon proper 
identification of the payees, according to 
U. E. Baughman, Secret Service chief. 





gold, Mr. Baughman points out. “It is,” 
he comments, “provided it is in the hands 
of the person who is entitled to it.” 

“A government check with forged en- 
dorsement is as worthless as any forged 
commercial or personal check, and the 
storekeeper who cashes it is the loser,” 
Mr. Baughman warns the nation’s mer- 
chants. 

During April and May, Secret Service 
agents arrested 550 check forgers. New 
York led the country, with 83 arrests dur- 
ing this period. Chicago was second, with 
37 arrests, followed by Detroit, with 32; 
Cincinnati, 24; Philadelphia, 23; St. Louis, 
20, and Atlanta, 20. In Washington, D. C., 
where thousands of government employees 






























& Doxa Watches .......... Space 79 Many merchants proceed on the theory 
Scope Instrument Co.......... Space 229 that a government check is as good as are paid by check, 19 forgers were jailed. 
ie i RS. ns a rancesécesee Space 108 : a nn ——- 
Semca Clock Co., Inc......... Space 501 
Semca Watch Corporation..... Space 501 
Seth Thomas Clocks....... Spaces 25-26 
Sheaffer, W. A., Pen Co....... Space 18 
Sheridan Silver Co....... Spaces 103-104 
Shiman Bros., & Co., Inc.. .Suite 667-669 
Shriro Watch, Inc............. Space 13 
Silver City Glass Co...... Spaces 127-128 i 
Simmons, R. F., Co........... Room 565 
Singer, Phillip S............... Space 21 
Sloan, Albert E., Inc......... Space 401 
Solow, Harold, & Co......... Space 328 
Solow Watch Co............. Space 328 
Speidel Corporation........ Spaces 60-61 — 
Stetson China Co., Inc......... Room 557 
Stieff Company, The. . Spaces 504, 505, 506 
Streicher Mfg. Co. ............ Space 75 
Surnamer, S. J., Inc.......... Space 322 we are currently 
SS, IS nc ccccceasccsvsces Space 410 
Swift & Anderson, inc......... Space 43 
& 
; erurnin % 
Tanenbaum, B. & Co., Inc...... Space 94 
Tanz, Phillip, Company, The 


Spaces 209-210 
Telechron, Inc. ........... Spaces 67-68 
Towle Mfg. Company. . Suite 977-979-981 


as Dividends! 


Insure in the “Jewelers’ Own Com- 
pany” and enjoy a 30% saving on 
fire, jewelers block, business inter- 
ruption, and extended coverage 


U. S. Jewelry Co., Inc. 
Carpenter White Room 
U. S. Luggage & Leather Products Co. 
Suite 967-969 
United States Time Co.....Spaces 53-54 





insurance. 
Vv How is such a saving possible? ... 
Vacheron & Constantin-Le Coultre Because we insure only Jewelers, 
Watches, Inc. .......... Tower Suite Watchmakers, Engravers, Optome- 


trists and those in allied lines (manu- 
facturers, wholesalers, etc.). Losses 
with this select group are lower. 
The savings are returned to policy- 
owners as dividends. 


Van Dugteren, A. J., & Sons, Inc. 
Suite 767-769 
Volupte, Inc. 
Spaces 62-63 and Rooms 661-663 


WwW 


Wallace, R., & Sons Mfg. Co...... Suite 
Waltham Watch Company 

Spaces 69, 70, 71 
Watchmakers of Switzerland. Spaces 11-12 


May we send you a booklet describing 
the insurance we offer? No obliga- 
tion, of course. No salesman will call. 


All policies are Non-Assessable. 


3 Wefferling, Berry & Co........ Space 76 

i Weissman Watch Co.......... Space 228 

White Rose Jewelry Mfg. Co., Inc. 
Space 83 


Whiting, Frank M. Co., Division 
of the Ellmore Silver Co., Inc. 
Petite Salon, Park Lane Hotel 
Wiesner, Joseph, Inc......... Space 101 
Wilson Specialties Co., Inc. 
Spaces 103-104 


INSURANCE COMPANY 


| JEWELERS INSURANCE BUILDING 
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Wilton Merchandise Co....... Space 204 bean Bh 
Winard, Inc.............. Spaces 225-231 cai CONAN. WISCONSIN 
Winston, Harry, Inc....... Suite 894-895 
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Bradley to Join Bulova 
As Chairman of Research 


General Omar N. Bradley announced 
July 6 that he will become chairman of 
the board of Bulova Research and Develop- 
ment Laboratories, Inc., when he leaves 
his post as chairman of the Joint Chiefs 
of Staff. The five-star general will go on 
the Army “inactive list” August 16. 

The laboratories, founded in 1950 after 
the start of the Korean war, are a wholly- 
owned subsidiary of the Bulova Watch Co. 
They were organized to carry on the de- 
velopment of ultra-precision defense items, 
and electronic equipment for shells and 
guided missiles. 








Temporariiy located at Valley Stream, 
L. 1., the laboratories are staffed with 120 
scientists, engineers and technicians. The 
entire research company, it was stated, will 
be moved within the next few months to 
Jackson Heights, Queens. 

In his new job, General Bradley said, he 
will be responsible for “over-all policy 
guidance” and shall be free from “day-to- 
day” operations. He stated that he will 
serve as liaison between the military ser- 
vices and his company’s research and de- 
velopment workers. 

“Because of my familiarity with many 
of our defense requirements,” the General 
said, “it is my hope and belief that I can 
aid in establishing programs at Bulova 
which will make a major contribution to 
national defense.” 
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Full Corat of Full-Cut 


Diamonds 


KNOWN FOR OUTSTANDING 


305E. 47th. Street 


Send for our latest catolog 
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CUT CENTERS! 


FINEST DYE -STRUCK MOUNTINGS 





DIAMOND RING PROMOTIONS 


New York17,N.Y. 
MUrray Hill8-2750 





illustrations enlarged to show detail. 


SEE LIEBER & LERNER in New York at the ANRJA 


Convention, Waldorf-Astoria Hotel, 


Sert Room S-2, 


and Room 577, August 9-10-11-12-13. 
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John H. Ballard, Bulova president, jp 
welcoming General Bradley to the labora. 
tories, said General Bradley’s experience 


GEN. OMAR 
N. BRADLEY 


To join 
Bulova 


This Month 





in strategic planning would bring impor- 
tant results in the mobilization effort and, 
in time, useful application in the civilian 
economy. 


~-_-—_- -- 


Andrews Gets New Post 
At Landers, Frary & Clark 


The appointment of John A. Andrews 
as sales development manager of | the 
Electric Housewares Division of Landers, 
Frary & Clark was announced recently by 
5S. G. Fisher, sales manager of that diyi- 
sion. 

Mr. Andrews has been associated with 
the company in various capacities for 
fourteen years. He has most recently been 
the Electric Housewares Division District 
Manager in Houston, Texas. 





Trade to Use New Approach 
In Soliciting Federation Funds 


Of the 165 industries and_ professions 
which participate in the annual campaigns 
of the Federation of Jewish Philanthropies 
of New York, the jewelry industry is one 
of three important New York City eco- 
nomic areas selected for an experiment 


this fall. 


This was announced by Milton Weill, 
president of the Federation and head of 
the Arrow Mfg. Co., who said that the 
other two economic groups to participate 
in the pilot plan are the legal profession 
and the real estate field. 


Mr. Weill said that this pioneering effort 
will introduce a new organizational ap- 
proach in the solicitation of philanthropic 
funds from business and the professions. 
He predicted that if it is as successful as 
its jewelry industry sponsors expect, it will 
be adopted as a permanent feature of 
Federation fund-raising. 

Colonel Harry D. Henshel, of the Bulova 
Watch Co., honorary chairman of Federa- 
tion’s Jewelry Division and vice chairman 
of Federation’s Trade Organization Com- 


mittee, is responsible for evolving the new 


plan, Mr. Weill said. 


Heading the new and to be expanded 
fund-raising setup in the Jewelry Division 
are: Stephen W. Hofman, 
Distributors, Inc., general campaign chait- 


man of the industry, and Sidney Fiddel- 


man, of J. Fiddelman & Son, Inc., 


general chairman. 


deputy 
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4 The Metropolitan Retail Jewelers Asso- 
ciation held a well-attended meeting on 
June 30 at the air-conditioned Famous 
Dairy Restaurant, 222 West 72nd St., New 
York. The wives of members were present 
and did much to add to the discussions 
and increase the sociability of the meet- 
ing. Samuel Steiner (A. A. Webster, Inc.) 
is president of the organization, and Her- 
man Stark (Goodman Jewelers) is sec’y. 
4 The Townridge Co., Inc., manufacturers 
of novelty name bracelets formerly lo- 
cated at 1123 Broadway, New York, moved 
recently to new quarters at 106 East 19th 
St. Harry D. Offenhartz, president of the 
Fraass Surgical Mfg. Co., Inc., assumed 
the presidency of the Townridge Co. the 
latter part of June. 

q Louis P. Ballard, who since 1950 has 
been in charge of the Watch Section at the 
Consulate General of Switzerland in New 


LOUIS P. 
BALLARD 


To join 
watch mfg. 
concern in 
Neuchatel 





York City, will shortly join the watch 
manufacturing concern of Degoumois & 
Co., Ltd., and will be located at their 
offices in Neuchatel, Switzerland. 





Classes in Diamond Grading 
To Be Held by GIA in N. Y. 


Two classes in diamond grading and 
evaluation will be conducted by the Gemo- 
logical Institute of America in New York 
City immediately before and after the 
annual convention of the American Na- 
tional Retail Jewelers Association. 

The first five-day class will be conducted 
from August 3 through 7, while the second 
class will be held August 17 through 21. 

Enrollment will be limited to 12 stu- 

dents in each class in order to give maxi- 
mum individual attention to each student, 
and also to permit personal supervision 
by instructors. 
. The five days of intensive study offered 
in these classes are planned by the GIA 
to satisfy the expressed need for an all- 
inclusive short course covering important 
diamond merchandising features. Included 
are such pertinent subjects as color grad- 
ing, imperfection grading, proportion grad- 
ing, weight estimation and effects of im- 
proper cutting on weight and price, as 
well as supervised diamond grading and 
appraisal practice. 
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These classes are open to any person 
in the jewelry industry. The tuition fee 
to each student is $75. 





McGuire Law's Non-Signer 
Clause Upheld by U. S. Court 


A U. S. court of appeals has upheld an 
important principle of the federal fair trade 
(McGuire) law. 

In a 2-1 decision, the U. S. Court of 
Appeals in New Orleans ruled that the 
McGuire law is constitutional in permitting 
state fair trade laws to apply to non-signers 
of fair trade contracts. 

The suit before the New Orleans court 
was brought by Schwegmann Bros., New 
Orleans supermarket operators. 

Schwegmann, it is reported, plans to 
carry its new fight to the U. S. Supreme 
Court for a final ruling. 





N. Y. State RJA Endorses 
"Know Your Jeweler’ Promotion 


The “Know Your Jeweler” promotion, 
developed for the U. S. trade by The 
Watchmakers of Switzerland, has received 
the endorsement of the New York State 
Retail Jewelers Association. 





Jean-Pierre Luther right) of 


(extreme 
Bienne, Switzerland, a member of the Mar- 
keting Department of the Swiss Watch 
Federation, is greeted by Mayor Golder of 
Utica at the annual convention of the N. Y. 


State RJA held in that city. Also shown 
(left to right) are: Robert Kaempfer of the 
Watchmakers of Switzerland Information 
Center, New York, a speaker at the session; 
J. Francis Thibault of Utica, convention 
chairman and new state president; and 
Harry R. Gerber of White Plains, retiring 
president. 


A resolution unanimously adopted by 
the group at its annual convention in 
Utica pointed out that because of discount 
retailing, excise taxes and trade diversion 
“public confidence in the traditional skill, 
professional counsel and integrity of the 
retail jeweler is . . . jeopardized.” It 
urged that the membership adopt the 
promotion as a _ continuing association 
activity to unite responsible jewelers and 
strengthen the position of the retail jew- 
eler in his community. 








JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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Opals 


MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 




















“ORIENTA” 
CULTURED PEARLS 
of OQ UA L €: +s 
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65 NASSAU STREET 


NEW YO o* 








ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 
TRE RS ELE CLARE E IMS A 








Drilling Encrusting 


GOTHAM LAPIDARY Inc. 
importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 
2 West 47th St., New York 36, N.Y., Ju. 2-4773 
Setting Engraving 














Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMONDs—AIl Sizes and Qualities 


JOSEPH BLANK 
COrtlands 7.3562 


87 Nasseu St. New Yerk 38, N. Y. 
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Are you a 


TOP-NOTCH 
SALESMAN? 


Wyler Watch Agency has 
very fine opening for man 
experienced in New England 
and New York State. 




























You will carry one of America's 
_ largest and most reputable lines 
of automatic and waterproof 
watches, plus a complete line of 
shockproof dress watches. You 
will have a territory of unlimited 
potential, with over 200 active 
accounts already on our books. 
You will have the close co-op- 
eration of a progressive firm. 
You will receive a guaranteed 
monthly draw against commis- 
sions. Give full details in first 
letter—experience, age, refer- 
ences, etc. 


Wyler Watch Agency, Inc. 
630 Fifth Avenue, New York 








































REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 


from 
Coast 
to 
Coast 


( After) 
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Obituaries 















Hugh W. Beattie, 92, founder of the 
jewelry firm of H. W. Beattie & Sons, Inc., 
Cieveland, Ohio, died June 19 in that city. 
He would have celebrated his 70th anni- 
versary as a Cleveland jeweler next year. 
Mr. Beattie opened his first place of busi- 
ness as a watch repairman. At the age of 
24, he bought out the Baxter & Craig Co. 
and in 1920 opened a second store. 

Harry Brier, 60, one of the founders 
of the Brier Mfg. Co., long established 
Providence jewelry making firm, died June 
20 at Miriam Hospital, Providence, after 
a long illness. Mr. Brier, a native of 
Austria, had been active with the Brier 
firm since 1913. He retired in 1941. Be- 
sides his widow, he leaves three sons, six 
brothers, two sisters and two grandchildren. 

Morris S. Burnett, 86, founder of the 
Burnett Brothers chain of Pacific Coast 
jewelry stores, died June 24 in Chehalis, 
Wash. The original Burnett store was 
founded in Chehalis in 1898. Other stores 
were started later in Seattle, Tacoma and 
Everett, Washington, and in Portland, Ore. 
Surviving are his widow, two sons, six 
brothers and three sisters. 

Al J. DeRoy, 78, president of the Pitts- 
burgh jewelry firm of Joseph DeRoy & 
Sons, Inc., died unexpectedly June 28 at 
Montefiore Hospital. Mr. DeRoy was born 
in Pittsburgh, the son of the late Lydia 
and Joseph H. DeRoy, who founded the 
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jewelry firm 104 years ago. One of the 
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oldest active retailers in the jewelry bysj. 
ness, he was with the firm for 60 years, 
Though only two weeks short of his seventy. 
ninth birthday, Mr. DeRoy was active jp 
the firm until the time of his death, Hi, 
two sons, Ralph and Edwin, also are with 
the firm. 


William F. J. Fickeisen, 76, retired 
horology instructor at Bradley University, 
Peoria, IIl., died May 3 after a short illness, 
Before his retirement three years ago, Mr. 
Fickeisen had been in the _ university’s 
horology department for 32 years. Surviy. 
ing are his widow, a brother and a sister, 

Abraham Fisher, 55, a_ wholesale 
jeweler in the Sibley Tower Building, 
Rochester, N. Y., for the last 20 years, 
died July 2. He is survived by his widow, 
a sister and a brother. 


Alfred W. Fuchs, 80, owner of one 
of Milwaukee’s oldest jewelry firms, was 
fatally injured June 16 while watching a 
power shovel excavating a basement for a 
home. He was struck by the cab of the 
power shovel when it revolved. Three hours 
after the accident Mr. Fuchs died in the 
county emergency hospital of internal in- 
juries and shock. A native of Charles City, 
Iowa, he established a jewelry store at 
Newburg, Wis., in 1894. The next year he 
went to Milwaukee and set up his N. Green 
Bay Ave. store. Surviving are two sons, a 
brother, a daughter, and a sister. 





E. A. Frommeyer, 83, Dies; 
Dean of Cincinnati Wholesalers 


Eugene Albert Frommeyer, 83, dean of 
Cincinnati wholesale jewelers, died June 22 
at his residence in that city. He had 
retired in March, 1950, as president of 
Klein Brothers Co., after having been in 
the jewelry business for 68 years. 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
17 West ‘5th a +taaate a %. 


Est. since 1918 
AT THE SAME ADDRESS 





















A native of Cincinnati, Mr. Frommeyer 
had started his career at the age of 12 as 
an office boy for the former Ciemens Helle- 
bush Co., and for many years, he was a 
salesman for the former D. Schroeder Co. 
and L. Gutman & Sons, wholesale jewelry 
firms. He joined Klein Brothers Co. in 
1910, and became president of the firm 
about six years later. 

Survivors include his widow, a son, sister, 
three grandchildren and four great-grand- 
children. 


Excise Ruling Clarified 
On Belts and Belt Buckles 


Imposition of federal retail excise taxes 
on belts and belt buckles, the Federal 
Bureau of Internal Revenue points out 
in a new ruling, is based on the kinds of 
materials used in the manufacture of 
these items. 

If the belts and buckles are made of 
or ornamented with precious metals, pearls, 
or precious or semi-precious stones, they 
are subject to the 20 per cent tax. This 
tax will apply regardless of whether the 
belts and buckles are sold separately or 
in combination. 

If these retail items contain no precious 
or semi-precious materials, and_ merely 
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FLEX-LET SALESMEN ATTEND MERCHANDISING CLINIC 
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| Thirty Flex-Let salesmen met in New the competitive retailing period just ahead. . s 
| York from July 6 to 10 to take a compre- Upon completion of the four-day mer- 
hensive course in retail jewelry promotion chandising clinic, the fifth day was devoted | — 
and merchandising. This five-day session to showing the Flex-Let line of watch . . 
; took the place of the customary sales meet- bands which was highlighted by a new DAVID PFEFFER’S 


group of lower-priced bands in the $4.95 
































ing. 
. &§ The first four days, from 9 A.M. to 6 to $7.95 range. Included in the Beau Brum- A | EWE LO cK 
— P.M., were devoted to the local sales prob- mel men’s jewelry line was a group of 
 &g lems of retail jewelers and how Flex-Let “3-D” men’s jewelry and “calendar-dated” INTERLOCKING BRIDAL SETS 
e can help the jeweler create more sales in men’s jewelry. 
,&— Have the C7 
have imitations of pearls or stones at- parade of 150 trucks moved through city Built-in Concealed 
| tached, they are not considered taxable streets to the shopping center. Here wa ° . 
: by the Bureau. the central theme of the promotion: | Locking Device os 
This distinction was made in Revenue “Along every highway to the Thruway Our invisible interlocking device is an integ- 
Ruling 98, which appeared on June 8. Plaza, America’s largest trucking come ral part of the engagement ring’s design—it 
| panies rushed merchandise safely and eco “belongs”...no “defective” appearance...no 
nomically to save you money. This great break in contour. Jewelock has made the 





Gordon Bros. Purchase 




















. . merchandising event shows dramatically |  preatest advance in preserving the natural 
Store in Harvard, Nebr. how aggressive stores and efficient carrier _ peauty and continuity of design on BOTH 
' Gordon Brothers, 18 Province St., Boston, Can shave costs through safe and rapid SIDES OF BOTH RINGS. Jewelock pays 
Mass., purchased the Weaver Watch Co. handling and low-cost transportation.” off 2 ways: sells easily separately or locked 
and Jewelry Store in Harvard, Nebr., at an together. 
administrator’s auction sale on June 30. | All Jewelock styles pass the mirror test. 
The Boston firm’s bid of $6000 was the George A. Moore, 76, Dies; Only Jewelock rings have unbroken conti- 
highest among the several prospective Retired President of Caldwells nuity of design! 
buyers for the 50-year-old store. Geesme A. Meer: 7 whe vetted len BETTER VALUES .. . Jewelock sets are com- 
Liquidating Weaver’s at public auction year mag president of J. E. Caldwell & Cu. petitively lower priced .... .. values that 
for Gordon Brothers are Malcolm Schweider Philadelphia jewelers, died July 8 at a challenge all competition. 









and Thomas Hagerty. 

The Weaver store was the fifth purchased 
during the first six months of 1953 by 
Gordon Brothers. The Administrator’s sale 
was conducted in behalf of the estate of 
(maso R. Weaver. 


nursing home in Villanova. EASIER TO USE 


Exclusive push-button 
offers additional easy 
way to push out built- 
in, concealed lock-arm without a special 
tool. Full details in free brochure. 


Write Today! 











‘Salute to Truckers’ Promotion ; or A) 
Draws Traffic for Buffalo Firm GEORGE A. ie 


MOORE 
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Glickstein’s Jewelers, Thruway Plaza, Gentlemen: 


Buffalo, N. Y., joined with other merchants 
in the shopping center in staging a unique 
“Salute To Truckers” promotion which 
pulled heavy traffic over a period of a week. 


1 am interested 
in your Jewelock 
Bridal sets. 
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7 . Merchants sponsored cooperative adver- A native of Philadelphia, Mr. Moore | ¢ e 

7 Using paying tribute to the nation’s truck- joined J. E. Caldwell as a stockboy in : sintudesieiniiaiadindainibahannaaiael ~ "eee arnacamaa : 

ing industry and also used special displays 1892, when he was 15 years old. In 1916 | e ’ 

in their stores on various phases of truck- he was appointed head of the diamond Poet ee ae Address : 

Ing service. department and, in the years that followed, | ¢ a 

A truck “roadeo” was staged in the made frequent trips to the world’s diamond | © «+--+ ein: sevnneernnntnnns a e 

Thruway Plaza’s huge parking area and a centers—Amsterdam, Antwerp, Paris and : . 

London—to appraise and purchase gems. | © .........cccsccssssssssssssssnecsssniseesneceeneeeesnneensnneeneste e 

- He was made partner in the firm in | ° oa ene : 

MODERN AND ANTIQUE 1921 and later became vice-president Ad fe ooiiiccccccccccssssssssssssssssssvessesessesesessssninnseceeeecccesene ° 

| aan’ ieenteee treasurer. He served as president of the | ® City State e 
} BRACELETS EARRINGS, Etc.| 114-year-old company from 1943 until July | — Sold Through Authorized Distributors 

; Rought and Sold 1, 1952, when ill health forced his retire- | 





Years.”" Formerly with Chas, | ment. DAVID PFEFFER CO., Inc. 


S. Cros & Co. “Th lea : , ‘ ‘ 
Old Mine Diamond House” In addition to his widow, he is survived 106 Fulton Street 


J. L. DURLAND CO./ by two daughters, two grandchildren and 
608 Sth Ave., New York 20 
a brother. 
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ates neiasai Social Events and Election of New Officers 
seen net eee Highlight Convention of New Hampshire RJA 


STON ES Herman D. Page of Portsmouth was 


elected president of the New Hampshire 
Retail Jewelers Association as the organiz- 





STAR SAPPHIRES ation opened its two-day 38th annual con- 
EMERALDS vention at the Hotel Wentworth-by-the-Sea 
CAT'S EYES on June 28. Mr. Page, who was vice- 


RUBIES—SAPPHIRES president last year, succeeded Walter A. 


Sawyer of Keene. The new vice-president 





AQUAMARINES is Jack C. Sawyer of Laconia, and Mrs. 
PERIDOT: Charlotte M. Page, wife of the new presi- 
TOURMALINES dent, was elected secretary-treasuref, Suc- 
ceeding Mrs. Bernice Sawyer, wife of the 
TOPAZ outgoing president. . 
AMETHYST Named to the executive board were Fred Pa Hugh Gregg of New Hampshire 
Allen, Claremont; Albert Alie, Dover; (right) pins a "New Hampshire Whooper" 
Unusual Gems Conrad Alie, Rochester; A. U. Burque, medal on Mrs. Sidney Cook, wife of Sidney 
a +1 Manchester; Arthur B. Duncan, Ports: Cook, of A. Stowell & Co., who won the 
tied mouth; Robert DeMontigny, Nashua; Leon television set donated by the Speidel Corp. | 


LLAN CAPLAN Cote, Littleton; M. J. Harrington, New- On the left Jack Sawyer, new vice presi 
A : ) " : dent and chairman of the gift committee, 

port; Phyllis Harrington, Newport; Harry and H. William Coulthurst of Anson, Inc, § 
2 West 46th Street New York 36, N. Y. Heckman, Nashua; Majoric Noury, Man- who pinch-hit for Bob Brennan of Speidel . 
chester; Regina Noury, Manchester; who was unable to be present. 


Robert Fickett, Concord; Walter A. 


ni : ¢ Page, new president 

Sawyer, Keene; and Leonard Vancore, wa ' - se J a Tact 
secretary-treasurer: Mr. an rs, 

Colebrook. vameaenid ; ~ 


Sawyer, new vice-president, and Governor 
and Mrs. Hugh Gregg. Governor Gregg 
officiated in the drawing of many of the 
door prizes, including the TV set. 
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Trombla Named Commander 
Of VFW Group in Kansas 


Richard L. Trombla, prominent jeweler 
of Eldorado, Kan., was recently namedcom. § 
mander of the Veterans of Foreign Wars § 
for the department of Kansas. 

A naval veteran of World War II, 
Trombla has been an active VF W member 
since 1946. In addition to serving in im- 


Herman D. Page (left), new president of portant capacities in a local VFW post, 
the New Hampshire RJA, is congratulated he | ie Gull tm ee ol 
by Walter A. Sawyer, retiring president. oe ee See ee ee eee ‘ 





ai eet li a at . “ 





On the left, Mrs. Charlotte M. Page, newly organization. Last year he was elected 

elected secretary-treasurer. On the right, senior vice commander of the state group 

a ee oe eae Mrs. Bernice Sawyer, whom Mrs. Page suc- and traveled over 18,000 miles promoting 
2 Trevel vw iegeatation * ceeds. the VFW. 


An active member of various organiza- 














The annual meeting and election on 


172 J} } Sunday was followed by entertainment. WATCHMAKE R . JEWELERS 
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Retail Jewelers Association; Mrs. Mary 


® receipt books, e[c. Andon, onset of Dent Peccival, presi- 
dent of the Diamond Peacock Club: Mr. 
. and Mrs. William Shreve. of the Boston 
oe FREE Samples Jewelers Club: Mr. and Mrs. Walter 

Sawyer, retiring president and secretary- 
$s. i. surnamer co. treasurer: The Rev. William W. Lewis. 
370 7th Ave., N.Y. 1, N.Y and Mrs. Lewis, of the Portsmouth Uni- 
tarian-Universalist Church: Mr. and Mrs. 





On Monday, a boat ride, golf and swim- MORE PROFIT TO YOU THROUGH 
ming occupied the morning, with the big OUR COMPLETE REPAIR SERVICE 
ASIATIC ART JEWELRY CO, || <lambake at_noon. ‘The afternoon was | | etme ena, uncle (al aia ay 
° iven over to sports, with prizes distribute © carry ven generally unavailable 
225-Fifth Ave., N. Y. 10, N. Y. the Mee the enki banquet. Watch & Glock Movements--Gases—Dials. Inquie 
A large number of donated prizes en- _ is Welt anal Ga ean A ae a _ 
abled each winner to walk off with valuable 
items, with several left over for door prizes, 
which were drawn by number. The tele- Importers of 
y REDIT FORMS vision set donated by the Speidel ae gee CHATONS — MARCASITES 
“ tion was won by Mrs. Sidney Cook, of 
sec A Stowell & Co., Boston. AND FANCY STONES 
: cerecee Head table guests included Miss Phyllis K. GINSBURG, INC. 
eee contracts Day, guest of Charles Butler. of New 570 7th Ave. New York City, N. ¥. 
Sovece H ‘ : LOngacre 3-1176 
seaee? aven, Conn., president of the Connecticut 


©@¢2@2@2626 22.0 68 
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when in need of 
STOP WATCHES 
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ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20, N. Y. 
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tions in and outside his community, 
Trombla holds membership in the Kansas 
Watchmakers Association and is currently 
serving as second vice-president of the 
| Kansas Retail Jewelers Association. 


| Pittsburgh News | 








q Alfred Boas, jeweler in tie Clark Build- 
ing, opposes the sale of jewelry items by 
retail firms in other fields because these 
merchants sell jewelry at a small markup 
and make trathc out of jewelers’ staple items. 
He suggests that jewelers who do not handle 
associated lines advertise that fact and thus 
lead the way in creating a sincere respect 
of each merchant for his own particular 
line. 

q Alex Aubenque, watchmaker at 402 
Washington Road, has no difficulty giving 
proper instructions to people he meets 
socially who ask where his shop is located. 
He simply tells them his shop is across 
the street from a prominent religious edifice 
having a membership of 7000. 

4 Nicholas Buntich, watchmaker in the 
Dollar Savings Bank Building, North Side, 
believes strongly in direct mail advertising. 
He saw it work advantageously when he 
was employed by an established jeweler. In 
direct-mail advertising, he says, you select 
your customers, be helpful, take pride in 
serving them, friendly in selecting and 
keeping new prospects, “stick” with them 
and they will “stick” with you. 

















ATTENTION: 


: ¢ Manufacturers 


¢ Jobbers 
¢ Wholesalers 


| MERCHANDISE 
WANTED! 


WE NEED quantities of as- 
sorted branded jewelry store 
merchandise — at special 
closeout prices for our No- 
vember Pre-Christmas Sale. 
Discontinued models are 
satisfactory. Advise by letter, 
telegram or telephone—item 
— manufacturer — quantity 
available and price. Terms: 


Cash 10 EOM; FOB your city. 


















Mr. Wein 
Rose Jewelry Co. 


3721 Woodward, Detroit, Mich. 


During the New York Convention 
r. Wein may be reached at the 
Waldorf-Astoria Hotel. 
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q Bernard Labuskes, Labuskes Credit Jew- 
elers, 7527 Washington Ave., recalls when 
he was on the citizens’ committee that 
honored the local high school basketball 
team when it went into the WPAL. 

q Irving Satinsapir of Standard Emblem 
Jewelers, 245 4th Ave., has designed a show- 
case for the display of clocks and trophies 


_ which occupies a position against the 


ceiling of his showroom. The case is three 
feet from the top to bottom and ten feet 
long. It occupies unused space near the 
ceiling and is reached by ladder. Because 
of its unusual location, it attracts con- 
siderable attention. 





Veteran Pittsburgh Jeweler 
Flies 4000 Miles to Reunion 


Eighty-year-old John Kraus, prominent 
Pittsburgh jeweler, boarded a plane June 
30 and flew 4000 miles to a reunion in his 
hometown in the mountains of southern 
Germany—Schwab Gmund, near Stuttgart. 

The citizens of Schwab Gmund, who 
number about 40,000, laid out the welcome 
mat on July 18 for Mr. Kraus and other 
80-year-old natives—some still living there 
and others like Mr. Kraus who have since 
made their way to distant points of the 
globe. 


JOHN KRAUS 


Flies to 
hometown 
reunion 
4000 miles 
away 





Mr. Kraus, founder of the House of 
Kraus, Pittsburgh ring manufacturers at 
530 Duquesne Way, explains that the re- 
union practice in Schwab Gmund is not 
uncommon. The townspeople started out 
by honoring their 50-year-olds and except 
for the war years, have been going right 
up the line. 

On his return trip in late July, Mr. Kraus 
stopped in Munich to visit his grandson, 
PFC Richard M. Kraus, who has been 


stationed with the Army since last August. 





Record Attendance Expected 
At Pittsburgh Jewelry Fair 


The second annual Pittsburgh Jewelry 
Fair should, according to present indica- 
tions, have more exhibitors and a larger 
attendance than last year, Herman Hol- 
lander, exhibit manager, stated recently. 
The event will be held August 30 to Sep- 
tember 2 at the Hotel William Penn. 


According to Mr. Hollander, a sellout of 
display space is expected even though there 
will be twice as much space available as 
there was at last year’s show. Exhibits will 
again occupy space on the 17th floor as 
they did at the 1952 show and, in addition, 
will also occupy space on the fifth floor. 
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For Top 


Quality 
Jewelry 
Castings 
Like This 


without costly 
bench work. 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 
Investment 


This material is reli- 
able: produces out- 
standing results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
designed to do the job 
best. 


Send for CATALOG #52 


ALEXANDER SAUNDERS & CO. 


95 BEDFORD STREET NEW YORK 14, W. Y. 
WAtkins 4-8880 





















































SOME INTERESTING CHARMS 
From Our Large Assortment 








BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 
From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 
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q Tappin’s thanked their patrons in a re- 
cent advertisement for making possible the 
successful opening of the firm’s new store 
at 911 Market St. on Wednesday, July 1. 
The event featured sale-priced merchandise 
which was also available at the other 
Tappin’s stores at 1039 Chestnut St., and 
in Camden and Upper Darby. There were 
free orchids for the ladies and free gifts 
for everyone plus an “open house contest” 
offering eighteen pieces of brand-name mer- 
chandise as prizes. The grand opening was 
announced in the Daily News, the Evening 
Bulletin, over three radio stations, and 
through thousands of direct-mail invita- 
tions. Sydney Lear, who has been in the 
employ of Tappin’s for ten years and is 
managing the new store, stated that the 
ultra-modern, air-conditioned store was 
visited by over a thousand people. 

q A spokesman for the National Mental 
Health Foundation reported recently on 
the fine work accomplished by individual 
jewelers in the recent drive for funds for 
this worthy cause. Although there was no 
oficial business campaign, as such, promi- 
nent jewelry firms such as Kind’s and indi- 
viduals like Philip Kind were admirably 
active in the drive to finance this work. 

q Hays Jewelers of 7315 Frankford Ave., 
who recently enlarged their luggage de- 
partment, are having display cases redone 
to “make the display more appetizing.” At 
the same time, these enterprising merchants 
are conducting an extensive direct-mail 
campaign to remind potential customers of 
the store’s fifth annual August watch sale. 
Each August Hay’s entire window display 
case is devoted to a showing of 300 to 400 
watches. Before the first such sale, ob- 
servers commented they expected no reac- 
tion. To their surprise, the event has been 
a huge success from the start. August is 
now the second best watch month at this 
busy store. A large number of Christmas 
lay-aways are sold through the sale each 
August. 

4 J. L. Hobbs, “The Jeweler.” of 547 
Church Lane, Yeadon, Pa., closed shop for 
a well-earned vacation from July 3 to 12, 
inclusive. 

q There are new venetian blinds and a 
golden sun shade brightening the decor 
of the Watch & Clock Repair Shop on 
Chester Ave., Yeadon, Pa. 

q You can’t miss Singer’s new paint job— 
an eye-catching red and gray dramatically 
suited to the current display of watchbands 
shown almost alone in the windows at 
night. The store is at 10 MacDade Blvd., 
Collingdale, Pa. 

q This summer the Sabin family has cut 
down on the long store hours for which 
they are known. The family has found that 
customers are just as willing to shop dur- 
ing the summer hours of nine to nine on 
Monday and Friday, nine to six on Tues- 
day, Wednesday and Thursday. In the 
evenings this store. at 67 MacDade Blvd.., 


des PHILADELPHIA 








Collingdale, Pa., displays only a religious 
wrist watch medal in the window with a 
background of framed signs advertising 
brand-name merchandise. 

q “lt pays to promote grads of the eighth 
grade,” says John Kirschnek, Jr., of Clittoy 
Heights, Pa. “The average jeweler pro. 
motes high school grads by giving away 
gift certificates on watches,” he adds, “I do 
too! But the average boy and girl of 
sixteen to eighteen have already obtained 
their first watch. The eighth grade grad js 
just about ready for a watch in the $19 
to $24 field. He is not so arrogant, not 
so skeptical, has not yet gotten into stride 
with excess money. Therefore the gift cer. 
tificate registers more with him. Parents 
usually come in with the eighth grade grad 
and are ready to buy the watch in the $19 
to $24 field with thoughts of a trade-in on 
a higher priced watch later. This often 
leads to a double sale.” Kirschnek has 
found his promotions for eighth grade 
graduates so successful dyring this and 
previous years, that he plans to repeat it 
next year. 

q Watch attachments are now shown in 
their own sleek, modern display case in 
the Lean and Jones store at 6 N. 13th St. 
Philadelphia, where “club plan,” “gift for 
him” and other seasonal and year-round 
signs have been dignified with modern 
black frames and hung, like a picture, to 
decorate the walls. 

q After two delays, longest of which was 
caused by a strike in the building industry, : 
the handsome new Bailey, Banks & Biddle 
store is evolving before the eyes of the 
public, with the removal of its “wrappings” 
of protective wood. To the public it looks 
nearly ready to enter. But officials estimate 
it may be about September first or later 
before the store at 16th and Chestnut St. 
will actually be open for business. 

q Stemware may soon be added to the 
lovely rose and gray addition to the gift 
section of Marron’s on Lansdowne Ave., 
Lansdowne, Pa. This is the same section 
housing the recent addition of lamps and 
greeting cards. While working on the im 
provements at night, the store was officially 
“closed.” But the owner has been waiting 
on customers who insist on coming in “as 
long as you’re here” until 10:30 P. ™. 
and _ later. 

4 Lowill’s Jewelers of 5719 Germantown 
Ave., will soon introduce a new watch to 
be called “Garneil,” named after the two 
Lowill children, Gary and Neil. 

q Lean & Jones, Inc., 6 N. 13 St., recently 
received publicity in the “Gifts and Gad- 
gets” column of the Sunday Bulletin when 
Dr. Alfred H. Bartwink, affiliated with this 
store, was shown as the source for a new 
type of sun glasses. 

4 An innovation for J. E. Caldwell & Co.. 
is the Life window exhibited for two weeks 
the latter part of June and early July. 
Display manager, Siebert, found it the 
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most difficult window he had arranged in 
a long while. With considerable care, he 
arranged to show a sample of each of the 
‘tems carried by Caldwell’s and advertised 
in Life along with the corresponding ads. 
In most cases the models were exact dupli- 
cates of those illustrated in the magazine. 
Prior to this, Caldwells have spotlighted 
a single item, as advertised in a nationally 
distributed magazine, but never devoted 
an entire window to such a tie-in display. 
4 Unknown to many folks in the field in 
which, paradoxically, he was so well known, 
Leon (Herb) Yarnall, advertising manager 
of f. E. Caldwell & Co., passed away April 
94. He has been seriously ill for two and 
one half years, although his coming and 
eoing to work with his ever-present smile 
prevented most folks from realizing how 
ill he was. He has been in a hospital and 
at home, away from work, for about a 
month when he passed away at 60 years 
of age, after serving Caldwell’s for over 


35 years. 


Employee of S. Kind & Sons 
Marks 65th Year with Firm 


Sixty-five years of continuous service 
with S. Kind & Sons, Philadelphia jewelers, 
was observed on June 23 by Louis Bloch. 
During this entire period, in which he has 
been more than active, Mr. Bloch has rep- 
resented the firm’s wholesale division as 
one of its leading salesmen and for 52 of 
these many years was buyer. 





Lou, as he’s known to his many friends 
and associates, has been active in local 
charities during his entire lifetime. Among 
the many organizations to which he devotes 
considerable time and effort is the Orphans’ 
Guardian Society of which he’s a founder 
and long-time director. 








Lou Bloch (left), who recently celebrated 
his 65th anniversary with S. Kind & Sons, 
inspects the 1953 fall line of Kindkraft 
jewelry while Oscar Kind, Jr., looks on 


approvingly. 


In commenting on the veteran employee’s 
anniversary, Oscar Kind. Jr., stated that 
the firm is proud of their long association 
with Mr. Bloch who has served three gener- 
ations of Kinds “with the devotion and 
loyalty that is most appreciated.” 








JUST IN TIME FOR 'WATCH INSPECTION’ PROMOTION 


| Custom-Fitted 


Timed to coincide with the beginning of 
the retail jeweler’s fall selling season, 
Speidel Corporation is offering a series of 
new display units for both window and 
showcase merchandising. 

Among the new window units being 
offered by the firm is the “Expert Watch 
Repairing” electric sign (above). Color- 
designed to harmonize with any store 
decorative scheme, the sign is back-lighted 
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so that it will serve as an attention-getter, 
both for the dealer’s watch repairing facili- 
ties and his custom-fitting of Speidel watch- 
bands. Shown with it are four “3-on” 
easels and a total of 24 Speidel watchbands. 

Included among other displays offered 
by Speidel are a three-dimensonal, Photo- 
Ident window display unit, the “Lazy 
Susan” counter display, and a new dual- 
purpose stock control cabinet. 
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It's Tune-Up Time! 


Tnere’s a lot of money- 
making mileage behind us 
—but only a test run, com- 
pared to what's coming. 


We're tuning up now, 
readying new ideas and 
new policies to take advan- 
tage of today’s production 
and sales conditions. Watch 
us hold our lead, and pull 
still farther ahead of the 
field with— 


GREATER SALES FOR YOU! 
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52 Valley St., Prov., R. I. 
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Complete Printed Supplies for the Trade 
Write for Samples 


DAUER PRINTING CO. 
37 E. 21st St., New York 10, N. Y. AL 4-2175 
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q Members of the New England Guild of 
the American Gem Society will hold their 
annual meeting and election of officers at 
a dinner session in September, date of 
which had not been fixed when this issue 
went to press. 

q Moving into greatly enlarged and wholly 
modernized quarters in Room 412 Wash- 
ington Building, the firm of Mendelsohn 
& Terban, Inc., held a formal opening and 
reception on July 9 and 10 which was 
attended by several hundred invited guests. 
Air-conditioned, the new showroom is fin- 
ished chiefly in blonde maple, with pastel- 
blue background. New lens-type direct and 
spot lights have been installed, with special 
contrasting vynal flooring, blue-upholstered 
stools and chairs, and plenty of floor and 
wall display space for washing machines, 
refrigerators, cameras, luggage, and other 
appliances which have been added to the 
complete line of jewelry and watches. The 
firm was formerly located in Room 302 
Washington Building. 

q Darwin R. Neumeister, former vice-presi- 
dent and director, was recently elected 
president of Bigelow-Kennard Co., Inc., 
succeeding the late Adrian H. Lesperance. 
Mr. Neumeister is a director of the Massa- 
chusetts & Rhode Island Retail Jewelers 
Association, a director of the Boston Jewel- 
ers Club, and a certified gemologist, Amer- 
ican Gem Society. At the same time, 
announcement was made of the appoint- 
ment of Leo C. Graham, Jr., son of the 
firm’s treasurer, as a director. 

€ Members of the Boston Jewelers Bowling 
Lesgue. who have been resting up from 
rolling this summer, are now beginning to 
get keyed up for the fall season opening 
the latter part of September at the usual 
place—the Bovlston Street Bowladrome. 
q Among various retail, wholesale, and 
manufacturing jewelers who closed their 
places for summer vacations during the 
first week or two weeks of July were: 
Arthur Melnick, 516 Washington Bldg.: 
Murray Lurie, of Murray Jewelrv Co.. 
Ouincv: Murray Klein. 603 Province Bldg.: 
Tohn Cahill & Sons. 518 Province Bldg.; 
J. Segaloff & Sons, 435-436 Province Bldg.; 
S. Fuschetti Co.. 405 Province Bldg.: Shir- 
ley’s—Shirley L. Resnick, 319 Province 
Bldg.: and Seymour Freiman, 322 Province 
Bldg. 

q Within an hour after the disastrous 
tornado hit widespread sections of Worces- 
ter and central Massachusetts on June 9. 
Bert Stranger, Jr., of the Herbert W. 
Stranger Co., 305-6 Washington Building, 
was aboard a Red Cross disaster truck, 
bound for the stricken area. His was the 
only truck equipped with radio and was 
used for communications purposes until 
other means could be hooked up. Bert 
stayed with the Red Cross outfit from 
Tuesday to Saturday of that week. Later. 
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in his capacity as a “spark,” while aboard 
the Stranger’s “fireboat” the “Skipjack,” 
Herbert, Senior, and Bert aided in putting 
out a fire under the wharf at Provincetown, 
Mass., on July 4, a fire which, because of 
its position, the local firemen could not 
reach. 

q Although no jewelry stores were reported 
as hit by the tornado which swept central 
Massachusetts on June 9, Clifford N. 
Barton, of the firm of Clifford Barton & 
Son, Worcester, which recently purchased 
Hebert Jewelers’ store there, lost his home 
and furniture at the time. 

q Louis F. Marcou (Senior and Junior), 
after 15 years at 13 Irving St., Malden, 
Mass., moved to 6 Exchange St., and held 
a formal opening of the new store on July 2. 
q Ray’s Jewelry, Gorham, N. H., moved 
recently to Berlin, N. H. 

¢ Traveling salesmen for the D. C. Percival 
& Co., 2nd floor, Jewelers Building, all 
took their three weeks’ annual summer 
vacation from June 22 through July 13. 

q Melvin Block, an expert on antique 
jewelry repairs, and formerly with Jorge 
Epstein, 412 Washington Building, is now 
located with W. T. Kinney, lapidary, in 
the quarters of the New England Gem 
Cutting Co., 403 Jewelers Building. Eugene 
“Gene” Wirth, engraver, formerly located 
with the late Alexander Sawyer, 710 Jewel- 
ers Building, also is with Messrs. Kinney 
and Block in Room 403. 

q Mr. and Mrs. Kusti Lahde, of the Lahde 
Jewelry store, Worcester, Mass., closed 
their store for the summer months and 
went on an extended tour among friends 
and relatives in the Scandinavian countries. 
q Young sons of those in the jewelry trade 
have gone into Little League baseball in 
great style in Massachusetts, the 12-year-old 
twin sons of Edward Reagan, of Reagan’s, 
Inc., 126-A Tremont St., playing with the 
Belmont Tigers, Robert as catcher, and 
Garret as a southpaw pitcher. At the same 
time, Robert “Bob” Parker, of D. C. Per- 
cival & Co., reported his 11-year-old son 
Bruce as short-stop, and 8-year-old Keith 
as left-field with the Reading, Mass., Little 
Leaguers. 

q Mallove’s, Inc., New London, Conn., have 
remodeled the front of their store, and 
installed new and attractive show windows. 
q Miss Lettie Schulman has joined the 
bookkeeping staff of Nathaniel I. Goodman, 
Inc., 1006-7 Jewelers Building. Miss Doris 
Perry, the same department, vacationed in 
Maine during July. 

q Warren M. Furbush, of Lynn, Mass., 
who 53 years ago originated the so-called 
“Pony Express.” making twice-daily jewelry 
pickups and deliveries between Lynn and 
Boston, retired from service recently. His 
son-in-law operates Jolley Jewelers, Inc., 
North Adams, Mass. 


q Alterations have now been completed in 
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the new enlarged quarters of the firm of 
Louis F. Guiness, Inc., Rooms 710-711 
Jewelers Building. A door cut through 
the dividing partition has provided a pri- 
yate office for Mr. Guiness, Senior. 

4 Mrs. Dorothy Doyle, for some time book- 
keeper with Lawrence Pearlstein, Jewelers 
Building, has left that firm to reside in 
Scituate, Mass. 

q Miss Katherine A. Murphy, of the K. A. 
Murphy Co., 506-7 Jewelers Building, who 
recently lost her secretary, has just ac- 
quired a new one, Miss Lydia Sampson, 
who for more than 30 years was bookkeeper 
next door for the M. S. Page Co. 

q In a special display of hoop earrings, the 
Smith-Patterson store recently had an un- 
usual window display, in which a circus 
clown was featured juggling hoops. For 
a background, a circus tent was simulated, 
with the guy ropes strung throughout with 
all types of hoop earrings. Labeled, “A 
Carnival of Hoops,” the window attracted 
wide attention. 

4 William J. Murray, Jr., associated with 
his father in Room 901, Jewelers Bldg., 
and now a senior vice-commander of the 
William G. Walsh Post, American Legion, 
Dorchester, Mass., officiated at the State 
Legion Convention in Lowell, Mass., 
July 9-11. 

4 Traditional salmon and peas for the 4th 
of July dinner was made possible at the 
home of Harry Dogem, 902 Jewelers Build- 
ing. who caught several big salmon in 
Moosehead Lake late in June. He, and 
Richard Marshall, of the same room, and 
Israel White, 1005 Jewelers Building, ex- 
changed fish stories, the latter getting a 
number of white bass during a fishing 
trip to Lake Massapoag, Sharon, Mass. 

q Samuel Fisher, of Sidney Fisher & 
Brother, 906 Jewelers Building, marked 
his 12th wedding anniversary July 6, and 
went on a vacation trip with Mrs. Fisher 
to Bethlehem, N. H., their first vacation 
in 12 years. 

q Mrs. Rose Marshall, bookkeeper for 
Travis, Farber Co., Inc., 909 Jewelers 
Building, with her husband, spent the 
month of July at their summer home at 
Sandy Point Beach, Alton Bay, N. H. This 
year, the Marshalls have a new 18-foot 
sailing sloop, and used it on Lake Winne- 
pesaukee. Oresto Dell’Orfano, of the same 
firm, is established for the summer at 
Sunset Point, Nantasket Beach. 

4 George Mullin, of the firm of Mahar & 
Engstrom, 404-11 Jewelers Building, who 
was operated on recently at Somerville 
Hospital, is convalescing at his home. 

q A full-page feature story in the magazine 
section of the Boston Post, July 5, told 
about Henry P. Zeininger, of the Washing- 
ton Bldg., and his Diamondscope with 
which he “fingerprints” diamonds. The 
story was accompanied with pictures of 
Mr. Zeininger at work. 

q Joseph Ettinger, salesman, and formerly 
with B. Yaffe & Sons, 716 Washington 
Bldg., moved to the west coast last month 
to reside with his daughter. Ralph Tal- 
berth and Herman Fradkoff, of the same 
firm, both vacationed at Cape Cod. 

q James Russell of E. H. Saxton Co., Inc., 
601-605 Washington Bldg., has been con- 
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valesing from an operation at New England 
Baptist Hospital. 

q M. Sheingold, watchmaker, 704 Wash- 
ington Building, recently underwent an- 
other operation at the Massachusetts Gen- 
eral Hospital. 

q Edward Marcus is a new employee with 
Hub Material Co., 408-11 Washington 
Building. 

q Jack Cohen, Jack Margolis and Harold 
M. Shapiro of the Jack Michael Co., 27 
Brinsley St., Boston, have been appointed 
exclusive sales representatives in New En- 
gland and New York State for the Lady 
Fair dresserware line. 

q The Thomas Long Co. recently announ- 
ced the election by the board of directors 
of five new vice-presidents. They are: Frank 
Ames of Avon: Richard Chesley of Read- 
ing; Seymour Hambro of Newton; Carmon 
Pastore of Winthrop: and Howard Pres- 
ton of Medford. At the same time, Samuel 
Levy of Newton was made senior vice-presi- 
dent. George Moses of Boston was re-elected 
chairman of the board. He has been with 
the company since 1883. F. Forest Davidson 
of Wellesley Hills was re-elected president, 
and Allen Davidson was re-elected treas- 
urer. 

q Mrs. Louis Lemay, of Lemay Brothers 
store, Manchester, N. H., fractured her 
arm in trying to avoid being hit by a car 
at York Beach, Maine, on July 5. The 
Lemay’s daughter, “Ginger,” won two first 
prizes in a doll carriage parade at York 
Beach on July 4. 

q Frank Noury, son of Majoric A. Noury, 
jeweler of Manchester, N. H., has left his 
father’s store to work for a finance com- 
pany. 

4 C. Moreau, jeweler of Holyoke, Mass., 
has moved from 88 Cabot St. to a new 
location on Maple St. 

q Knight Jewelry Co., 611 Province Build- 
ing, moved on August 1 to new and larger 
quarters, Rooms 707-712 Province Building. 
and took on a new line of heavy appliances 
and photographic equipment. 

4 Bert McGrath is a new salesman for 
A. Datz & Co., 513 Province Building. 





Joins 
Farrinaton 
Mfg. Co. 


J. CARLTON 
BAGNALL 





J. Carlton Bagnall, former president of 
Swank, Inc., has been appointed vice presi- 
dent in charge of sales of the Farrington 
Mfg. Co., Boston, Mass. He joined the 
firm July 20. 

Laurence S. Bitner, who resigned the 
Farrington sales post early last spring, will 
continue with the company as vice presi- 
dent and member of the management 


board. 








Outstanding Clilhens 
Seely VALUE 





illustrated +300 Display Unit 
$13.50 Keystone 


Gold plated lockets and bracelets 
with genuine Mother-of-Pearl, Cloi- 
sonne, three tone and imitation stone 
motive. 


Complete line of children’s jewelry, 
lockets, bracelets, expansion brace- 
lets, religious jewelry and novelties. 


@ Sold thru the wholesaler @ 


JAMES H. HALL CO. 


661 Westminster St. @ Providence, R. I. 














Years of Jradition and 
Craftsmanship are featured tn 
—Colontal Candles 






y “~ 





Colonial 


Hoa d'¥t 


Candles 

















SOLID HANDIPT 
RENAISSANCE 
BAYBERRY 


CAPE COD NOVELTIES HOLIDAY NOVELTIES 
SCENT-O-PINE 


SEND FOR NEW CATALOG 


(Colonial (andle(o.ofCape(od 


HYANNIS, MASSACHUSETTS 


281 





Spee-Sands now offer 
for the first time 













These wonderful new 


grips outwear rubber— 













a 
~ can’t scratch... muss hair. 
ses Insure repeat sales. Order 
¥ lete jewelry line of 
‘ai complete jeweiry line o 
* \ SPEC-BANDS, the fast- 
Se moving ... low-price 
fe: 
Ag accessory. 
- 
6: 





[ roe ae oe, ee 


SPEC-BAND 





Rhinestone, 

Cord, Leather, 

Plastic Bead, 

Spec-Chain, styieo 8 6, AR snd ea 
Simulated Pearl onl / 


7 N. Brentwood Bivd., St. Louls, Mo. 


as 











ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 
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114 BARONNE STREET, NEW ORLEANS 12, LA. 
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q Gordon’s Jewelers, Inc., 580 Pearl St., 
Beaumont, Texas, have opened an optical 
department under the management of Dr. 
J. I. Reynolds. 

q Nadja Buckley, noted designer and jew- 
elry manufacturer, has opened her first 
retail shop in the lobby of the Hotel Adol- 
phus, Dallas, Texas. The daughter of a 
Russian nobleman, she was born in Rome 
while her father was ambassador to Italy. 
Her jewelry has been featured in leading 
stores all over the country. 

q Harry Shain, owner of Shain Jewelry 
Co., 218 Mills St., El Paso, Texas, has an- 
nounced plans for a second El Paso store, 
to be known as Shain’s of Loretto. The 
new store is to be located in the Loretto 
Addition Community center and will oc- 
cupy a one-story brick and plate glass 
building at 1904 Montana St. 

q A novel idea for replacing lost earrings 
has been developed by Hazel Bates, owner 
of the Gift Box, 1424 North Main Ave., 
San Antonio, Texas. It consists of a board 
on which the remaining earring is hung. 
Anyone coming in with a matching earring 
will receive 50 cents—or can have the odd 
earring for 50 cents, as they please. 





Baltimore-Washington News 
q Nelson Coleman, Jr., of the Carl J. Doe- 


derlein Co., Baltimore, announces renewal 
of the firm’s television show beginning 
September 15. This will make the fourth 
year the company has used this medium for 
advertising their products. 

q Mr. and Mrs. Leon J. Engel of Balti- 
more recently returned from a three-month 
tour of Europe. Visits were made at points 
of interest in England, Spain, Italy, Swit- 
zerland and also at the Riviera and Paris. 
Mr. Engel, formerly of J. Engel & Co., 
now operates watch and clock departments 
in three retail outlets of the Stieff Co., 
Baltimore. 

q¢ Lou Goodstein has returned as salesman 
for Max Kohner, Inc., Baltimore whole- 
salers. Mr. Goodstein will resume coverage 
of the territory he serviced for the past 15 
years. 

q The American Jewelery Co., wholesale 
jewelers at 1-3 N. Liberty St., Baltimore, 
recently installed air-conditioning through- 
out their entire establishment. 

q Bernard N. Burnstine of Burnstine’s, Inc., 
919 F St., N.W., Washington, D. C., has 
been named president of the newly formed 
D. C. Business Practices Council. Henry 
H. Brylawski of Charles Schwartz & Son 
was named executive secretary and Arthur 
J. Sundlun of A. Kahn, Inc., was elected 
to the board of directors. The D. C. Business 
Practices Council was formed by a group 
of Washington businessmen, representing 
many lines of industry, to promote and 
advance the interests of the mercantile 
industry in the District of Columbia. It aims 
to develop and maintain through educa- 
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tional programs and otherwise the prin. 
ciples of fair dealings and to work toward 
the elimination of unethical practices jp 
the mercantile industries. Of foremost ip. 
terest is the immediate project of a uni- 
fied attempt to correct the evils of bait 
advertising, price juggling, and selective 
discount operations which are prevalent 
in the Washington area. Various trade 
associations have .endorsed the Council in 
its efforts. 

q The Greater Washington (D.C.) Retail 
Jewelers Association announced plans are 
being formulated for its sixth annual 
banquet. The date has been set for Wednes. 
day evening, October 14. at the Shoreham 
Hotel. Harry Brott of Kahn-Oppenheimer, 
Inc., has been selected as banquet chairman. 
q Sol Lynn of Lynn Jewelers, 506 F St., 
N.W., Washington, D. C., has recuperated 
from an acute attack of appendicitis which 
required an operation at George Washington 
Hospital. 





Slagle Retires as Railroad 
Watch Inspector in Houston 


R. J. Slagle, chairman of the board of 
the Houston Watch Co., 911 Franklin Ave., 
Houston, Texas, has retired after 36 years 
as inspector of watches on all rail lines 
entering Houston. 

Mr. Slagle has a collection of timepieces 
dating back to 1682, and replicas of time- 
telling devices back to the days of Alex- 
andrian Egypt. He has been lecturing for 
many years on time-telling devices, using 
the pieces from his collection as illustra- 
tions. 

Mr. Slagle is a past president of the 
Texas Retail Jewelers Association and 
served six years as regional vice president 
of the American National Retail Jewelers 
Association. 





New Postal Rate Increases 
Asked for by Post Office 


Retailing, which already is scheduled to 
pay higher parcel post rates as a result of 
the Post Office Department drive to put 
itself on a self-sustaining basis, may soon 
be compelled to pay higher rates on other 
classes of mail. 

Congress has been asked to approve an 
increase on non-local first-class mail, as 
well as in second- and third-class rates. 
Under the new proposal, each out-of-town 
letter would cost 4 cents instead of 3 cents, 
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and airmail letters would cost 7 cents apiece 
instead of 6 cents. . 

Direct-mail advertising, such as circulars, 
dodgers, and other matter mailed in bulk 
under the third-class rate, would cost an 
extra cent per item. 

Likewise, newspapers and other publica- 
tions moving under second-class rates would 
be tapped for a 42 per cent increase (25 
per cent in October and another 17 per 
cent the following July) instead of the 
10 per cent scheduled for next April, thus 
virtually forcing increases in advertising 
rates in many instances. 

High cost of moving mail by rail has 
prompted the Post Office Department to 
experiment with all-air transportation he- 
tween selected points. During the next 
60 days, all New York-Chicago mail is 
scheduled to move exclusively by air. 

Postal economists believe the results of 
these tests may show that it would be 
cheaper for the government to move all its 
first-class mail by air. Trucks and railroads 
will continue to get more business. the 
Post Office reasons, because the volume of 
mail is increasing all the time. 
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Baker Donates Palladium 
Trophy for Speed-Boat Classic 


The $7500 Baker Palladium Trophy, 
costliest trophy in speed-boat competition, 
made its official debut June 3 at a Junch- 
eon ceremony in Toots Shor’s, New York. 
Made of palladium, the trophy was donated 
by Charles Engelhard of Newark, N. J., 
president of the companies in the Engel- 
hard industries group, as the perpetual 
symbol of the International Grand Prix, 
a new speed-boat classic first run in 
December, 1952, at Miami’s Orange Bowl 
Regatta. 





The Baker Palladium Trophy (above) 
was presented to Frank Foulke of Essex, 
Md., first winner of the competition. It 
has an 18-inch high palladium column, 
upon which rests a hand-engraved globe 
of the world. Surmounting the globe is 


a replica of the American 266-class hydro- 
plane, 
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New Wholesale Jewelry Firm 
Opens in Charlotte, N. C. 


A festive open house celebration on 
Sunday, June 7, marked the formal open- 
ing of the new wholesale jewelry firm of 
Saunders & Co., Inc., at 224 East Trade 
St., Charlotte, N. C. The new firm will 
serve retailers throughout the southeastern 
states, 





A large array of leading manufacturers’ 

lines is attractively displayed in the show- 

room of Saunders & Co., Inc., new whole- 
sale jewelry firm in Charlotte, N. C. 


President of the new company is Frank 
Saunders of Washington, D. C., who for 
12 years covered the southern territory for 
a leading wholesale jewelry firm. The 
secretary-treasurer of the firm is Gerard 
Kaufman who was, for 17 years, buyer for 
one of the largest jewelry chain stores in 
the country. 
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Congressional OK Held Likely 
On Bill to Simplify Customs 


Legislation designed to simplify U. S. 
customs laws, as well as to protect the 
retailer, was given a good chance of 
congressional passage in mid-July by Sen. 
William F. Knowland, acting majority 
leader of the Senate. 

As approved by the House and sent to 
the Senate, the customs-simplifying _ bill 
consisted primarily of non-controversial pro- 
visions, Unlike the earlier Jenkins bill, 
it did not authorize the duty-free entry of 
foreign-made goods with a wholesale value 
of up to $3. 

Rep. Daniel A. Reed (New York Re- 
publican) whose House Ways and Means 
Committee drafted the measure (H. R. 
5877), said recently it would “expedite 
and increase the flow of goods in inter- 
national trade” by eliminating some out- 
moded requirements in existing customs 
laws. 

An amendment which failed to become 
part of the final bill passed by the House 
would have cut out the mandatory require- 
ment that a countervailing duty be estab- 
lished to offset any advantage gained by 
foreign countries which subsidize exports. 
This proposal would have required evi- 
dence of injury to domestic producers be- 
fore the countervailing duty could be im- 
posed. 

House approval was given to an amend- 
ment calling for reduced duties on metal 
articles which are exported to foreign 
countres for processing or repair and then 
returned to the U. S. for further processing. 








‘i  pIAMOND 









MOUNTINGS 


Created By 





No. 1242 is a modern design of utter 
simplicity and exceptional sales appeal. 
Made to accommodate diamonds in sizes 
from / carat to 3 carats and available 
in 10K or 14K white or yellow gold. 


No. 1222 is a beautiful new design 
with a fine diamond cluster top, that 
creates a massive and brilliant setting 
at minimum cost, It’s effective display 
will create a quick turnover. 


Ask to see these additions to the 1953 
“GRAN” line of exclusive design men’s rings. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 




















207 W. SARATOGA ST., BALTIMORE 1, MD. 


Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


Jewelers at the bench since 1905 
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KNOW YOUR VIBRATOR 
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* Quality + Speed = 


Dependability + Vibrating 
¢ Staffing * Jeweling 


HAIRSPRING VIBRATING CO. Soc 3908 ss Union city, Ns 


























SECURITY Main- 
spring supply 
low? Then order 
your SECURITY 
Refilis NOW! Re- 
member, SECUR- 
ITY. 

Also ask about 
our many main- 
spring systems. 


ORDER FROM YOUR JOBBER TODAY! 


THE NEWALL MFG. CO. 
CHICAGO, ILL. 
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@" SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Illinois 


This is Our Only Location 

















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, 























The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE ~- CHICAGO 3, ILL 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Graf 























q Wedding bells rang out in Milwaukee 
on July 5 for Miss Joy Metz of that city 
and Sid Doppelt, Chicago wholesaler at 
22 W. Madison St. The couple spent a two- 
week honeymoon in New Hampshire and 
then returned to Chicago. 

q Mr. and Mrs. Rudy Samuels of Stein & 
Ellbogen Co., spent the first week in July 
at a Square Dance Camp in Wisconsin. 
Although similar camps have been held in 
California, Colorado, and other sections of 
the west and east, this was the first time 
there has been a good one in the middle 
west. It was held at a hotel on Elkhart 
Lake for one week, during which about 
190 persons attended. Rudy reported that 
it was wonderful fun. 

q The Joseph Hagn Co., general merchan- 
dise wholesalers, entertained 50 employes 
with five years or more service at a dinner 
at the Medinah Country Club here on 
June 20. Feature of the evening was the 
distribution by Joseph Hagn of special 
bonus checks based on years of service. 
At this same time, Mr. Hagn announced 
the purchase of a six-story building at 325 
West Madison St., which the company will 
occupy some time after January 1, 1954. 
The building, which contains 100,000 square 
feet of floor space, will enable the company 
to expand their present services greatly. 
q Members of the Chicago Guild of the 


American Gem Society, and their guests, 














attended a lecture on June 23 given by 
Mrs. Gladys Babson Hannaford, noted dig. 
mond lecturer, at the Jewelry Training 
Service. 

q Mr. and Mrs, Frank Adams spent their 
July vacation in Colorado with Mr, and 
Mrs. Tume Safford, Des Moines, Iowa 
wholesaler. Mrs. Adams is the very pop. 
ular “Chris” of Lewry-Goodman Co., many. 
facturers representatives in the Heyworth 
Building. 

4 Ben Sacks, secretary of the Jeweler’ 
Association of Greater Chicago, was op 
vacation early in July. 

q James Cahn, of Stein & Ellbogen’s 
Jewelry Department, just returned from a 
vacation trip to New England. Walter 
Stuart, southern salesman, returned jp 
July from an automobile trip west as far 
as California. Harry Davis, appliance, 
silver and clock buyer, and his family, 
took a trip to the Mammoth Cave in July, 
q Joe Goldstone, president of Imperial 
Pearl Syndicate, was recently elected presi- 
dent of the Importers Association, Inc., of 
Chicago. New officers and directors were 
chosen by the organization at a meeting 
held June 25. 

q Paul Gundel, well-known Chicago jeweler, 
recently purchased the thirty-year-old J. W. 
Fitzpatrick jewelry store at 190 North State 
St. Mr. Gundel has been connected with 
the Fitzpatrick firm for 29 years. 





"Rock Hound’ Jewelry Shown 
At Exhibit in Chicago 


The Chicago Natural History museum’s 
third annual exhibit of cut gems and 





Carmelita Gibbs wears malachite and 
silver jewelry which won first prize in an 
exhibit of “rock hound" jewelry sponsored 
by the Chicago Lapidarists Club, at the 
Natural History Museum in that city. The 
set of ring, earrings, necklace and bracelet 
was made by Helen and Goff Cook, am- 
ateur lapidarists, from malachite shaped 


and polished by hand. 








jewelry fabricated by amateur lapidarists 
took place during the entire month of June. 
Entries totaled 226, aggregating 500 items. 

The display, sponsored by the Chicago 
Lapidarists’ club, results from its annual 
amateur handcrafted gem and jewelry com- 
petition. The members, who call themselves 
rock hounds. go far afield to collect raw 
material and spend hours cutting and 
polishing their finds. 

Shown for the first time were items in 
two new fields—the cutting of faceted gems 
and the enameling of precious metals 
Hitherto the rock hounds confined them 
selves to cabachon cutting and _ slab 
polishing. 


Agnini and Singer 
Dissolve Partnership 


Agnini and Singer, Chicago costume 
jewelry manufacturers, announced recently 
the dissolution of their partnership due to 
the withdrawal and retirement of Oreste 
J. Agnini, Sr. The partnership was formed 
32 vears ago and has grown from an oper 
ation of the two principals to a firm which 
regularly employs 75 people. 

Ralph Singer will continue as sole 
owner and will operate the firm under the 
trade name of Ralph Singer Co. He stated 
that the same skilled craftsmen and work- 
ers, some of whom have been with the 
company for 30 years, will be retained. 

Raymond J. Pausback will continue 4 
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Golden Roosters Admit Eleven New Members 
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Decked out in these garish costumes are eight new members of the Golden Roosters who 
are shown here while undergoing their rigorous initiation. Shown in the front row, left to 
right, are: Richard Kaplan (Poole Silver Co.); Robert Crosswhite (Pakula & Co.); Hy Spreck- 
man (Hy Spreckman & Co.), and James Heller (Manne & Son). In the back row, left to 
right, are: Jack Vidt (Baker & Co.); James H. Swartchild (Swartchild & Co.}; Don Goldsmith 
(Goldsmith Bros. Smelting & Refining Co.), and Irving L. Wein (Clinton Watch Co.). 


The Golden Roosters’ annual outing and 
initiation of new members was held at 
Sporismen’s Golf Club on June 23. The 
following candidates went through the 
rigorous initiation conducted’ by the 
“Wrecking Crew” and were admitted to 
resident membership: Robert Crosswhite, 
Pakula & Co.; Donald Goldsmith, Gold- 
smith Bros. Smelting & Refining Co.: 
James Heller, Manne & Son; Richard 
Kaplan, Poole Silver Co.; Hy Spreckman, 
Hy Spreckman & Co.; James H. Swartchild, 
Swartchild & Co.; Jack K. Vidt, Baker & 
Co.; and Irving L. Wein. 

Although not able to attend the formal 
initiation, Robert Kelley, Plainville Stock 
Co., Plainville, Mass., and Ben Tessler, 
Tessler & Weiss, Newark, N. J., became 
non-resident members. 

Due to an unfortunate accident which 
resulted in a fractured knee the week 
before the outing, W. E. Pierpont, Jr., of 


a 
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the Hamilton Watch Co., whose candidacy 
for resident membership was approved, was 
unable to attend and go through the in- 
itiation. 

The “Wrecking Crew” which conducted 
the initiation was led by A. C. “Doc” 
Wilson, Handy and Harman. Members of 
the team included: Arthur Broenen, Leland 
Fay, Robert Finkler, Irwin Fosse, Vincent 
Healy, Fred J. Hertel, Edward L. Imhoff, 
Alan Jacobs, Albert Kotler, Stanley Kramer. 
Wm. H. McGreevy, Robert Parks, Sid 
Phillips, Bertram Sager, Richard Shower- 
man, and Ray Zelke. 

Members enjoyed luncheon and dinner 
and there were prizes for everyone. The 
entertainment committee, ably guided by 
Herman Kramer and Rudolph Samuels, 
included: Al Greene, Jerry Hochberg, Alvin 
Lauschke, Robert Scheffres, and Richard 
Showerman. 





office manager and, in addition, will as- 
sume the duties of general manager. 
Oreste J. Agnini, Jr., son of the retiring 
partner, will retain the position of pro- 
duction manager. 

The new management announced that 
it contemplates no change in the sales 
force or other operations. 


Two Fifty-Year Employees . 
Honored at Webster Company 


Benjamin R. Armstrong and Thomas 
Perry, employees who recently completed 
fifty years of service with the Webster Co., 
silversmiths of North Attleboro, Mass., were 
honored at a dinner held the evening of 
June 25 at Holiday Inn in South Attleboro. 

Both men were presented with fifty-year 
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service pins at the third annual dinner of 
the Webster Company Venerables, an or- 
ganization composed of employees who 
have served the firm 25 years or more. 

In addition to the awarding of the fifty- 
year pins, forty-year pins were presented 
to Harold Anderson, Henry Boerger, Ches- 
ter Caswell, Ethel Rhodes and William 
Swedberg. 


L. A. Bowling League to Meet 


The Allied Jewelers Bowling League of 
Los Angeles will hold its first meeting 
of the new season Thursday, August 13, 
in.the Arthur E. Kosches office, Room 603, 
220 West 5th St. All team captains of 
previous years and others interested in 
bowling are urged to attend. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 




















Wristwatch & Carmen | 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 


M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 














CENTRAL WATCH (CO. 


ESTABLISHED I9t! 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 


AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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Uur work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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a q Advance reservations for display booths the Foegler Watch & Clock Repair Seryicg 
— a and for hotel rooms indicates tnat the and Kicnard L. Herschede of the Herschede 
annual convention of the Uhio Retail Jewel- Hau Ciock Co., and tamily in Michigan 
CHIRA BR o 2. ers Association in Hotel Netherland Piaza q fhe Town Criers, this city’s unique ms 
PLATINUMSMITHS—DIAMOND IMPORTERS here on Septempber v-8 will be an uausualy ganizatiou of salesmen for local manufac. 
Manufacturers of exclusive Jewelry successful affair. .wanutacturers and whole- \urers and wuoiesalers, which has been 
LOOSE AND MOUNTED GOODS salers from New York, Chicago and other inacuve during the last year, has beep 
MEMORANDUMS GLADLY SUBMITTED cities, as well as a large local contingent, re-activated with the tollowing temporary 
530 WALNUT ST. CINCINNATI, O. will occupy booths surrounding the meet- officers: Chairman, Maury Solomon, ). 
ing rooms. An expected attendance of Jacob Sons Co.; Secretary, J. Paul Knignt, 
several thousand retailers and their families J. P. Knight Co., and Treasurer, Rober 
from Ohio and neighboring states is antici- tiengehoid, Rosfeider Brothers & (,, 
Di AMONDS pated, and the elaborate entertainment Permanent officers will be elected at , 
program will include activities for wives meeting later this summer. 
— and children, arranged in accordance with q Selling and promotional activities of the 
LOOSE responses to a questionnaire sent them by Gruen Watch Co. for the upcoming holiday 
a local committee headed by Mrs. Jane season were discussed at an annual sales 
AND Kampf, retailer. There also will be a cock- meeting during the week of July 5, with Ff 
ov OUN TED tail hour, preceeding the banquet on Sep- approximately 100 salesmen and sales ex. ff 
tember 7, when the retailers will be guests ecutives in attendance. Sessions during ff 
—_—_—— of the Cincinnati Wholesale & Manufac- the first three days were held in Hotel | 
turing Jewelers Association. Netherland Plaza,’ and on the remaining | 
THE GERWE BROWN CO. <¢ Numerous local wholesalers and manu- days, workshop meetings were held . i 
CINCINNATI e DALLAS facturers took advantage of the long July the plant. 
Fourth holiday to close their plants so that q On business trips recently were Charles 
. executives and other employes could enjoy E. Haberman, wholesaler, -104 W. Fourth 
vacations at the same time. In all of the St., to northern Ohio points; Ray C. Eibel 
offices, one or more employes remained on and R. J. Frommeyer of Klein Brothers 
duty to handle mail and telephone orders. Co., wholesalers, 626 Vine St., on a buying 
Among the manufacturing plants closed trip to New York City and Providence, | 
were B. David Co., Faigle Brothers, Kauf- R. I., and John Schira, Jr., of Schira 
Euciusive Eranchice Plan avetlable te one man-Kassel Co., Litwin & Sons, Ine., Brothers, manufacturers, 530 Walnut St, 
ethical retailer in a community. It offers | Schumer Brothers Co., and _ Rosfelder to the southern Kentucky territory. 

+ seers et. ae | srothers & Co.; while firms which staggered q Ransom Chamberlain, local representa- 
Satine: Mmaees tiate. Oudbe oe | vacations during July included A. R. Jester, tive for Elgin National Watch Co., attended 
mercials, Window Cards, and dozens of | the Victor Corp.. Albert & Seifert Co., a four-day company merchandising con- 
other Sales Helps FREE! Write Today | Flanagan Kovac Co., and J. P. Knight Co. ference in early July at Highland Park, Ill. 
tor Details and Available Territories. q Other recent vacationers included Cher- q Charles E. Haberman, wholesaler at 104 

T cone rington L. Fisher, vice president, Harry W. Fourth St., has been elected to member- 
A.G. SC bd WA INC Greenwold Co., wholesalers. to Michigan; ship in the Rotary Club under the classi- 
weiter eee ee Russell Sweeney. diamond department, fication of costume jeweler, wholesale. 
Litwin & Sons, Inc.. and family in Florida; q George Warren, a Registered Jeweler FF 
Bert Milner, tool department  superin- and diamond buyer for Geo. H. Newstedt 
Exclusive Distributor of tendent. Litwin & Sons. Inc.. on a fishing & Co., retailers, and his wife, were honored 
“MISS VANITY” JEWELRY trip in Michigan: George Wiebell. retailer, guests at a surprise cocktail party given 
and family in Florida: Charles Wiebell. by their children on their recent 25th 
Our service iS beyond retailer, and family to Niagara Falls and wedding anniversary. é 
compare New York City: Frank Foegler. owner of 4 C. R. Gerhardt of Mecklenborg & Ger © 
_ pone sala a 811 Race _ who 
We Also Distribute i was ill with pneumonia, is convalescing 
Known Lines of Jewelry and Clocks. WINNIN G CONTESTANT satisfactorily in his home. 
THE D. JACOBS SONS CO. cae meee 2 a 4 Salesmen in the Dallas and local offices 
WHOLESALE JEWELERS SINCE 1873 Pr 4 6 ae ~ of the Gerwe Brown Co., wholesalers, at- 
811-813 RACE STREET, CINCINNATI 2, OHIO ; 5 tended a semi-annual sales meeting here 
- during the week of July 5. 
You Can Buy With Confidence From q Victor Hagen, a local retail jewelry sales- 
man for many years, is now associated with 
The Wallenstein-Mayer Co. the retail store of Carroll Seghers in Coral 
Division of Harry Greenwold Co. ms les, — . £ equipment, lll 
—— ° everal new pieces of e : 

31 E. Fourth St., Cincinnati 2, O. oo a. of which were ‘uate to company 
Distributors of Nationally-Known — Z | specifications, were installed recently @ — 
DIAMONDS WATCHES : er we ul | the tool department of Litwin & Sons, Inc. 
JEWELRY SILVERWARE Louis Lange, left, treasurer of A. G. Schwab q Robert H. Herschede, wes sident 
CLOCKS APPLIANCES & Sons, Inc., presents a diamond ring to charge of sales and advertising for am 

| Mrs. R. J. Jochum of the Luray Corp., Herschede Hall Clock Co., was traveling 

50 years of SERVICE PLUS | —— Ky., ee — a during July through the eastern territory 
| nniv : : 

Write for our new | by the Cincinnati wholesale firm. Looking | With C. E. Dickson, a new company ” 
1953 Catalogue | on are Mr. Jochum, second from right,, and representative. 

| Charles Jauch, Schwab sales representative. q¢ Local wholesalers were glad to learn that 
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Charles Davis, retailer in Richmond, Ind., 
is recuperating satisfactorily from an 
operation. . 

4 Mrs. George Kleier, wife of a retailer 
in suburban Cheviot, O., visited their son 
and his family in Chico, Calif., during July. 
q Jack Stephany, formerly a southern sales- 
man for D. Jacobs Sons Co., is again with 
the firm as an office employe. 

4 Carl Benkeser, a salesman for the Gerwe 
Brown Co., is convalescing in his home 
following a recent operation. 

q David O. Shaw, who has been a sales- 
man with Geo. H. Newstedt & Co., retailers, 
since 1905, has retired. 

q Maury Solomon, salesman for D. Jacobs 
Sons Co., and his wife, attended the summer 
meeting of the Indiana Jewelers Associa- 
tion on July 12-13 at French Lick. 

q Employes of the Gerwe Brown Co., 
wholesalers, 817 Main St., and their fami- 
lies. enjoyed an annual picnic on July 5 
at the nearby PAT Club. The program was 
featured by a softball game, in which the 
Gerwe’s defeated the Brown’s 10 to 6. 
During the evening, a swimming party was 
enjoyed in the pool on the estate of 
Maury Gerwe. 





Cincinnati Jewelers Enjoy 
A Day of Fun in the Sun 


The annual picnic of the Cincinnati 
Wholesale and Manufacturing Jewelers As- 
sociation on June 16 at the Ryland Coun- 
try Club in nearby Kentucky attracted 148 
members and guests, who enjoyed a day of 
golf, softball and other sports, along with 
a delicious steak dinner in the early after- 
noon and a buffet supper in the early 
evening. 





In the exciting softball game, the whole- 
salers team, captained by Louis Flanagan 
of the Flanagan-Kovac Co., won 3 to 2 
over the retailers team, of which Jerome 
Bihl of Bihl Brothers was the captain. 
The winning run was a homer hit by Peter 
Andres of D. Jacobs Sons Co. 

The golf tournament attracted 63 players, 
a record number. In Class A, George 
Beduze of S. Silverman Co., Inc., and 
Charles Jauch of A. G. Schwab & Sons, 
Inc., were tied with low gross scores of 
70; while Al Distler, retailer, and William 
Bertke of the Gerwe Brown Co. were tied 
with low net scores of 65. 

In Class B, Ray Lear of the Harry Green- 
wold Co. had a low score of 61, and Albert 
Schneider, retailer, and Ira Bihl of Bihl 
Brothers were tied for second low with 66. 

For the first time this year, numbered 
badges were given those attending, and 
late in the afternoon 12 attractive atten- 
dance prizes were awarded. 

The arrangements committee was com- 
posed of Clarence Loeb, chairman; Richard 
Heileman, Wally Miller and George Gruen, 
Jr. Also assisting with the arrangements 
was Charles Grift, a retired wholesaler, 
whose membership in the country club 
makes it possible for the annual picnic 
to be held there. 





Riverside Store at New Site 


Loman W. Green and Vern Christensen, 
owners of Thompson’s Jewelers at 4041 
Main St., Riverside, Calif., have moved 
to new quarters at 3913 Main St., in the 
same city. The new, completely modern 
store will be known as Green and Christen- 
sen, Jewelers. 





JACOBS OPENS NEW QUARTERS WITH GALA PARTY 





Several hundred persons inspected the 
new quarters of D. Jacobs Sons Co. at 325 
East Central Parkway, Cincinnati, during 
an open house celebration on July 1. A 
section of the modernistic and attractive 
showroom is shown above. 

The new air conditioned offices and dis- 
play rooms occupy more than twice the 
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floor space at 811 Race St., where the firm 
was located for more than 40 years. 


The business was founded in 1871 by 
David Jacobs. His son, Edwin B. Jacobs, 
is now president and treasurer; another 
son, Julius D. Jacobs, Jr., is vice president, 
and Arthur Hirshfield is secretary. 
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RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 
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CASH ADVANCED BEFORE 
SALE FOR YOUR 
CONVENIENCE IF NEEDED 





Recent sales conducted 
for: 
Sherwood Jewelers 
Portsmouth, Va. 


Levinson's Jewelers 
Youngstown, Ohio 


Coalburn Jewelry Store 
Elkhart, Ind. 


Allen Jewelers 
Kingsport, Tenn. 


OVINGTON'S 
(Davis, Collamore) 
5th Avenue 

New York City 


No Sale Too Small 
No Sale Too Large 





| Entire Jewelry Stores 
Bought for CASH 





We have conducted sales for lead- 
ing Jewelers of America. Bank and 
Trade References supplied. 


Correspondence strictly confidential. 
Our successful methods of conduct- 
ing sales have proved that when the 
auction is over you will have the 
good will of the people in your en- 
tire community, and your business 
will be permanently increased. 


WE WILL CALL ON YOU 
AT OUR OWN EXPENSE. 
PHONE US—REVERSE CHARGES 


LOUIS COLMES 
ROBERT BRILL 


AUCTIONEERS 


15 West 47th St., New York, N. Y. 


Tel. Ju. 62334 
Alternate Tel. Lynbrook 3-8044 
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KIRK Dial 


Since 1926 


Corporation 


The World’s LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore |, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 














Attach list below to 
YOUR LETTERHEAD! 


On the coupon below are listed a num- 
ber of items and services. 


This list was not compiled overnight 
. .. it was started 35 years ago with the 
original SOUDER SAFETY SYSTEM, a 
bookkeeping system designed for the 
jeweler, by a jeweler. 


We will gladly send samples of any of 
the items which you might be interested 
in. Simply check and attach this list to 
your letterhead. 


[1] JEWELER'S STOCK RECORD 
BOOKS 

[1] BUSINESS & INCOME TAX RECORD 
BOOKS 

1 DAILY SALES RECORD BOOKS 

[ WATCH REGISTER BOOKS 

[] DIAMOND REGISTER BOOKS 

[] WATCH REPAIR BOOKS 

[ CUSTOM MADE WATCH TAGS 

[] JEWELRY REPAIR BOOKS 

[] JEWELRY JOBBING ENVELOPES 

[] JEWELER'S CALENDARS 

[] SILVER & GOLD FOIL EMBOSSED 
STICKERS 

[] BRIDE AND GRADUATION BOOKS 

[] PROMOTION ITEMS FOR 
JEWELERS 


SOUDER'S 


SAFETY SYSTEM 
883 BROADWAY, ALBANY 4, N. Y. 
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q Walter Christian, in charge of the mess- 
enger service for the Los Angeles office of 
E. W. Reynolds Co., is retiring after 20 
years service. Originally from Kenosha, 
Wisc., where he manufactured auto lamps 
for early car makers, Christian came to 
California to retire in 1918. But loafing was 
not his dish, so he came to Reynolds, where 
officials predict that even this second re- 
tirement, at the age of 82, may be the 
start of a third career! 

¢ Joseph Rittigstein, veteran Los Angeles 
jeweler, is retiring from the location which 
he has had for 45 years on the corner of 
fifth and Broadway. But he will leave a 
landmark behind .... the big street clock 
which he installed on this now busy corner 
to replace a watering trough for horses 
which occupied the spot when he moved 
there in 1908. 

q New stores in the news: Miss Helen 
Morton, recently from Venezuela, has 
opened a new jewelry store in La Jolla 
at 7854 Girard Ave. ... Harry K. Adams 
has opened a store in Corona Del Mar 
featuring cut gems, custom jewelry and 
custom gem cutting. Adams had been in 
the gem business prior to serving two 
years in Korea ... Fred W. Stelter has 
recently opened Fred’s Jewelry and Gift 
Shop at 18621 Pioneer St., Artesia. ... 
Howard Lathrom of Long Beach, who 
has been in the jewelry busness for 20 
years, has opened his third jewelry and 
appliance store, this time in San Pedro, 
at 800 South Pacific Ave. Harry Scholar 
manages the San Pedro store. 

q R. H. Wolf, who for the past 14 years 
has owned and operated a retail jewelry 
store in Johnstown. Pa., has moved to 
Arlington, Calif. Mr. Wolf has bought the 
jewelry store of Walter Henningsen, 9446 
Magnolia Ave., Arlington, and is operating 
the store under the name R. H. Wolf, 
Jewelers. 

q Mr. and Mrs. F. A. Johnson, formerly in 
the jewelry business in Mineral Springs. 
Texas, have bought the R. W. Wetzel 
jewelry store at 1704 N. Vermont Ave., 
Los Angeles. The premises have been com- 
pletely remodeled, and the firm has been 
renamed Johnson’s Jewelry Store. 

q M. D. Laub, in the diamond business in 
Los Angeles for the past 30 years, has 
onened a retail jewelry store at 15136 
Ventura Blvd., Sherman Oaks, Calif. 

q Thomas Martin, who formerly operated 
a jewelry store at 857 Seventh Ave., San 
Diego, has bought Dove Jewelers at 733 E. 
Street in the same city.’ He-has changed 
the store name to Martin Jewelers. 

q Mr. and Mrs. J. H. Hilton, who operated 
a retail jewelry store at 1303 E. Compton 
Blvd.. Compton. Calif., are the new owners 
of Roberts Tewelry store, 181 N. Hawthorne 
Blvd.. Hawthorne. Calif. The store has been 
remodeled comonletely, and the name 
changed to J. H. Hilton, Jewelers. 
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q Meyer Keber, 315 W. Fifth Street, Los 
Angeles, has been named southern Calj- 
fornia representative for Morton Pelzner 
Displays of San Francisco. Mr. Keber, who 
has been in the jewelry industry for the 
past 30 years, will cover the territory from 
Fresno south. 

q The Normandie Sales Co. has moved 
from its former location at 419 S. Los 
Angeles St., Los Angeles, to much larger 
quarters at 1035 S. Los Angeles St. The 
new store features a greatly enlarged show- 
room where the firm’s imported clocks, 
appliances and housewares are now on 
display. 

q Through an error in the notes in the 
July issue, the Shiman Mfg. Co. and the 
Craft Co., both of Newark, N. J., were 
incorrectly referred to here as the Shaim 
Mfg. Co. and the Kraft Co. Both firms 
were mentioned in an item concerning the 
Joseph Korsen Co., 36-year-old jewelry 
wholesaling firm at 220 W. Sth St., Los 
Angeles, which has closed out its wholesale 
activities. Korsen is now serving as manu- 
facturers’ representative for the Shiman 
and Craft companies, with sales offices at 
448 S. Hill St., Los Angeles. 





Well-Rounded Program Planned 
For Western Jewelry Show 


A well-planned business and social 
agenda is being readied for jewelers plan- 
ning to attend the fifth Western Jewelry 
and Silverware Show at the Los Angeles 
Biltmore Hotel August 16-19. 

On Sunday morning, August 16, the 
California Retail Jewelers Association will 
have a directors’ meeting, to be followed 
at two o’clock that afternoon with a meet- 
ing for watchmakers conducted by the 
United Horological Association of America. 
President Norman Luth has announced 
that the conclave is open to al] watch- 
makers. 

Monday afternoon a meeting of the Calli- 
fornia RJA will be held to discuss a group 
insurance plan for the organization. 

At four P.M. on Tuesday, the jewelers’ 
group will conduct a meeting for all 
jewelers. Speaker for this meeting has 
not yet been announced. Immediately fol- 
lowing will be a cocktail party for all 
registered buyers, with the exhibitors as 
hosts. 

Wednesday at ten A.M., 
RJA will hold a sales clinic. Plans for 
the event are being formulated by officers. 

Thursday the Southern California Jewel- 
ers Golf Association will stage a stag golf 
tournament and dinner at the Riviera 
Country Club. 

The show is sponsored by the California 
Retail Jewelers Association and managed 
by the Los Angeles Trade Fair, Inc., affiliate 
of the Los Angeles Chamber of Commerce. 


the California 
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August 


9.5—-Buffalo Gift Show, Hote] Statler. 
Buffalo, N. Y. 

9.5—Western China, Glass, Gift & Jew- 
elry Show, Civic Auditorium, Palace, St. 
Francis and Sir Francis Drake Hotels, 
San Francisco, Calif. 

9-12—Registered California Gift and 
Dinnerware Show, Hotel Morrison, Chi- 
cago, Ill. 

9-14—Inland Empire Gift Show, Daven- 
port Hotel, Spokane, Wash. 

3-14—Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, IIl. 

3.14—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, III. 

9.12—Omaha-Midwest Fall Gift Show, 
Paxton Hotel, Omaha, Nebr. 

9-12—China, Glass, Gift & Jewelry Show, 
Public Auditorium, Benson and Plaza Ho- 
tels, Portland, Ore. 

9.12—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

9-12—New Orleans Gift Show, Roose- 
velt Hotel, New Orleans, La. 

9-13 — American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

16-19—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

16-19—Western Jewelry and Silverware 
Show (including china and glass), Bilt- 
more Hotel, Los Angeles, Calif. 

16-19—Heart of America China, Glass 
& Gift Show, Kansas City, Mo. 














xis Booths 


FINE ENGLISH 
TABLEWARE 
Send for illustrated pamphlets 
MIDHURST IMPORTING CORP. 
| 129 FIFTH AVENUE, NEW YORK 3, N. Y. 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 





129 Fifth Avenue. New York 3. N. Y. 
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CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 





225 FIFTH AVENUE NEW YORK 10, N. Y. 
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16-19—Pacific Northwest China, Glass, 
Gift & Jewelry Show, Terminal Sales 
Building, Olympic and New Washington 
Hotels, Civic Auditorium, Seattle, Wash. 
18-20—Mid-South Gift & Jewelry Show, 
Hotel Peabody, Memphis, Tenn. 
23-25—Spokane Gift Show, Davenport 
Hotel, Spokane, Wash. 
23-26—Indianapolis Gift 
Claypool, Indianpolis, Ind. 
23-26—Minneapolis-St. Paul Gift Show, 
Dyckman Hotel, Minneapolis, Minn. 
23-28—Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York. 
23-28—225 Fall Market, 225 Fifth Ave., 
New York. 
24-28—New York Gift Show, 
Statler and New Yorker, New York. 
24-30—International Gift & Fancy Goods 
Show, Hotel Astor, New York. 
29-31—United MHorological Association 
of America, 20th Annual Convention, 
Nicollet Hotel, Minneapolis, Minn. 
30-September 2—Ohio State Gift Show, 
Deshler-Wallick Hotel, Columbus, Ohio. 
30-September 2——Omaha-Midwest Fall 
Gift Show, Paxton Hotel, Omaha, Nebr. 
30-September 2—Pittsburgh Jewelry Fair, 
Hotel William Penn, Pittsburgh, Pa. 


Show, Hotel 


Hotels 


September 


6-8—Ohio Retail Jewelers Association, 
Annual Convention, Netherland Plaza Ho- 
tel, Cincinnati, Ohio. 

6-10—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

6-10—Detroit Gift Show, Statler and 
Sheraton-Cadillac Hotels, Detroit, Mich. 

6-11—Dallas Gift Show, Baker Hotel 
and Santa Fe Building, Dallas, Texas. 

6-11 — Dallas Merchandise Mart Gift 
Show, Dallas Merchandise Mart, Dallas, 
Texas. 

13-14—West Virginia Retail Jewelers 
Association, Annual Convention Hotel 
Frederick, Huntington, W. Va. 

13-16—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

13-16—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 





Santa Fe Jewelry Firm 
Wins National Ad Award 





SES 
IS: 


John Parker (left), president of the Santa 
Fe Chamber of Commerce, presents Brand 
Names Foundation's Certificate of Merit to 
Mr. and Mrs. Bernard Spitz, owners of Spitz 
Jewelry Store, Santa Fe, N. M. The Spitz 
company was cited by the Foundation for 
an outstanding advertisement presenting the 
values of buying well-known manufacturers’ 
brands. 























You'll want one... 
Your Customers Will 
Want Them Too! 


Stores which have seen 
these smart car ignition 
keys with emblems sculp- 
tured in Sterling by 
WESTON are selling them 
like mad. For Cadillac Begs 
(shown), Buick, Oldsmo- fas 
bile, Pontiac, Chevrolet, 
Ford, Mercury, Chrysler, 
De Soto, Plymouth, Pack- 
ard: for M-G and Jaguar if you give key 
numbers. $6 each, Keystone. Order Ww. 
Send for complete illustrated Price List C. 


The BROTHERS CO. 


1707 Berkeley St., Santa Monica, Calif. 
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Chatham Emeralds 


REG. U. S. PAT OFF. 
The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD 
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GEO. BORGFELDT 


; CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA ’ GLASS * TABLEWARE 
EARTHENWARE e@ GIFT and ARTWARES 
Domestic and Foreign 











ay importers of 

ENGLISH CHINA 
and 

EARTHENWARE 


Stock and Import 


DEVILLE & CoO., INC. 
h Ave Sows York 10, N. Y. 








AL. 4-61 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 

















DECORATIVE 
ARY RYAN ACCESSORIES 


FURNITURE 


GIFT AND ArT 
NOVELTIES 


225 Fifth Avenue. Mew York 
Merckasdi:e Mart, Chicage 
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_Magnetism—and the Watchmaker 


TV and other new and more powerful electric appliances are giving watchmakers 


magnetism trouble. But today’s troubles are trifling indeed if you compare them 


with those of 40 or 50 years ago, when “rest” was the only cure for a magnetized watch. 


Part IlI—Conclusion 


The effect of magnetism and the resultant polarization 
may be so slight as to be hardly noticeable where there 
is an adequate source of power, but they show up readily 
when the source of power is weak. Steel escape wheels, 
balance wheels, and escape levers are much more preva- 
lent in ladies’ watches than in men’s. These steel wheels 
often become so highly polarized that they will act al- 
most like the arm of a compass when placed in position 
between the plates. Very often watches in this condition 
will give a record on the timing machine which looks like 
the waves of the sea, as this polarized wheel cuts into 
and draws away from the magnetic north. Of course the 
watchmaker will draw this magnetism out in the usual 
way when he repairs the movement, but he cannot keep 
it out. That is a situation which the lady who owns the 
watch must control because, if the watch gets loaded 
again within the next few days, she is going to be just 
as unhappy as she would have been if the magnetism had 
been left in the first place. 


EDUCATE WOMEN WATCH OWNERS 


There would seem to be only one course open for the 
jewelers right now in combating the magnetic problem of 
women watch owners. That would be by educating 
them as to what they should and should not do. Far 
too often a customer will say that her watch will not 
keep time because she has too much magnetism in her 
body. That makes a watchmaker want to laugh. She 
may have too much magnetism in her watch, but it is 
not in her body. She would first have to be so highly 
loaded that she would affect a compass before she could 
affect her watch, and nobody has yet been found who 
could do that. The trouble is definitely external, and 
a little intelligent care on her part can effectively control 
it. 

Housewives are today passing through exactly the 
same phase of electrical advancement that their grand- 
parents passed through 50 years ago. They are enjoying 
electrically operated household equipment that they did 
not even dream about a few short years back. Television 
sets, deep freeze units, dish washers, automatic washers, 
and refrigerators are just a few of the labor saving de- 
vices which have been developed for their special benefit. 
Unhappy as the watchmakers may become about it, every 
one of these appliances creates its own field of magnetic 
influence, and each will affect a watch movement in some 
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by C. L. DODD 


Watchmaker and Jeweler 


Lindsay, Oklahoma 


way if it be placed upon them while they are in opera- 
tion. 

Of course the ladies can’t be expected to take their 
watches off every time they start to work around the 
kitchen, and it is not even necessary that they should. 
They can be educated to the importance of not laying a 
watch down on one of these appliances when they are 
not wearing it. For some reason the highly polished and 
expansive top of a television set makes a perfect deposi- 
tory for valuable objects. It looks as if it was made ior 
the express purpose of displaying a fine watch, but it is a 
first class booby trap as far as the watch is concerned. 
These sets have a powerful magnetic speaker as regular 
equipment, and if you wonder what kind of magnetic 
field it creates, just take a compass and walk around one 
sometime while it is in operation. Most other appli- 
ances act in very much the same way and all have more 
or less affect on the time-keeping qualities of a fine 
watch. Thank goodness, they are so carefully and com- 
pletely insulated that they no longer shock the operator, 
as did those early day appliances. But the magnetic 
influence is still there. 


AUTOMOBILE ANOTHER SOURCE 


Another source of undoubtedly great trouble is the 
modern automobile. Almost every purchaser of a new 
car won't let his coat tail stop flapping until he installs 
a set of seat covers. Now seat covers are a wonderful 
accessory. I would not drive my car without them. It 
seems, however, that certain types have an affinity for 
static electricity. A woman wearing wool or nylon 
clothing who reaches for the door handle of a car 
equipped with a certain type of these covers is often 
greeted by a charge of static which almost shakes her 
teeth loose. In many instances this bolt of static can be 
seen and heard. Now whether our modern American 
women are becoming such “hot shots” that they actually 
generate static electricity, or whether the seat covers 
generate it, is a question on which you could probably 
start a violent debate. The fact remains that it is gen- 
erated, and it does pass between the two, and it certainly 
isn’t very pleasant to the girls. Neither is it very bene- 

(Please turn to page 296) 
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crystal and graceful, lacy bezel; dark dial. Easy-to-read numerals. Shat- dial! Optically engineered for non- 
dial. In House and Garden’s antique terproof crystal. Red sweep-second glare readability. A G-E first! Ideal 
white case, carnation pink, willow green hand. For night table or any home for TV. Soft but compelling alarm. 
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EGULATING AFTER CLEANING—Sometimes we 

find that after cleaning a watch, it runs several 
minutes per day too fast. Would putting in a weaker 
mainspring correct this? (Question No. 6273) J. B. 


Answer—Although in general we should say that 
each watch should be examined to determine a cause for 
timekeeping error in that particular watch, there is a 
common possible reason for fast rates in watches after 
cleaning them. As oil in them gradually thickened, prior 
to cleaning, the slowing rate may have been corrected by 
moving regulators to the “fast” position. After you have 
cleaned and oiled one of these watches, leaving the regu- 
lator as it was would result in a fast rate that should be 
corrected by moving the regulator toward “slow,” until 
the watch keeps time again. But your mention of putting 
in weaker mainsprings to produce slower rates suggests 
that in these cases (if weaker springs did make the watch 
run slower) the mainspring you replaced must have been 
too strong and produced a condition wherein the roller 
jewel was driven too far and rebounded from outside of 
the fork-horn, thus causing an erratic fast rate. If this 
were not so, replacing a correct-strength mainspring with 
a weaker one would make a watch run still faster instead 
of slower, since much shorter arcs of balance motion 
would be performed, each in less time, causing the faster 
instead of slower rate. 


ORRECT RING SIZE—In using a tapered ring-size 
gauge, what number or position on the gauge is 
regarded as the correct number for the size of the ring: 
the forward edge of the ring, or the rearward edge 
(where ring-edge does not touch the gauge), or say the 


middle of the ring-shank, between the two edges. (Ques- 
tion No. 6274) S. K. 


Answer—We believe most jewelers follow the prac- 
tice of considering, as the “size” of the ring, the dia- 
meter-number on the stick that is in about the middle of 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


the width of the ring, although the numbér is of course 
out of sight, hidden by the ring undergoing measure- 
ment. This seems to be generally satisfactory in prac- 
tice; it is in fact a compromise or average, in measure: 
ment, between the ring-diameter where contact is made 
with the tapered gauge, and the lesser diameter on the 
gauge where the outer edge of the ring does not touch 
the stick. 


ASS-PRODUCED “ANTIQUE”—Am sending a 
photograph of an old clock, made entirely of wood, 
which the owner thinks was brought to America in one 
of Christopher Columbus’s ships. He wants to sell it for 
$500. It runs, but the regulator weights don’t affect the 
timekeeping closely. Do you think his opinion is correct? 


(Question No. 6275) K. L. 


Answer—The description and photograph of the 
wooden clock shows that this is a clock of which thou- 
sands were made for and sold as souvenirs at the World's 
Fair, Chicago, in 1893. The relief-work on the wooden 
dial is die-stamped, and this and the other workmanship 
indicates “mass production” instead of handicraft work. 
These clocks often turn up and are thought to be ancient 
clocks, and there are many “headaches” in the antique 
trade resulting from high prices paid for this particular 
clock. For this, of course, there is no justification, as 
they have none of the factors of rarity or value as a col- 
lector’s specimen. Even without any knowledge of old 
clocks, one might reason that Columbus would hardly 
have had a clock made with “1492” as part of the design, 
before he accomplished the deed that is now commemo- 
rated by that date! 


ARINE CHRONOMETERS—We would like to pur- 
chase a book on marine chonometers that explains 
their repairing and adjusting. Will you please advise us 
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It’s the same building... 
with a new sales personality 


Thanks to a new PITTSBURGH STORE FRONT! 


Jeff A. lliff Jewelers, Sacramento, California. 








T jewelry store that has a pleasing 


personality . . . whose face is modern 
and inviting .. . Is the store that attracts 
the eye of the passer-by, brings in the 
most customers. A colorful, eye-catching 
Pittsburgh front like the one shown here 
makes a store stand out from its competi- 
tors... helps increase traffic, builds better 
business. 

This modernization job is a good ex- 
ample of how a modern Pittsburgh Store 
Front can give a new personality to an 
old building. The colorful bulkheads and 
pier are of lustrous, easy-to-clean Tran- 
quil Green Carrara Structural Glass. The 
inviting entranceway features a sturdy 
Herculite Tempered Plate Glass Door, 
and the display windows are of distortion- 
free Pittsburgh Polished Plate Glass. 


You, too, can achieve the same results. 

Why not plan now to remodel your store 

— inside and out — with profit-boosting 

Pittsburgh Products? In the meantime, 

send for our modernization booklet whieh 

gives other examples of Pittsburgh mod- 

| ernizations and contains complete infor- 

mation on Pittsburgh Products. Just re- 
turn the coupon. 
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> } coe S g your modernization booklet, ‘‘How To Give Your Store The 
and Interiors ONE 
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where we can purchase the best book containing this 


advice. (Question No. 6276) C. B. 


A nswer—We will say that the best descriptive work 
on the construction and mechanical principles of action 
of marine chronometers that has ever been published, is 
The Marine Chronometer, by R. T. Gould; published by 
The Admiralty Printer, London, England. But there is 
no complete practical manual on chronometer repairing 
obtainable. About the nearest to a book like this is The 
Watch and Clockmakers’ Handbook, by Francis J. Brit- 
ten, published by E. & F. N. Spon, Ltd., London, England. 
This work is in the form of a small encyclopedia of 
horology, and some of the separate articles in it deal with 
items of practical chronometer repairing. 


| | genase TECHNIQUE—I am worried by 

magnetism in my tweezers. Sometimes I can demag- 
netize them, but sometimes the demagnetizer doesn’t seem 
to have the required effect. Please advise me. (Ques- 


tion No. 6277) S. P. D. 


Answer—You state that you can “sometimes get rid 
of it with a regular watch demagnetizer,” but that this 
isn’t consistent and you cannot depend on that method. 
In this, the word “sometimes” is the key to the answer. 
The fact is that in all demagnetizing with the usual hollow 
coil and alternating current, success sometimes requires 
trying repeatedly at different speeds of passing the work 
through the coil, different distances of withdrawal at the 
moment the current is cut off, etc., etc. In other words, 
“feeling around” until you get results. The way this form 
of demagnetizer works is that the alternations of current 
change the polarity of magnetism in the millions of 
molecules of steel, so that these pull in mixed directions 
on each other, instead of in one direction all together. 
This neutralizes the magnetism of the piece of steel as a 
whole, the effect of which is to demagnetize it. The 


polarity of molecules will remain as it is (1) at the instant 
the current is stopped; or (2) when the withdrawal of 
the work from the coil has taken it out of the coil’s 
magnetic field. As it is impossible to see, during demag. 
netizing, the effect produced inside the steel, the latter 
must be judged by the customary tests after each trial, 
and trials must be repeated until a test shows successful 
results. This applies in demagnetizing either tools or 
watches. 

We will point out also that tweezers may be slightly 
magnetic, but still be entirely safe to work with. Instead 
of using a very delicate compass test, such as should be 
used on watches, you may judge magnetism in tweezers 
by seeing whether this is strong enough to pick up light 
screws, watch hands, etc.; and if it is not, the tweezer 
is perfectly safe to work with, even though it might show 
magnetism enough to affect the needle of a very small 
testing compass. Judging by this criterion, your tweezers 
may not have sufficient magnetism in them to magnetize 
small steel parts of watches. 


WO-COLOR WORK—What is the work seen on 
watch cases and jewelry, usually made up of floral 
designs in different colors of gold, silver, etc.? Looks as 
if it might be painted on, as different colors of metal are 
on the one piece of work. (Question No, 6278) H. M. 


Answer—We are assuming that you refer to what is 
called two-color work; three-color work, etc., and will 
say that this is done by electroplating. All of the sur. 
faces that are not to receive a certain color are varnished 
with a “resist” preparation; then the entire piece is put 
through a plating bath of the color of gold desired for the 
details not varnished. Next, the varnish is removed, and 
the work revarnished so as to expose details to be plated 
another color; and so on, until the job is completed. 
The materials for this work can be had from dealers in 
jewelers’ supplies. 





Magnetism and the Watchmaker 


(From page 290) 


ficial to their wrist watches, as many watchmakers have 
already discovered. 

A number of devices are on the market which attempt 
to control this situation, but most of them are rather 
poorly effective. Some are liquid compounds to be 
sprayed or wiped on the covers. Others are ribbons of 
rubber or other material which are bolted to the frame 
of the car and allowed to drag along the ground. The 
most satisfactory grounding device is a steel chain such 
as gasoline transports employ. It creates a terrible 
racket, but it does accomplish the job. 

This matter of the seat covers is one which the manu- 
facturers of these accessories will no doubt solve for 
themselves within a very short time. They have more at 
stake than the watch industry does, but the jewelers’ 
customers can be advised of the effect static electricity 
has on time-keeping. The other problems must be solved 
by the jewelry industry. 

The horological engineers have managed to stay ahead 
of the game for the past hundred years and there is no 
reason to suspect that they will not continue to do so. 
Troubles have multiplied rapidly over the past five or 
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six years, but many have already been solved and others 
will be within a very short time. While we are waiting 
there are a few simple rules which you can tell customers 
to follow. 

Don’t lay a watch on, or close by, a radio, television, 
refrigerator, washing machine or any other electrical 
appliance. 

Don’t wear a watch on the same arm with the magnetic 
arm band used to hold bobby pins, and don’t let this 
band and the watch make contact at any time. 

Don’t place a watch in the little metal tray which is 
found on the dashboard of an automobile. 

If a man lives on a farm and uses a tractor, he shouldn't 
wear a watch while driving this machine. He should pin 
it to his shirt pocket. 

Do not reach for the door of a car with one’s right 
hand, if one is bothered by static electricity. Then, a 
least, one won’t have the electrical charge affect one’s 
watch. 

Don’t leave a watch laying around the house where it 
can be knocked off and broken. 

If a person will follow these common sense rules, he 
will get the best possible service out of his wonderful 
little time-keeping machine which has become so im 
portant in the conduct of everybody’s life and business. 
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“They Pay For Themselves By Precious Metal Recovery” 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 


ways: 








MODEL L119. Needs only 18 x 29 inches floor space. Runs 
so quietly it can’t be heard. Ideal for small shop, light 
work or restricted space. Has 1/3 H.P. polishing motor for 
wheels or buffs up to 6’’. Also '/, H.P. interior motor, suc- 
tion fan and dust collector. Adjustable dust hoods have 
electric light sockets. Suction system may be used with 
your polishing motor. Plugs into standard 110 ve’ wtlet. 


Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 


By efficiently handling all day- | 
to-day production requirements 


By the extra dividend of pre- 
recovery that 
steadily pays back the original low 
purchase price. 


cious metal 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 


Write for free detailed bulletin showing . : | Sd 
various models and prices. No obligation. 


LEIMAN BROS. ,nc 


171 Christie Street, Newark 5, N. J. 























MODEL A. Needs only 2x4 foot floor space. Top produc- 
tion machine for all classes of jewelry and small silver 
work. Accommodates two wheels or buffs up to 8”. Dust 
hoods, with electric light sockets. Available with 1 H.P., 
220 volt motor. Two dust collecting cabinets permits 
separate collection of gold, platinum or other valuable 
dust for recovery. 











REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 





A Valuable Handbook 


for the Jeweler 


$60° 


Postpaid 
Remittance with Order 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St. New York 17, N. Y. 




















GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 

B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Charles Ezra Bowman, 
Registrar 
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Kreisler Offers Special Unit 
For 14K Gold Watchbands 
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Compact but luxurious is this deep-pile 
black velvet display tray which Jacques 
Kreisler has provided for more effective 
displaying of the firm’s 14K gold watch- 
bands. Narrow raised platforms elevate 
the individual bands, holding them in a 
curved position in which they catch the 
light. 


Parker Supplies Tie-in Mats 
On Its Fall Ad Theme 


The Parker Pen Co. has made available 
to dealers a group of 29 ad mats which tie 
in with Parker’s big fall advertising push 
on the company’s new Electro-Polished 
points. The new points are “ .. . the 
smoothest on any fountain pen,” due to 
the new process. National introduction 
through newspapers and magazines starts 
August 30 in a five-week effort costing more 


than $400,000. 





What you 3% learn by 
dregging o Porker “5'” of 


"21" Pen around by the ho 


...Parkers new Electro- 
Polished Points are the 


smoothest ever made 


Sevre stpoeh Bw oO rrcrgre © 





Mats for dealers’ tie-in advertising use 
vary in size from one column, three inches 
to three columns, ten inches. 
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International Silver On TV 
With “My Favorite Husband" 


The International Silver Co. will sponsor 
Barry Nelson and Joan Caulfield in the 
domestic comedy, “My Favorite Husband,” 
on television this fall. The show will be 
telecast “live” from Hollywood over CBS-TV 
at 9:30 p.m., EST, on alternate Saturdays 
starting September 12. International’s Ster- 
ling and 1847 Rogers Bros. divisions will 
alternate sponsorship of the program with 
the Simmons Co. 


---~+-- 


Forstner Chain Chest 
Convenient for Retailers 


Forstner Chain Corp., Irvington, N. J., 
offers retailers this new “Chain Chest” 
for displaying the company’s complete line 
of neck chains. It’s available at no addi- 
tional cost with any one of four Forstner 
Neck Chain assortments. 





The chest, 8 inches wide by 15 inches 
long, is covered in royal blue simulated 
leather and lined in gray. The cover and 
a tip-up tray display 12 different chain 
styles when the chest is opened. Under the 
tip-up tray is a neatly compartmented, tab- 
card indexed main stock section which 
makes a desired style easy to find, and 
serves as an inventory control. 





Chrysler Airtemp Color Film 
Tells Air Conditioning Story 


The Chrysler Airtemp Div. has released 
a 20-minute color film, with an entertaining, 
non-commercial style, which tells in lay- 
man’s terms the full story of air-condition- 
ing’s value in the home, in business and 
industrial life. Principles of air-condition- 
ing are clearly illustrated in an interesting 
visit with the average family in “. . . the 
average, air-conditioned American home.” 

The film will be distributed free to 
schools, fraternal organizations, and_ busi- 
ness, social or luncheon groups. Make 
arrangements for showing by writing to: 
Airtemp Div., Chrysler Corp., 1600 Webster 
Ave., Dayton 1, Ohio. 





Medana's New "Diamond Lili" 
Has Genuine Diamonds—$19,.95 


The Medana “Diamond Lil” watch, just 
introduced, is made to retail at $19,95, 





plus the Federal tax. It is enhanced by 
two genuine diamonds, backed by. Medana’s 
own guarantee, and is luxuriously styled 
in a two-tone motif created by its rolled 
gold plate top and white end pieces. A 
simple black cord complements the design. 
It is styled as a fashion-wise timepiece 
with an air of luxury found in the most 
expensive watches. 

The Medana “Diamond Lil” is distributed 
exclusively by Louis Aisenstein & Bros., 
Inc. 





Oneida's Newest Chest 
is Full-Size Coffee Table 


Retailing for $99.75 with a 53-piece ser- 
vice for eight in Community Silverplate is 
this new coffee table chest from Oneida 
Ltd. A 72-piece service for eight is also 
available with the coffee table to retail at 
$129.50. 





The table is 17% inches high and with 
the drop-leaves up measures nearly 39 
inches in length. Finish is rich brown ma- 
hogany with a leather-like top, gold- 
embossed. Lining is red velvet with white 
satin cover pleats. Legs detach for ship- 
ment. 
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Wide Selection Featured By G.E. 
In Radio, TV and Electric Clocks 


At summer sales conferences, General 
Electric Co. spokesmen reported that Tele- 
chron products’ sales in the first five months 
of 1953 were greater than the 1949 year’s 
total, and were 35 per cent ahead of last 
year. In television, sales were at such a 
level that assembly lines will continue to 
operate through the normal vacation shut- 
down. 

A G.E. Telechron survey has shown that 
dealer sales are directly proportional to 
the number of designs displayed, and as 
a result the electric clock line has been 
jncreased to 12 models; six new models 
and six former best-sellers which have been 
given a 1954 “new look.” Prices range 
from $6.95 to $29.95, plus tax. From late 
August to December 12, Telechron clocks 
will be advertised with 19 full-color pages 
in Life, Saturday Evening Post, and Better 
Homes & Gardens. 

The basis of G.E.’s 1954 radio line will 
be a radio designed for “every room in the 
house.” The 24 models will include new 
versions of the clock-radio. Television 
models number 29. 





Joseph Wiesner Fall Lines 
Designed by Betty Wilson 


Betty Wilson, recently nominated 
“Woman of Achievement” in the jewelry 
field, has exclusively styled and designed 
the new fall lines for Joseph Wiesner, Inc., 
and Wiesner of Miami, Fla. The Wiesner 
lines include costume jewelry originals in 
fashion colors and “Trickettes,” the com- 
pany’s jeweled handbag accessories. Wies- 
ner showrooms are located in Chicago, Los 
Angeles, Miami Beach and in New York. 





New Place-Setting Package 
for Imperial's Stainless 


Imperial Knife Associated Companies, 
Inc., has developed this new packaging 
for its “Cape Cod” and “Felicity” stainless 
flatware. The package, made of vinyl plastic, 
has a gray plaid outside design. Inside, 
the flatware is held in transparent plastic 
pockets against a warm-colored plastic 
background. 





The new packets come with four differ- 
ent assortments of stainless tableware: 2- 
piece salad serving set: 6-piece place set- 
ting; a 26-piece combination set of six 
4-piece place settings and 2-piece salad 
set; and a 34-piece combination set. 
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Royalty at British Fair 
Visits Smiths Clocks Booth 





In this photo taken at the recent British 
Industries Fair, C. Brook Flowers, U. S. 
representative of Smiths English Clocks 
Ltd., is shown shaking hands with H.M. 
Queen Elizabeth, the Queen Mother. The 
company reports that Mr. Brook Flowers 
was responsible for orders of $125,000 of 
the company’s clocks. 


Gruen Vacation Sales Kit 
For Water-Resistant Sales 
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“The carefree watch for a carefree va- 
cation” ... is the dominant theme of a 
complete summer sales kit issued by the 
Gruen Watch Co. Newspaper ads, color- 
ful window cards and streamers, ideas for 
window displays, contests and direct mail 
are included. Both self-winding and regular 
Gruen water-resistant models for men and 
women are featured in the vacation-slanted 
summer selling material. 


Taffel's New Christmas Ribbon 
A Study in Sparkling Silver 


Taffel Bros., Inc., 95 Madison Ave., New 
York, has developed a very modern-looking 
Christmas gift wrapping ribbon by using 
traditional colors of red, emerald, royal 
and white, all “. . . in strikingly different 
tones of sparkling silver.” Called “Silver- 
tone,” the new ribbon comes in 50-yd. 
bolts. Half-inch width is 2 cents per yard; 
widths run all the way up to four-and-a- 
half inches, at 14 cents a yard. 








Bulova "Wrist Alarm" Waich 
Now Being Distributed 


Bulova Watch Co. has announced that 
its newest creation, the Bulova “Wrist 
Alarm,” is now being distributed to jew- 
elers. The model shown, retailing for $175 
F.T.1., is a 17-jewel shock-resistant watch 
in a hand-lapped 14-K gold case. Winding 
the watch also winds the gentle alarm 
device. 

A gold-filled model with modern-styled 
gold-filled expansion band retails for $95, 


F.T.I. 
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The illustration here, showing the box 
covered in realistic simulated alligator, 
is from a portion of one of the many new 
mats available to jewelers on the new 
Bulova “Wrist Alarm” watches. 





A New Coffeemaker Line 
for Universal's "Golden Jubilee" 


Each master carton of three of the new 
Universal 10-cup “Golden Jubilee Coffee- 
matics” will contain one of these “Glamour 
Display” pieces, as part of Landers, Frary 
& Clark’s all-out fall promotion celebrating 
the company’s 50th year in the coffeemaker 
business. The new improved and completely 
restyled Universal Coffeematic is still priced 
at $29.95, and heads a line which includes 
an eight-cup Coffeematic, at $24.95, and a 
4-cup and 6-cup automatic coffeemaker in 
a traditional hollowware shape. A new 
and attractive diplay package has also been 
designed for the Coffeematic line. 
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Universal’s heavy national advertising 
effort includes, for Coffeematic, a 16-maga- 
zine schedule Sept. through Dec., strong 
push for the iron line and the electric 
blankets, and a special full-line double- 
page spread in Look in December. 
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McGraw Electric Wins Award 
For Blanket Gift Package 
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A new gift box for the company’s Tropic- 
Aire electric blanket has won an “Honor- 
able Mention for the Packing of Textile” 
for the McGraw Electric Co. The new box 
is not only a colorful gift package, but 
serves as a functional storage unit. It is 
designed as a sliding drawer in an outer 
shell, so that the retailer can show a cus- 
tomer all six colors from a stacked group 
of boxes A strong wire loop on each box 
serves as a drawer pull, and also identifies 
the color of the blanket. 





Special 400-day Spring Winder 
Is Safety Device, Time-Saver 


The Horolovar Co. reports that it has 
received from Germany the first shipment 
of its specially designed mainspring winder 
for 400-day clocks. The winder is made by 
Kieninger & Obergfell, one of the oldest 
and largest 400-day clock manufacturers. 
Horolovar points out that inserting 400-day 
mainsprings by hand distorts the spring, 
causing loss of power, and there is also 
risk of cut or bruised hands. Horolovar’s 
winder retails at $12.50, with a 10-day 
money-back guarantee. 





LeCoultre "Throne of Fashion" 
In Black Velvet and White Satin 
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Vacheron & Constantin— LeCoultre 
Watches, Inc., has provided this display 
for its dealers and it is currently appear- 
ing in many jewelry store windows. The 
“Throne of Fashion” theme is carried out 
in black velvet, white satin and gold color. 
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Lux Clock Mfg. Co. 
Issues New Brochure 
The Lux Clock Manufacturing Co., of 


Waterbury, Conn., has released an impres- 
sive brochure which outlines the company’s 
advertising and promotional plans for the 
year, and also illustrates the diversifica- 
tion of the company’s products. That diver- 
sification is played up strongly in much 
of the company’s consumer advertising, 
with stress on the Lux timing devices which 
add so much to the convenience and ef- 
ficiency of many of the finest home ap- 
pliances. 

The brochure contains samples of Lux 
advertising appearing in Ladies Home Jour- 
nal; Good Housekeeping; Better Homes 
and Gardens; Living for Young Homemak- 
ers; House Beautiful, and Todays Wo- 
man. Lux ads feature the company’s port- 
able timers, the “Luxette” miniature alarm 
in decorator colors, full-size alarms, and 
novelty clocks. 


Orchard's "Beauty Matched" 
Papers for Christmas 





Orchard Paper Co. and Minnesota Min- 
ing and Mfg. Co. have announced their 
Christmas line of “Beauty Matched” gift 
wraps and matching or harmonizing rib- 
bons. New features of this line, which 
includes more than 100 papers and 200 
ribbons, is Orchard’s new “Metalite” paper, 
with a raised design giving a three-dimen- 
sional effect. Store-use papers in the line 
are put up now in a new special size 
cutter box for jewelers rolls as well as 
stock counter rolls and sheets. Many of 
the papers are suggested for store and 
window display use as well as gift wrap- 


ping. 





Arvin Production and Sales 
Reported at an All Time High 


The first half of 1953 saw production 
and sales of all Arvin products at an all- 
time record rate, according to Glenn W. 
Thompson, president of the company. 

Arvin’s electric housewares output in- 
creased 69 percent over the first half of last 
year despite the fact that 1952 was a record 
year for Arvin appliances, the company re- 
ported. Radio and television sales were up 
approximately 63 percent over the same 
period, making the company one of the 
lagest radio producers in the country. 

Arvin, now operating 14 plants in five 
south-central Indiana towns, began in 1919 
as a supplier of tire pumps to the Ford 
Motor Co. In 1952 its diversified activities 
accounted for a gross business of more 
than $64 million. 





Holmes & Edwards 106-Piece Set 
Prize in "Seventeen" Contest 
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These four children and their teacher 
from the Beaumont School for Girls, Cleve. 
land Heights, Ohio, represent the prize. 
winning class which won first place and a 
106-piece silverplate service for 12 jp 
Seventeen magazine’s doll-making contest 
for school groups across the country. Dolls 
are to be distributed before Christmas 
to needy children here and abroad by the 
Save the Children Federation. 

Presentation of the award took place 
on the “Maggi Byrne Show” over television 
station WBNK, Cleveland. The Sterling 
Inlaid silverplate was given by the monu- 
facturer, the Holmes & Edwards Div. of 
The International Silver Co. 





Diamond Bracelet Available In 
Kaspar & Esh Add-a-Link Line 


Kaspar & Esh, Inc., 126 West 26 St., New 
York 36, creators and manufacturers of 
the “Add-a-Link” family, now announce 
the Add-a-Link Diamond Bracelet as an 
outstanding companion to the Add-a-Link 
Diamond Watch Attachments. The brace- 
lets come in many attractive and distinctive 
link styles, and the diamond centerpiece is 
also available in many designs. Additional 
links can be added in a jiffy by the jeweler. 
Colorful displays, counter cards and news- 
paper mats are free. Shown at ANRJA 
convention, N. Y. 





“Bambi" Motion Display 
For American Beauty Compacts 





In connection with a Christmas assort- 
ment of 12 compacts, The American Beauty 
Div. of the Illinois Watch Case Co., through 
its wholesalers, offers jewelers this colorful 
motion display. In the Bambi display, the 
eye winks and the tail wags to draw atten 
tion to the display of compacts. 
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Reed & Barton Summer Display 
Is Fishing Trophy Plaque 
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Adopting a summertime interest theme as 
an eyecatcher, Reed & Barton Silversmiths 
offer this sterling display unit. The green 
linen covered oval, resembling a fisherman’s 
trophy plaque, holds seven sterling pat- 
terns. An authentic trout fly and section 
of fish net carry out the theme. 

Cost of this display, plus 100 tie-in 
statement enclosure leaflets and newspaper 
ad mats carrying out the same theme is 
$5.00 net. 


Nathan Berrie Introduces 
"Tru-Lok" Ring Lock 


Nathan Berrie & Sons, Inc., creators of 
“Naomi” findings, has introduced the new 
“Tru-Lok” ring lock, a double ring Jock 
to hold wedding sets together, prevent 
turning of rings and eliminate wear be- 
tween rings. It will fit all ring shanks 
including even those badly worn, the com- 
pany reports. The new locks are available 
through wholesalers or material houses, 
hand polished in white or yellow gold, on 
a handy display card holding six ring locks. 


Wm. Rogers & Son Gift-Package 
For Children's Educator Set 
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To make a gift set that will catch the 
eye of the young recipient as well as the 
adult shopper, Wm. Rogers & Son has 
produced this new “Bib’n Tucker Set.” It 
combines a washable colorfast viny] bib 
with crumb catcher and the spoon and fork 
Educator Set. Available in four patterns, 
neatly packed in a red vinyl snap-pouch 
with transparent front. Retails at $1.95. 
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Benrus Offers Display 
For Calendar Watch 


Benrus Watch Co. offers this display in 
full color to build interest in its Calendar 
Watches. The display unit, in full color, 
holds three of the watches, and features 
a flash unit which periodically illumi- 
nates the “Time, Day, Date” lettering su- 
perimposed on a calendar page panel. 

This display is one of a new series of five 
units the company recently introduced. 
Others in the series are designed for the 
Benrus Waterproof, Citation and Embrace- 
able watches, and for Benrus Watch Brace- 
lets. 





Benrus also announced signing popular 
singing composer Hoagy Carmichael as a 
13-week summer replacement for the NBC- 
TV “Show of Shows.” The summer show, 
“Saturday Night Review,” will be seen over 
the entire NBC-TV network. 


Jennings Bros. Continues 
Under New Ownership 


The ownership of Jennings Bros. Mfg. 
Co., Bridgeport, Conn., has been trans- 
ferred to a new corporation, Jennings 
Brothers, Inc., which will continue to man- 
ufacture the cast metal art wares, trophies, 
religious items and table accessories for 
which this old firm has long been known. 
The traditional standards of quality will 
be maintained. 

The new management consists of William 
Houek, president; Charles Houek, secretary 
and treasurer, and John J. Leake, vice- 
president and general manager. The oper- 
ation is being continued at 264 Seymour 
St., Stratford, Conn., while plans are being 
made for a new and modern factory in 


Milford, Conn. 


Technic Offers Data Folder 
On Electroplated Gold 


Technic Inc., 39 Snow St., Providence 1, 
R. I., offers a Technical Data Sheet on 
Electroplated Gold which shows the way 
to scientific control of the process. It offers 
what the company calls the most complete 
compilation of information on gold ever 
assembled, including some data thought 
never before made available. Technic Inc. 
is a manufacturer of precious metal plating 


solutions and equipment. 





Surnamer Offers Faster Service 
On Catalogues and Brochures 


S. J. Surnamer Co. announces better ser- 
vice and lower prices on Christmas cata- 
logues, brochures, folders and other print- 
ing because of recently added high-speed 
presses. The firm’s art staff and library of 
the newest jewelry illustrations enables 
them to do special jobs “tailor made to the 
individual jewelry retailer’s needs,” the 
company reports. 





Four Television Shows 
Now Used By Harwood 





The photo shows a pretty prizewinner 
receiving Harwood jewelry prize from John 
Reed King, television M. C., who features 
Harwood bracelets, compacts and other 
items on the “John Reed King Show” 
weekly over WABC-TV in New York. The 
CBS-TV Monday-through-Friday “Journey 
Through Life” program, the “Eleventh 
Hour Theater Movie Quiz,” and the WOR 
“Salute to the West” program also promote 
Harwood items. 





Interchangeable Elgin Display 
Features “Watch of the Month" 





This tilted-style counter or window dis- 
play has been designed by Elgin National 
Watch Co. for year ’round featuring of the 
“watch of the month.” Five cards which 
attach to the display are provided to iden- 
tify the watch being shown. 

During July, Elgin dealers featured the 
self-winding Elgin “Nautilus” for men and 
the Elgin “Daria” for vacation-minded 
ladies. 
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Westinghouse Sees Trend 
To More “Electrical Living" 





The photo shows the two-millionth West- 
inghouse Roaster-Oven coming off the pro- 
duction line as Ralph Z. Sorenson, manager 
of electric housewares (left), and general 
works manager C. L. VanDerau look it 
over. Sorenson said that specialized port- 
able appliances which allow cooking in the 
dining area, recreation room or patio fit 
in with the more casual living customs of 
today. He indicated that the newer items, 
such as the Westinghouse ‘“Roaster-Oven” 
and “Cook-N-Fryer” are important in this 
trend and should become as common as 
the electric toaster, percolator and waffle 
maker. 

Westinghouse also reported its sales of 
portable appliances during the first five 
months of 1953 were up 30.1 per cent over 
the same period in 1952. 





Consumer Saves $25.50 in 
1847 Rogers Bros. Sept. Sale 


“The first 1847 Rogers Bros. sale in 
more than 15 years.” will be the “Septem- 
ber Silver Sale” offer announced recently. 
Featured will be a new 57-piece chest con- 
taining eight complete place settings. plus 
nine most-essential serving pieces. During 
the sale period it will be offered by dealers 
at $79.75, a saving of $25.50. All 1847 


Rogers Bros. patterns will be included in 
including 


the offer, the Heritage 


pattern. 


new 





The company will announce the sale on 
its television progam, “My Favorite Hus- 
band,” starring Joan Caulfield and Barry 
Nelson, on Sept. 12 and 26, and Oct. 3. 
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Arvin Offers Tray-Table Gift 
To Spur Pre-Christmas Shopping 


Arvin Industries has announced that a 
Raymond Loewy designed convertible tray- 
table in stain-resistant plastic-on-steel will 
be available as a “pre-Christmas bonus” 
for customers who do their gift shopping 
in the September-October period. Fall is- 
sues of national magazines and newspaper 
supplements are scheduled to carry four- 
color ads on the Arvin offer. 

The combination is available only through 
authorized distributors of Arvin electric 
housewares. Customers will get the tray- 
table (established retail value $7.95) for 
$1.50 in connection with purchase of either 
the Arvin “Lectric Cook” or the <Auto- 
matic “Coffee Perk” at $29.95. 


Flex-Let Offers Kit 
To Stage “Magic Value Week" 





The jeweler can create a gala store-wide 
sale atmosphere with the “Magic Value 
Week” kit offered by the makers of Flex- 
Let watch bands and Beau Brummel! men’s 
jewelry. There’ are no deals, no costs in- 
volved, the company says, and the promo- 
tion can be held at any time. 

Each kit contains 12 double pennants, 
2 easel-back window displays, 6 counter 
cards, 4 badges for salespeople, 3 news- 
paper mats, radio copy and 4 copies of 
“Your Watch Band Clinic in Print.” Ob- 
tainable from Retailer Sales Aids Dept.. 
Flex-Let Corp., 580 Fifth Ave., N. Y. 36. 


Swank Sales Meeting 
Outlines Fall Plans 


At the company’s recent national sales 
meeting, Swank, Inc., executives previewed 
the company’s fall advertising program, 
called largest in Swank’s history. It in- 
cludes 26 advertisements, many in full 
color, in Life, Look, Saturday Evening Post. 
Holiday, The New Yorker, and Good 
Housekeeping, plus use of color magazine 
sections of 38 newspapers throughout the 
country. 

New items introduced by Swank for fall 
include a comprehensive promotion of sim- 
ulated pearl jewelry called “Tahiti,” famous 
works of sculpture reproduced in the form 
of cuff links and tie clips, called “Medal- 
lions.” and black-and-white mother-of-pearl] 
jewelry. 

















; 





New 


Hamilton Introduces 
Motion Display Idea 





This new Hamilton Watch Co. display 
unit is provided in a kit with all materials 
required to give it year ‘round usefulness, 
The central unit has a gracefully styled 
plastic base on which is mounted a turn. 
table with an eye-catching turn and reverse 
motion, showing first one and then the 
other of the two watches mounted in the 
recessed panels. Four plastic side panels 
are designed in the same style. Four com- 
plete sets of colorful background panels 
are provided to adapt the display for birth- 
days. graduation, general gifts and Christ- 
mas. 





Kramer Consults With Dior 
On Jewelry Design 


Louis Kramer, president of Kramer 
Jewelry Co.. is in Europe for his annual 
visit to major markets in search of new 
ideas and techniques for the company’s 
nationally advertised costume jewelry line. 
While in Paris, Mr. Kramer will consult 
with Christian Dior on plans for the next 
collection of “Christian Dior Jewelry by 
Kramer.” 


Feature Lock Motion Display 
Gives Constant Demonstration 


A motion window display which repeats 
a graphic demonstration of the interlocking 
feature of the Feature Lock diamond rings 
is now in use. Henry Peterson, president 
of Feature Ring Co., Inc., reports that 
initial response to the display has been 
excellent, 





The display is in plum, gold and white; 
dimensions are 17 inches by 20 inches. 
Two explanatory side panels of the dis- 
play alternately light up as the central 
portion of the unit shows first a Feature 
Lock set and then a twisted “old-fashioned” 
set, 
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Davidson & Sons Jewelry Co., Inc., makers 
of nationally advertised Dason Rings, offers 
free to jewelers a 36-page book of ideas 
to help their diamond and stone ring busi- 
ness. Henry Davidson, president of the 
firm, says that the book represents years 
of experience in merchandising for Jew- 
elry stores by this 59-year-old firm. 

Free copies may be obtained by writing 
the company at 20 W. 47th St., New York 
36, or may be picked up at the Dason Ring 
booth at the New York, Atlanta, Pittsburgh 
or Dallas shows. 


Kaufman, Semca's President 
Surveys Overseas Clock Industry 


Seny Kaufman, president of Semca Clock 
Co., returns to the U. S. this month after 
a two-month survey of the clock industry 
in Italy, Germany, France and Switzerland. 
New ideas in style and design for the 
Semca 1954 clock line were obtained dur- 
ing this visit, the company reports. 


Redesigned Display Materials 
For American Beauty Irons 


R. G. Ellis, general sales manager for 
American Electrical Heater Co. says this 
bridal display for American Beauty Elec- 
tric Irons is the first step in the company’s 
plans for complete redesign of its pack- 
aging and dealer sales aids. 


. gg Jou yiean Li uly 
S.. " FLEECE teas 


CERCEA SRS 





DY FRESE 








The bridal display, in six colors plus 
gold, was selected on the basis of dealer 
and customer appeal in tests with a num- 
ber of alternate units in key outlets across 
the country. 
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News of Personnel 





H. E. Blackburn, general sales man- 
ager of Seth Thomas Clocks, Thomaston, 
Conn., has announced the appointment of 
Edwin F. Burnley as sales representa- 
tive in the company’s midwestern territory. 
Mr. Burnley will contact wholesalers and 
retailers in Kansas, Missouri, Arkansas, 
Oklahoma, Colorado and Memphis, Tenn. 





JOHN ANDREWS 
Landers, Frary & Clark 


: aS RES 
E. W. BURNLEY 
Seth Thomas 
John A. Andrews has been appointed 
sales development manager of the electric 
housewares division of Landers, Frary & 
Clark, according to an announcement made 
by S. G. Fisher, sales manager of the 
division. Andrews has been with the 
company for 14 years, and was most re- 


cently district manager of the electric 
housewares division in Houston, Tex. 


The Mautner Co., manufacturer of jew- 
elry boxes, trays and displays, has assigned 
Theodore Edelstein to the New England 
territory, excluding Connecticut. Jack 
Zarnes will cover Connecticut. Edelstein 
is secretary of the company and Zarnes 
is vice-president. The re-alignment of ter- 
ritories is part of an expansion move re- 
sulting from a sizeable increase in man- 
ufacturing facilities. Both men will make 
their headquarters in the recently completed 
main ofhce and factory in New York. 





Sheaffer Brings Out "Snorkel" 
In Lower Priced Models 


Sheaffer's “Snorkel” fountain pen, which 
the company calls “the first messproof 
fountain pens.” have been introduced in 
three lower-priced models expected to have 
a special appeal to the school market. 

The three new models are the “Admiral” 
at $7.50: the “Saratoga” at $10 and the 
“Sovereign” at $12.50. Prices include tax. 
All have gold nibs and are available in 
five colors. 

The first “Snorkel” pens were introduced 
a year ago at prices from $12.50 to $120, 
and increased sales of Sheaffer’s top-quality 
line 114 per cent during the second half 


of fiscal 1952. 

















Jack Pennino, of Pennino Bros., Inc., 
New York, manufacturers of quality fash- 
ion jewelry, has announced the appoint- 
ment of Morris Green to the company’s 
sales staff. Mr. Green. long active in the 
jewelry field, will cover the southern part 
of the country. 





Emanual Hochman. vice-president and 
general sales manager of the Bulova Watch 
Co., has announced addition of two new 
sales representatives to the Bulova sales 
staff. Jerome M. Friedman has been 
assigned a territory on the Pacific Coast, 
and Alfred J. Matthews will cover por- 
tions of Florida, Alabama and Georgia. 
Friedman has had 26 vears sales exper- 
ience in the jewelry industry. Matthews 
has an extensive sales background in the 
jewelry and watch industry and is well 
known throughout the southern part of 


the U. S. 





A. J. MATTHEWS 


Bulova 


J. M. FRIEDMAN 


Bulova 


The Parker Pen Co., Janesville, Wiscon- 
sin, has split up its Janesville Div., in- 
cluding all or parts of 16 states, to form 
two smaller sales territories for closer con- 
tact with accounts. Lloyd Hayes has 
been appointed to head the new mid- 
western sales division, and George B. 
Wright heads the new Central area. Hayes 
has been assistant manager of the Janes- 
ville division, while Wright is the former 
assistant manager of Parker’s southern 
sales division. 


Milton Jacobs has been appointed 
manager of the New York office of Jewels 
by Bogoff, Chicago. 


MILTON JACOBS 
Jewels by Bogoff 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted”? and “Side 

Lines”—~-regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re endati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 





YOUNG man, over five years with dia- 
mond and ring house: all phases office 
routine. Address “L., 2366,” care J C-K. 





MASTER watchmaker, 20 years’ experi- 
ence; adjust to very close rates; avail- 
able August 15. Address “K., 2290,” 
care J. C-K. 





CERTIFIED master watchmaker, 19 
years’ experience, capable of taking 
charge; best of references: Middle West 
preferred. Address “L., 2337,” care J C-K. 





DIAMOND setter of 32 years’ experience, 
wishes to move to California; finest 
work on gold and platinum; best refer- 
ences. Address “‘C., 2357,” care J C-K. 





PROMOTION salesman, retail credit, 
thoroughly experienced, knows every 
phase of business; well recommended. 
Address “N., 2370," care J C-K. 





EXPERT salesman-appraiser; A-1 card 
writer, window trimmer; outstanding 
diamond merchandiser; seeks lucrative 
job successful pawnbrokers or credit 
jewelers. Address “H., 2392,” care J C-K. 





PAWNBROKER - manager - appraiser - 
buyer, 20 years’ experience (New York 
City) wants interesting proposition ; can 
set up new store; will relocate. Address 
“T., 2251,” care J C-K. 





GENERAL manager -buyer; thoroughly 
experienced in all phases of credit 
jewelry business; now employed in 
above capacity in chain organization. 
Address “L., 2238,” care J C-K. 





YOUNG lady, thoroughly experienced in 
secretarial and showroom work in whole- 
sale diamond jewelry field, conscientious, 
capable; excellent references. Address 
“L., 2396," care J C-K. 





RETIRING: want a dependable man to 
handle your business, experienced all 
phases of wholesale jewelry business; 
excellent references ; presently employed. 
Address “J., 2394,” care J C-K. 





DIAMOND expert, including diamond cut- 
ting and amiable sales personality, avail- 
able at $60 per week, plus commission ; 
will relocate. Joseph Hunt, 210 W. 16th 
St., New York City 11, N. Y. 





MY employer considers me one of his best 
managers, salesmen and credit men in 
his chain, yet he refuses to compensate 
me; can you top $7000 with a reliable 
firm and future. Address ‘“M., 2376,” 
care J C-K. 





FORCEFUL counter salesman; success- 
ful, intensified experience, diamonds, 
watches, mountings, pearls, precious 
stones, finer gold jewelry, sterling, etc. ; 
unquestionable reference. Address “G., 
2286,” care J C-K. 





WATCHMAKER, salesman, credit man- 
ager; chronographs, clock, jewelry re- 
pairman; factory and school trained; 
20 years’ experience; best references; 
permanent position only reply. Address 
“S., 2311,” care J C-K. 





DIAMOND man, experienced as assorter 
and assistant buyer in brilliants and 
fancies, seeks position with firm needing 
a capable, young man; clean cut, con- 
scientious; finest references. Address 
“U., 2322,” care J C-K. 





FRANKLY, does your pride, shortsighted- 
ness, egotism prevent your hiring, gain- 
ing broad productive services of an out- 
standing retail executive, a know-man, 
not a yes-man; now San _ Francisco. 
Address “B., 2355,”’ care J C-K. 





MANAGER; extensive background; seri- 
ous minded, tactful; interested in open- 
ing which offers real worthwhile oppor- 
tunities, where ability and effort are 
rewarded; presently employed; will re- 
locate. Address ‘‘S., 2380,’ care J C-K. 





MANAGER, single and chain experience; 
32 years; single; gemologist; college; 
complete background credit operation ; 
excellent appearance; previous stores, 
Detroit, New York, Florida; willing to 
relocate; Florida preference. Address 
“J., 2332,” care J C-K. 





CAPABLE, young man, married; presently 
employed; thoroughly experienced jew- 
elry business; industrious, ambitious, 
conscientious and very adaptable, de- 
sires opportunity to prove ability; ex- 
cellent references. Address “K., 2395,” 
care J C-K. 





COMBINATION man; 29; married; 
wholesale, retail, sales ability, mana- 
gerial capabilities, excellent watch- 
maker, diamond polisher, window dis- 
play, promotion minded: terrific poten- 
tial; will fit anywhere; New York City. 
Address “‘T., 2321,” care J C-K. 





BOOKKEEPER-accountant; credits, col- 
lections, correspondence; all phases of- 
fice procedure, costs, production; ac- 
customed to heavy responsibilities; top 
record with leading concerns; desires 
responsible position. Address “P., 1787,” 
care J C-K. 





SUCCESSFUL salesman-manager, de- 
sires better position promising advance- 
ment; experienced in all phases of credit 
jewelry and sales, including diamonds, 
window trimming and personnel; wil- 
lingly relocate anywhere. Stanley F. 
Kulewicz, 19 Van Orden Ave., Spring 
Valley, N. Y. 





TOP credit jewelry executive, enviable 
record successful sales increases with 
leading chains; merchandising, adver- 
tising, displays, training personnel, su- 
pervise chain, increase volume; accus- 
tomed travel; exceptional references; 
available August 15. Address “*M., 2397,” 
care J C-K. 





CASTING expert, seeks connection with 
reputable firm to head department: 
highly skilled moldmaker and caster 
all precious metals; superior knowledg¢ 
and experience assures finest quality 
castings; great asset to manufacturer 
wanting outstanding castings. Address 
“Y., 2352,” care J C-K. 





tL 


SALESMAN; 33; single; over 10 yearg’ 
diversified experience with outstanding 
retail credit jewelers; thorough knowl. 
edge of chain store operations; buying 
promotions, window trimming, credits 
and collections, desires position with any 
progressive jeweler in New York State 
Address “R., 2345,” care J C-K, 








FINE watchmaker, 30 years’ experience: 
experienced Patek, Agassiz, etc.; one of 
the finest mechanics, wants position at 
bench in shop; no contact with cus. 
tomers; in finest store; neat appear. 
ance; no liquor or tobacco; congenial, 
pleasing personality; $100 week mini- 
mum. Address “Y., 1893,’’ care J C-K, 








GEMOLOGIST; Associate Member Ameri. 
can Gem Society; manager, salesman, 
desires position with high grade estab. 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem-testing and identifica. 
tion; special order work, window dis. 
play; over 25 years’ experience. Ad- 
dress “B., 2174,” care J C-K. 





a 


ATTENTION chain store, wholesale jew- 
eler, other volume operations; unusua] 
ability, extensive buying, merchandising 
background; now handling jewelry, 
electrical appliances, giftwares, cam- 
eras, etc., with large chain; direct work- 
ing knowledge purchasing, promotion, 
advertising; desires opportunity with 
progressive, reputable organization. Ad- 
dress “L., 2368,’’ care J C-K. 





CHAIN store supervisor, executive ability, 
familiar with all phases of jewelry store 
operation, strong proven ability in mer- 
chandise coordination, personnel admin- 
istration, store by store management 
supervision, also purchasing, advertising 
and promotional experience; presently 
employed; only interested in proposition 
of merit, wholesale or retail; East Coast 
* aie Address “S., 2346,” care J 





TOPNOTCH manager-salesman, now with 
aggressive New York chain, desires 
permanent connection with live-wire or- 
ganization; excellent knowledge of 
every intricate phase retail credit jew- 
elry business; will consider every offer; 
can arrange personal interview, 
A.N.J.R.A. Convention, Waldorf Astoria 
in August; insure your Christmas busi- 
ness with a go-getter. Address “W., 
2349," J C-K. 





WATCHMAKER;; thoroughly experienced 
all type watches, regular, automatic, 
complicated ; have held present job three 
years, which pays top salary and could 
be permanent, but desire permanent, 
reliable job near old home, Richmond, 
Va.; would prefer one of larger cities 
in North Carolina; would expect to buy 
home and locate permanently; 35, 
steady, sober; have Indiana license and 
can furnish references upon request; 
would have to give month’s notice be- 
fore leaving present job. Address “C., 
2017,” care J C-K. 


————__, 





TOP-FLIGHT general manager; 20 
years’ thorough experience in in- 
stallment jewelry business; buyer, 
general manager, advertising, pro 
motions, credit and collection; was 
with chain of 12 stores, volume runt 
ning into seven figures; at present 
employed in above capacity; best 
of references and fine appearance; 
will travel anywhere. Address “A» 
2353.” care J CK. 
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NOT INTERESTED IN SUBURBAN STORES? 


Markets are people. 

Marketplaces are where people find conveniences that 
make shopping attractive. 

Merchants locate where facilities exist to make cus- 
tomers comfortable. 

The first essential for such comfort is easy accessi- 
bility. 

Center-city shopping areas have that quality, for great 
numbers of people work in town—find it easy and 
pleasant to avail themselves of the wide selection offered 
in a great variety of concentrated shops. Such breadth 
of offerings also attracts shoppers from outlying sections. 

Yet, neighborhood shopping areas in cities have always 
flourished because of their accessibility to community 
residents. This translates into greater convenience in the 
purchase of, at first, small impulse items—and later into 
bigger purchases as the neighborhood and its stores ex- 
pand. 

Up to some 40 years ago the markets served by these 
neighborhood shopping areas were generally defined, 
and limited, by the distance comfortably walked by their 
patrons. 

However, about 30 years ago, the rapid expansion of 
automobile ownership produced tremendous increases in 
suburban populations and as each such community be- 
came established, shopping areas grew—like Topsy. As 
the opportunities became evident, merchants established 
stores in existing suburban business blocks, or converted 
homes, or erected their own promiscuously located build- 
ings. 

It was about this time that a few far-sighted real estate 
operators around the country established planned subur- 
ban shopping centers. 

These were generally in the form of stores situated on 
each side of a thoroughfare, with parking areas at the 
rear of the stores. The wide ownership of autos made 
these marketplaces easily accessible to people living miles 
away—outside and inside the adjacent city. 

The parking spaces at these suburban shopping dis- 
tricts provided conveniences which made shopping full of 
pleasures, worth driving miles to enjoy. Such districts 
prospered spectacularly. 

It was 25 years ago that a few department stores recog- 
nized the value of providing greater convenience for their 
suburban customers by making their stores more acces- 
sible. These pioneers built branch stores on parcels of 
ground, usually in the heart of an old, established suburb. 
These were the first of the shopping centers in the form 
we find them being built today in all parts of the country. 

Such areas are now located where they are easily acces- 
sible over arterial highways. They contain a diversi- 
fied variety of shops offering competitive merchandise. 
Proximity parking and well planned architectural layout 
provide conveniences that make shopping less a chore, 
more a pleasure—“downright fun,” say some of the 
patrons. 
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Actually these modern marketplaces are only relocated 
city-neighborhood shopping areas. They are just hori. 
zontal department stores, with each store representing g 
department. But they are near—in time—to the homes — 
of their customers. They provide the means of utilizing 
the conveniences of automobile shopping. The public | 
likes them. j 

For you, a suburban store in a residential community, | 
or a location in a suburban shopping center may have 
little appeal, even if it were available to you. 

But, every such series of stores does have a jewelry 
shop within it. What’s more, every one of your car-own. F- 
ing customers is susceptible to the fascinating conveni- 
ences offered by such a development in your area. 

That is why the subject of The Suburban Store should 
be studied by ALL jewelers—city-center, neighborhood, 
suburban or country town. 

The jeweler down the street may no longer be your 
principal competitor. It may now, or later, be a jewelry 
store located in a mammoth shopping center 10, 20 or 
even 30 miles away. , 

You should know all you can about such stores. 


See page 122. 













WHAT'S EXCISE ELIMINATION WORTH? 


Recently there was much publicity on the struggle to 
eliminate the excess profits tax. 

During that period a jeweler, in the process of writing | 
up a sales slip, looked up from the pad and said to his © 
customer, “. . . and that includes the excise tax.” : 

“Just a minute,” responded the customer, “I read in 7 
the papers that that’s off.” 

Excess profits,—excise tax—what’s the difference to the 
layman? 

It is just because of such public misconceptions that 
the Retail Jewelers Tax Committee wants no premature 
publicity regarding its activities. 

But active it is, compiling statistics—coordinating in- — 
dustry forces—planning Washington strategy. All this 
so jewelry excise elimination will have the best oppor: | 
tunity when the Government makes its promised over: | 
hauling of the entire tax structure. 

Your committee needs evidence of retailer support in | 
presenting the case. What better way than to point to” 
retailers who have supported the effort financially. For 
small stores it’s only $10. Send your check today to; 
Retail Jewelers Tax Committee, 597 Fifth Ave., New” 
York City. | = 

Could you invest $10 in a better place? 


THE JEWELERS’ CIRCULAR-KEYSTONE © 
















